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¥ CAN FEEL WHEN ib REALLY CLEAN! 


Lever's Lipscomb: He's out to make the Big Three into the Big Four. Page 37. 


ANK IN POPULATION, RETAIL SALES, INCOME: 
LL CITIES WITH SALES $20 MILLION AND OVER BROTHERS 
~ NEW MARKET GUIDES FOR THE SALES MANAGER PUB ICATION 


Convention Plans 
Motion Pictures 
Meetings Packages 
Television Commercials 
Demonstration Devices 
Screen Advertising 
Skits 

Cartoon Comedies 
Training Manuals 
Slidefilms 

Pictorial Booklets 
Transparencies 

Slides 

Film Distribution 
Turnover Charts 
Meeting Guides 

Tape Recordings 

Disc Recordings 
Promotion Pieces 
Poster Charts 

Banners 

Training Devices 

Quiz Materials 
Speech Coaching 
Pageants 

Stage Presentations 
Portable Stagettes 
Meeting Equipment 
Projection Service 
Technicolor Productions 
Field Surveys 
Convention Supervision 


NEW YORK 19 


WASHINGTON 6 
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The successful department store is designed to do an efficient, 
highly organized merchandising job. It must provide seeable 
customer savings .. . coordinate its countless services under one 


management .. . operate under one roof. 


The Jam Handy Organization is run this way. From a single 
central headquarters it makes available a specialized service for 
practically every “visual” and film advertising need. 

If you want to save money on your next sales promotion activity, 
training program, consumer selling promotion, or special sales 
meeting, it will pay you to look at this list of Jam Handy products 
and services. 


This time-cutting, cost-saving type of One-Stop Service provides 
a single source of supply, a single accounting, a single responsi- 
bility . . . eliminates costly confusion and duplication of effort. 
For quick, sure One-Stop Service, write or phone— 


[le 
JAM HANDY 


DAYTON 2 DETROIT 1} PITTSBURGH 22 


CHICAGO 1 


LOS ANGELES ? 
230 North Michigan Ave, ” 


7046 Hollywood 8!vu. 


1775 Broadway 1730 H. Street, N. W. 310 Talbott Bidg. © 2821 €. Grand Bivd. 930-932 Penn Ave. 
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’ PRE-SELL NEW YORK HOUSEWIVES 
BEFORE THEY GO TO MARKET 
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Retail Food Linage, 

First Nine Months 1951 
Source: Metis BR 

292,560 


231,770 230,425 
102,734 


30,941 
6,929 


° 3rd Eve. Ist Morn. 2nd Morn. 3rd Morn. 4th Morn. 
Americon Paver Poper Poper Paper Poper Poper 


Sell your brand name through the Journal-American 
. » » New York’s outstanding food shopping guide 


HE “Please Serve Yourself” method of mer- During the first nine months of 1951... as 

chandising ... and the increasingly intense in the past eight years ... these food retailers 
ompetition for display space in retail outlets placed more linage in the Journal-American 
. make it necessary for you to pre-sell your than in the two other evening newspapers 
‘oducts and brand name. combined; more than in all four morning 

In New York the best place to pre-sell is in newspapers combined. 

e Journal-American ... where housewives Do as they do! Put your products on the 
iow that week after week they will find the shopping lists of more than 700,000 New York 
rgest selection of food items advertised by families. Pre-sell for profit with the home-going 
e largest number of food retailers. Journal-American! 
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More 
Brilliant 


Reflection 


Radiant 
"'Screen- 


Clearer, Sharper, 
Brighter Pictures 


because of Radiants 


RADIAN 


Projection Screens: 


OSS SO Qaeee~47 


million mirror 


screen 


Radiant’s exclusive process gives 
you millions of efficient mirrors 
that reflect light powerfully in- 
stead of absorbing it. As a result 
—your pictures fairly leap from 
the screen with startling realism, 
added brilliance, new clarity and 
depth. 

A Radiant Screen means a more 
effective, a more deeply impres- 
sive showing always. There’s a 
Radiant Screen for every need. 


Send for FREE Sample 


Ask your dealer for 
demonstration. 
Send coupon for 
free sample of Radi- 
ant “‘Million Mir- 
ror’’ screen fabric. 


T 


Radiant Mfg. Corp., | 283 S. Talman, Chicago 8, Ill. 


Send me free sample of Radiant “Million Mirror’’ 


Fabric—and brochure on Radiant line. 
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CORRESPONDENCE 


The ABC's of Effective 
Sales Letters 


Perhaps the stiffest of all tests of superior letter-writing 
ability comes when you must dictate a message that embodies 
refusal. Here are some practical suggestions for handling the 
“no” letter with tact and finesse. The final article in a group 
of six. 

By Charles Bury, Correspondence Consultant 


DEMONSTRATIONS 


Glidden's Brass Hats 


Demonstrate at Retail 


It was no surprise to retail salespeople in 1,500 Glidden paint 
outlets when company executives walked behind their counters 
and spent the day staging Spred Satin demonstrations for all 
comers. Even the union joined this year’s crew. 


INTRODUCTORY SALES CAMPAIGNS 


Can Tests in Four Markets Tell 
How All Major Markets Will Buy? 


Lever’s Pepsodent Division believes “Operation Miracle” for 
new Chlorodent toothpaste, in 15 “cross-sections of the U.S.,” 
insures success of its multi-million-dollar campaign to turn 
dentifrice Big Three into Big Four. 

By Lawrence M. Hughes 


MARKET ANALYSIS 


Rank in Population, Retail Sales, income 
All Cities with Sales $20 Million and Over 


For 844 U.S.A. cities and 46 in Canada, here are guides to 
scientific selection and rating by 10 groups of criteria. They 
are arranged by population classes, states, provinces. 
Table I: The Top 844 Sales Cities, Volume and Rank 


lable Il: Cities with Six or More Superior Points 


Table III: State Rankings, All Cities $10 Million and Over 
in Retail Sales 
Canada: Rankings of Cities with Over $20 Million of Retail 


Sales by Population Size Groups 


SALES MANAGE “VEh 


MERCHANDISING 


Showmanship Fires Dealer 


Interest in Cottage Cheese 


Route salesmen in top hats and tails . .. and the appointment 
of 2,500 honorary dealer ‘“‘vicexpresidents” set tongues a-wag 
on the Coast... and Tuttle Cheese Co. sales begin to climb. 


SALES CAMPAIGNS 


Cutter's Grass-Roots Approach 
To the Farm and Ranch Market 


The products: animal biologics. Heavy farm paper advertis- 

ing co-ordinates with intensive direct mail activity to keep the 

: F Cutter name alive in the prospect’s mind. Good merchandising 
; and good personal selling are the follow-through. 

Based on an interview with Guy A. Railsback, D.V.M., 

Manager, Veterinary Sales, Cutter Laboratories. 


SALES PROMOTION 


E How Thor Built Sales Idea 
On the High Cost of Eating 


You remember the picture last spring: Housewives were wor- 
ried about rising food prices, and major appliances were 
plentiful with buyers coy. Then Bob Wilson shot the works. 
RA Result: Thor sales exceeded industry average by 36%. 

: Based on an interview with M. R. (Bob) Wilson, General 
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tion at the dealer level to improve both the attitudes and the 
product knowledge of carpet salespeople. Results are good 
enough to justify a continuing program. 


i 

# Semee eemages, Tee Cate. on cicwcc ose csvcciwecseacvwecees 
: SALES TRAINING 

; What the Carpet Folks Are Doing 

j About Sloppy Selling at Retail 

#s 

4 Carpet Institute has been engaging in some mass sales educa- 
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TESTING? 
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HERE ARE 
3 PRIME 
TEST MARKETS 


NOTHING ELSE- 


IS ADEQUATE 


ANYTHING ELSE- 
IS UNNECESSARY 


In these “SEPARATE SECONDARY" 
markets, outside papers have no in- 
fluence. To cover these markets — use 
the home-town papers . . . they get 
results! 


FORT SMITH 


ARKANSAS 

There are nearly a HALF - MILLION 
people in the Fort Smith market com- 
posed of 10 Western Arkansas coun- 
ties and 4 East-Central eg 
counties. Circulation from the “ - 
SIDE is nil — our papers, publis 
morning, evening and Sunday, or 
from the inside and penetrate the 


entire area. 35048 ABC 


southwest American 
FORT SMITH TIMES RECORD 


Southwest Gimes Record 
oe ee 
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low-cost markets 
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—on ONE Order— SSS) il 
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that can be bought 
ONE Billing. 


BARTLESVILLE 


OKLAHOMA ; 

‘lle Trading Zone 's 

The Bartlesville tly 200,000 
family buying 
st of all Okla- 


composed of ne 
people. Effective 
income is greate 


homa secondary markets. 
8809 ABC 
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OKMULGEE 


OKLAHOM A 
The Okmulgee Trade Area is com- 


oe . over 250,000 People 
ustry, oil and agricult 
a te, ure go to make 
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SOUTHWESTERN PUBLISHING CO. 
Don W. Reynolds, Pres. 
Represented Nationally by 


ARKANSAS DAILIES 
SOUTHWEST DAILIES 
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‘Curler ‘Turns Out 
: Professional Hairdo | 
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That was the headline on the 


story as it appeared in the 
Women’s Pages of The Free 
Press Oct. 12. 


Grace Barber, Free Press Beauty 
Writer, described this particular 
curler-gadget for our readers, and 
put our phone number at the end 
of the story. 


By the day’s end, nine hundred 
seventy-six Detroit women called 7 
The Free Press Women’s Service 
Bureau for further information on 
Miss Barber’s find. 


*“What’s that to me” you say? 


Just this . . . here’s about as 
i concrete a picture as we can draw 
( Ae in this space on what happens to 
sales messages in The Free Press. 


(a) They are read by a loyal, responsive audience 
in 450,000 Free Press homes. 


(b) Response is IMMEDIATE, satisfactory, fre- 


quently overwhelming. 


If advertising is bought for results 
(which is elementary) then The 
Free Press is the newspaper to 
carry your sales messages to De- 
troit. MORE RESULTS TO 


YOU we say, when you use 


Che Detroit Free Press 


JOHN S. KNIGHT, PUBLISHER 
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S.S. Pierce became a Boston tradition 


seven large stores throughout Greater Boston, and its annual 
volume in excess of $30,000,000! 


In every such business success story, it’s the local touch that counts. 

Alert sales executives know this fact, count on complete, reliable 
| local market data to sell nationally advertised goods in local outlets. 
| That's where your Hearst Advertising Service man enters the pic- 
ture. He has the facts—even down to the neighborhood block—that 
you need to know to sell the ten major markets with more than half 
the country’s buying power. By calling him today, you'll ring up 


more profits in your local markets tomorrow! WELL-STOCKED, WELL-DISPLAYED 
counters show some of S.S. Pierce’s extensive 
line of goods...over 4,000 items in the 
grocery department . .. 35,000 items in the 


HEARST SALES OPERATING CONTROLS — perfumery and drug department. 


We've paced off half-a-million city blocks in 9 great 
markets to analyze 445,456 stores and 3,037 shopping 
centers and streets. Result: a down-to-pavement guide for 
sales executives who require the local sales approach to 
40 million people who spend $20 billion annually. Al- 
ready charted: Baltimore, Boston, Chicago, Detroit, Los 
Angeles, New York, Pittsburgh, San Francisco, Seattle. 


. 


Offices in Principal Cities representing 
New York Journal-American Albany Times Union Los Angeles Examiner 


Baltimore News-Post American San Francisco Examiner Chicago Herald-American GIFT BASKETS AND LIQUOR add gE 
stantially to store’s volume. S.S. 


Pittsburgh Sun-Telegraph Detroit Times Seattle Post-Intelligencer B sl ' ads 'ene oF bw p Foal 
Boston Record-American Advertiser land’s largest wholesalers of groceries, per- 
fumeries and liquor. n 


Copyright 1951 by Hearst Consolidated Publications, Inc., Hearst Advertising Service Division. All rights reserved. 


SHOE BOX LUNCH: PENNSY-STYLE 


The days of the shoe-box-lunch for long train trips 
are gone. The dining car really came into its own during 
the war, with lines of people 200-strong waiting to pay 
for the privilege of sitting at a Pullman table. Things 
never got back to normal after the war. The lines are 
still there, not as long . . . but there. And many a foot- 
sore traveler, who’s stood from Newark to Philadelphia 
to make the diner, has yearned for the family shoe box. 
The Pennsylvania Railroad decided to do something 
about the situation. 


After months of planning and speculating, the railroad 
installed the first automatic, coin-operated machine to 
dispense food to its coach passengers who either refused 
to stand in line for the diner or who felt their pocketbooks 
weren't up to diner standards. The machine, on a NY- 
DC train, was installed on a 30-day trial, about Septem- 
ber 15. And on October 15 the railroad reviewed the 
history of those 30 days of serve-yourself operations. 
Results, sales-wise, weren’t enough to justify installation 
of the machines on a wholesale scale. But they were good 
enough to extend the trial period, and if the idea catches 
on, plans are to install more. machines, on more trains. 


To date only one machine has been used. And it 
brought attendant problems which the Pennsy feels it 


LET "EM EAT CAKE... 


The Pennsy installed this self-serve machine on one of its cars. 


or sandwiches . . . or doughnuts. 


has licked. For instance: Signs had to be placed in «oaches 
other than the one in which the machine was located. 
to let people know there was such a service. And the 
bigger problem of servicing the machines had to be 
worked out. Now, at regular stops, employes of a sub- 
sidiary Pennsy company board the train and fill up the 
machine. Each day the menu is varied, though selection 
is naturally limited. At the moment a passenger may take 
his pick of roast beef, ham or cheese sandwiches, dough. 
nuts, fruit drink, Danish-type pastry, chocolate cake, ice 
cream, milk, chocolate drink, coffee and assorted candy 
bars. For 90 cents the customer can get a sandwich, hot 
drink ahd dessert, Not exactly cheap, but still easier on 
the wallet than a dining car meal. 


Of course the train which boasts the machine carries, 
as usual, a dining car. The two operations won't, the 
Pennsy feels, compete with each other. But everything 
has been done to make the snack lunches as appealing 
as possible. Sandwiches and pastries are wrapped in waxed 
paper and have a little paper plate as part of the package. 
The coffee is hot; the cold drinks are cold. 


And in the short period of operation the Pennsy hasJ 


found that the No. 1 question it asked itself before in- 
stalling- the machine has been answered, and _ in the 
affirmative: People who refused to walk 10 cars to the 
diner and wait in line wi// walk three. 


JERRY SHOWS 'EM HOW 


Seven-year-old Jerry Brittain doesn’t know a sales con- 
tract from an electronic computer—but Jerry does know 
that to sell ’em you’ve got to tell ’em—and the ‘em’ 
have to be the right people. 


And thereby hangs a tale to make a sales manager sit 
up and take notice. 


The story starts back in 1946, when Mr. and Mss 
Floyd R. Stamp, Akron, O., developed and patented 3 
frezen sucker mold for home use. Made of plasticized 


rubber, the mold had only to be filled with chocolate orf 


sweetened milk, fruit juices, soft drinks, or beverage pow- 
der mixtures and placed in the freezing compartment ot 
a home refrigerator to produce frozen suckers that would 
pop right out—complete with wooden handles. 


Two years of trying to market the mold through :tores 
were two years of fruitless labor. So the Stamps de -ided 
to ask P. W. Brittain of The Brittain Products C: ., a0 
Akron sales organization, to give them some help. 


They gave Brittain exclusive sales right to their ir ven- 
tion—all of their problems, too. Chiefly, these were: nly 
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Out of Hiding 
Persistence Pays 
Blanket Coverage 


Groucho Sent Me 


industrial revolution by urging adoption of roller bearings 
for freight cars. Prepared by BBDO Cleveland for The 
Timken Roller Bearing Company, copy combines interest 
for the public with hard sel! to railroads. Readership reports, 
letters, comments and orders show it reaches both targets. 


This advertising for North Star blankets —with its 
sto\-telling pictures and human-interest copy — has a par- 
tic ar appeal for the about-to-be-married. (Repeated surveys 
sh. that fleecy, cloud-light North Star is the bride’s favorite.) 
Bu since more than half of all blankets are bought as gifts, 
ratifying to report that the series is making a big hit 
w: fond friends and relatives, too. 


o 
fo) 
in this national campaign which undertakes to spark an. 


@ Back in 1943, Community Silverplate started a 
new advertising campaign directed to the bride-age girl and 
featuring her favorite illustrator. There have been some 
small changes introduced from time to time, but the basic 
plan has never varied. This persistence has been well re- 
warded. Community has today become not only the 
bride’s favorite, but America’s best-selling silverplate. 


@ After his weekly rounds of questions, quips and ad libs, 
funnyman Marx closes ““The Groucho Marx Show— You Bet 
Your Life’’ (Wednesdays, NBC Radio; Thursdays, NBC-TV) 
with, ‘Friends, go into your DeSoto-Plymouth dealer’s 
tomorrow, and when you do, tell ’°em Groucho sent you.” 


The phrase has caught on. Dealers report more and more 
motorists hail them with, ‘‘Groucho sent me!” 


BATTEN, BARTON, 


YEMBER 10, 


1951 


DURSTINE & OSBORN, 


NEW YORK * BOSTON * BUFFALO * CHICAGO * CLEVELAND * PITTSBURGH * MINNEAPOLIS * SAN FRANCISCO * HOLLYWOOD * LOS ANGELES * DETHOIT 


INC. Advertising 


mild interest among retailers and a nagging manufactur- 
ing cost problem that made a reasonable price for the 
mold almost impossible. 


In two years, progress could be measured with a 
micrometer. So the Stamps decided they wanted out. They 
sold their patent, all master molds and all headaches to 
Brittain. He bought them because he believed the frozen 
sucker mold was a comer. And when he had time he 
would figure out how to make it pay off. 


His figuring resulted, first, in lining up a dependable 
source of supply to produce the molds at a substantially 
lower cost. Armed with a price story which showed re- 
tailers how they could make a profit, Brittain enjoyed 
some success selling to chain and variety stores. But it 
took hours of salesmanship to try to convince them that 
kids would buy the mold—and more of them remained 
unconvinced than convinced. 


While Brittain was beating the bushes with only medi- 
ocre success, his seven-year old son, Jerry, was doing a 
land-office business right in his own neighborhood. Jerry’s 
method: To walk around with a frozen sucker in his 
hand until he met a neighbor’s child. Then the conversa- 
tion went something like this: 


Child: “Where d’ja get the frozen sucker?” 
Jerry: “I made it.” 


Child: ““Yeah!—I’ll betcha bought it!” 


10 


Jerry: C’mon to my house and I'll show you.” 


The demonstration took less than a minute—and sent 
the neighbor’s child rushing home to badger his mother 
for 39 cents “‘to buy one of Jerry’s frozen sucker mo! ds,” 


Jerry’s method was so successful that he often sold 
more molds in a week than his father did. His father fol- 
lowed more orthodox sales avenues. But not for long— 
because Brittain soon realized what Jerry knew ins‘tinc- 
tively: To sell em, you’ve got to tell *em—and the “’em” 
have to be the right people—kids! 


However, Brittain couldn’t go around with a frozen 
sucker in his mouth, playing Pied Piper to the world’s 
kids. To achieve the same results, he turned to the dairy 
field, and sold dairymen the idea of offering his mold to 
children as a premium with the purchase of chocolate 
drink, orange juice. 


The result has been little short of sensational. Since 
July, 1951, Brittain has sold almost a million molds— 
with more and more dairies, orange juice firms, and 
flavor manufacturers clamoring to get on the band wagon. 
And he has plans to branch out into other food fields 
where youngsters are the important buyers. Heavy adver- 
tising by the dairies, beamed directly at children, is doing 
what Jerry showed his Dad had to be done: To sell ’em, 


you've got to tell ’em. 


Meanwhile, young Jerry is looking around for more 
worlds to conquer. 


the friendly, capable United agent 
listed in your Classified Directory or 
wire or write United Van Moving 
Headquarters, St. Louis 17, Mo. 


a 
United van LINES, .. 


Moving With Care Everywhere . . . Over 400 Agents in U.S. and Canada 


It’s the Man on the 
Van Who Counts 


When you turn over a moving job to 
a United Van Lines agent, you know 
he will Pre-Plan your move to elimi- 
nate troublesome details. But after 
the planning, it’s the Follow-Thru 
which counts. And that’s exactly what 
United man on the van does! 


It’s a great relief for busy executives 
to know their moves are in good 
“hands” as well as in our clean, 

Sanitized vans. When in need, call 


_———_— ee ee ee ee oe oe oe 


United Van Lines, Inc. | 

St. Louis 17, Mo. | 
Helpful ® | **- 

P | Without obligation, please send you | 

Book, Free! | 20-page Picture Book, ‘“‘Moving with Care | 

Everywhere”’... with helpful moving ideas. | 

NAME | 

| FIRM | 

ADDRESS ! 

| CITY STATE___ | 
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and New Sales Jobs 

0a, Promotion of four top executives, in 

elds four cities, has been announced by 

Pe Heppenstall Co.: John P. Roche, v-p 

Ing and general sales manager, has been 

a. promoted to executive v-p; Harry O. 
Lang, v-p of Heppenstall Co., De- 
troit, a subsidiary company, will 

me succeed Roche; Raymond T. Porter, 
eastern sales manager, will take over 
Lang’s duties, and George H. 

“ Wurster has been named eastern sales 
manager Martin L. Scher has 
been named national s.m. for The 

* Emerson Radio and Phonograph 
Corp. . . . New director of sales and 


advertising for Nion Corp. is Walter 
W. Ross .. . Renshaw Smith, Jr., has 


. Age, in itself is no virtue. What 


y counts in shareholder relations is 


progress made over the years in 
jing the cwners into more direct 
act with the company and in keep- 
nem fully informed of the problems 
@ company in which they have in- 
Paul W. Johnston, 
lent, Erie Railroad Co., speaking. 
ccepted the Gold Oscar, presented 
‘inancial World, for the best 1950 
2! report, 


-d their savings.” 
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People and their Ideas 


been appointed v-p in charge of trade 
sales for Vita-Var Corp. . . . Cham- 
pion Spark Plug Co. has elected O. C. 
Leighty sales manager . . . George 
Harris has been named as an assistant 
national sales manager of Philip 
Morris & Co., Ltd., Inc. ... K. E. 
(Jack) Gugger is the new general 
sm. for Burlington Brewing Co. 
(Van Merritt Beer) . . . Stanley G. 
Fisher has been named to direct 
sales of Electric Housewares Divi- 
sion, Landers, Frary & Clark... 
N. H. Arnold has been elected sales 
manager of Standard Railway Equip- 
ment Manufacturing Co. 


U. S. TIME'S CHURCH 


.. and other executive appointments 


A woman has walked off with the 
advertising manager’s post at The 
United States Time Corp. She’s Mary 
Ellen Church . . . Donald E. Hess, v-p 
in charge of merchandise, Wilson 
Brothers, has been transferred to the 
Chicago office, will assume the addi- 
tional duties of advertising manager 
. . . Harold W. Morris has been elect- 
ed v-p of Schenley Distillers, Inc... . 
Thomas K. Taylor has been promoted 
to v-p, Trans World Airlines, Inc. 
. . . William K. Whiteford has been 
made a director and executive v-p for 
Gulf Oil Corp. . .. Don V. Petrone 
is the new executive v-p and John E. 
York is the new sales manager for 
Typhoon Air Conditioning Co., Inc. 
... New advertising director of Pabst 
Brewing Co. is Richard H. Hehman 
... A.M. Bruninga has been appointed 
manager of the Advertising and Sales 
Promotion Department, American 
Central Division, Avco. 


More Horses 


Industrial advertising can play a vi- 
tally important role today in helping 
to boost America’s industrial produc- 


BURLINGTON'S GUGGER 


tivity, believes G-E’s J. S. Smith 
(manager of advertising and sales 
promotion for the company’s Appara- 
tus Sales Division). Said he, at a 
meeting of National Industrial 
Advertisers Association, Rochester: 
“Every American worker has seven 
and one-half electric horsepower to 
help him—more than seven times as 
much as his Russian counterpart.” 
But, he asked, “Why must we be 
content with seven horsepower? Why 
not make it 10—20—100?” 


Blueprint 


“Your sales territories should be set 
up on a measurable basis—through 
the development of buying power in- 
dices, outlets, number of accounts, or 
some statistical measure. Or you may 
actually compute your work load on 
the basis of number of accounts of 
varying size and the number of calls 
required by each size classification and 
then compute how much one man can 
handle, leaving some margin for pros- 
pect calls.’ From an address by 
Robert F. Dick, Illinois Tool Works, 
at the Eighth Annual Conference of 
Sales Managers, sponsored by The 
Ohio State University. 


Tour of Inspection 


Cincinnati’s Chamber of Commerce 
recently staged its second annual 
“Business-Industry-Education Day.” 
It invited local educators to watch 
the construction of a modern com- 
mercial truck-trailer at the shops of 
Trailmobile, Inc. The company 
played host at lunch, led a seminar 
on such topics as “Where the Money 
Goes,” “Trends in Transportation,” 
etc. The event was part of a plan- 
for-the-day, with 80 Greater Cincin- 
nati companies playing host to more 
than 1,600 educators. Joseph O. 
Young, Trailmobile’s branch sales 
manager helped plan the event. 
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DEPENDABLE 


Church & Dwight Cookbook 
CONSUMER RECIPE BOOK 


ome 


Teach a Boy 7 : to Shoot 


Champion Spark Plug ee Surg USE THE BEST- Wi 4 
SELLING AIDS FOR STORE AND STATION x ? 
& ‘oe \ HCSOUI MMUNITION 


(A-BOARD POSTERS, WINDOW POSTERS, 
MOUNTED CARDS, AND EASEL CARDS) 
Western 
INSIDE STORE AND WINDOW DISPLAY 


Wincheste: 
SALES CATALOGUE AND MAGAZINE INSERTS 


John Hancock Booklets 


++» from the Facts from Forbes Po _ HEALTH BOOKLETS 


Leave it to Forbes to score a hit! Whether you're 
reaching your customers and prospects through 24- 
sheet posters or booklets, point-of-purchase displays or 
recipe books, calendars or inserts, you can depend on 
Forbes’ long record of performance-proved experience. 

No other source of printed merchandising offers such 
assurance of matching printing processes to varying 
requirements. 

Only Forbes gives you lithography, letterpress, roto- 
gravure, and die-stamping . . . all under one roof and 
one-management control. You also benefit from Forbes’ 
continuing studies of printed merchandising effective- 
ness. Ask the Man from Forbes for the Facts from Forbes. 


CHRISTMAS SEAL SALE BEGINS NOVEMBER 19th 
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FORBES 


LITHOGRAPH CO., BOSTON LOWES Merchandssing linac 


BREW YORK - CHICAGO - CLEVELAND - ROCHESTER, B. ¥. 
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NEWS YOU CAN USE 


The fact that “U. S. News & World Report” 
devotes itself entirely to “news you can use” 


pretty well defines its class market. The 

only persons who can really use the news are people 
of responsibility ... men and women of means 
(average income over $13,000), of decision (four out 
of five in business and industry), who read this 
news at home (80% home readership). 


lass News Magazine 


> “U.S. News & World Report” is not a 
4 review, nor a condensation of what has 

happened, but original news of consequence 
to the business, life, and income of 
important people. Perfect climate for sales 
messages to the decision makers in every 
level of American industry—manufacturing, 
construction, transportation and 
communications, public utilities, finance, © 
wholesale and retail trade, industrial 
services, government and the 


professions. 
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Lirst nits field tn 199 
Ul * S. News IN tar ites GROWTH 
cSaZzImMe ¢ World Report First nits field in TIM 


IN PERCENTAGE ADVERTISING GROWTH 
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{ CAPEX PREFAB 


| EXHIBITS LOWER 
| CONVENTION COSTS 


No. 204 ‘'The Claridge"’ 
10 ft. wide, only $235.00. 
Includes: logo; selling copy; color choice. 


You can be “last in, first out” with a 
Capex Prefab Exhibit. Goes up in 
20-60 minutes; light weight permits 
air expressing for a fraction of freight 
costs on “dead-weight” exhibits; can 
be re-used 6 to 12 times; crates can 
be stored in booth—no waiting for 
disassembly. 


Write today for FREE 
portfolio of sketches. 


PREFAB 


CAPEX COMPANY, INC. 
621 South Bivd. . Evanston, Illinois ) 
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In St. Petersburg, Florida 


1 Will Get You 


Almost anything you want! 


It's SO TRUE! No outside 
newspaper has 500 daily 
average in this, Florida's 
fastest growing market. 


It's SO TRUE! Each month 
means a NEW RECORD in 
circulation for the 


St. Petersburg TIMES. 
It's so TRUE! Readers READ 


and Business People 
ADVERTISE in the TIMES 
to the point where, for the 
Ist 8 months of 1951, 

we are 12th in the U.S. 
among the FIRST 50 a.m. 
papers in RETAIL. 

(Media Records-Sept. 51) 


ST. PETERSBURG—FLORIDA 


aly TIMES sunoay 


Represented by 


Theis & Simpson Co. Inc. 
New York Detroit Chicago Atlanta 
V. J. Obenaver, Jr. in Jacksonville, Florida 
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EXHIBITS |) 


LLL PELL a, 


A steady correspondent says it’s 
a toss-up whether to be old and bent 
or young and broke. 

* 

Sign on a honeymoon-car: “Till 

Draft Do Us Part!” 
* 

Ike Cibula says the bird with the 
largest bill is not the pelican but the 
stork. He further divides the two- 
party political system into the ap- 
pointed and the disappointed. 

. 

Epitaph for a dentist: ‘Filling 
His Last Cavity.” 

me 


I didn’t make a million this year. 


Well, I’d have had to kick back 
$858,548 of it anyhow. 
eo 
A few writers still talk about 


“kicking over the traces.” That an- 
alogy should have gone out with the 
whip-socket. 

7 


Things sometimes change for the 
better. Western Union now gives you 
15 words instead of 10 to start with 
in a straight telegram, 50 words in- 
stead of 25 to start with in a night- 
letter. 


To a careless driver, a telegraph- 
pole becomes a magnetic pole. 


HEADLINE PARADE 

The one for the road.—Lee Tires. 

Cupid ain’t stupid! — Merry Hill 
Lodge. 

Rita Files for Divorce, Asks No 
Aly Money.—The Philadelphia In- 
quirer. 

- 


Borden’s chemical division is out 
with a new polyvinyl-resin household 
glue, Elmer’s Glue-All. Replaces 
Cascorez, curtailed through materials 
shortages. 


BY T. HARRY THOMPSON 


As a source of Vitamin C, there's 
more to grapefruit than meets the 
eye. 


A Miami swimming-pool is a good 
place to soak the rich. 


The least palatable of jams is the 
trafhic-jam. 


A sign-painter’s gold leaf, I pre- 
sume, is gilt-by-association. 


Cigarette competition seems to 
have settled down to the call of the 
mild. 


A gabby barber is one who re- 
fuses to strop, look, and listen. 


A booster makes more friends than 
a boaster. 


I like that definition of feminine 
conversation: Who, what, when, and 
wear. 


Tessie O’Paque thinks a 
racer’ is a grouch. 


“sulky 


Eliminating the studio audience 
from radio and TV shows woul 
come under the head of stopping the 
claque. 


Qn 


WinesAp: A guy who takes cne 
too many. 


Congressmen should make geod 
pets, being House-broken. 


No, Myrtle; a zoo-keeper is.\t 
necessarily a panda-handler. 
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THE QUESTION IS: 


publications do your 


sros'Lisrs 58 


NOT 4 FARM PUBLICATIONS 


Which of All farm 


dealers’ 


customers pre er? 


ch asks: ‘Which of these (four) 
magazines do you like best?” ignores the other 
54 farm publications listed by Standard Rate 
& Data Service. Obviously, the way in whic 
the question was framed tells you nothing that 
will help you select for your advertising the 
ublications farmers prefer. Chances are. none 
of the four was his favorite publication. 
The only fair question is the wide opea 
question: ‘which of all farm publications do you 


prefer?” 

4,617 Midwest 
name the one farm pu 
if they could have only one. 


A survey whi 


farm families were asked to 


blication they would take 
Let’s look at the 


record: 
42.2% (1950 families) chose. - - _Midwest Unit Papers 
12.5% (| 575 families) chose. ----- Farm Magazine - % 
11.7% (| 541 families) chose. ----- Farm Magazine " B" 
8.7% | 402 families) chose. ----- Farm Magazine |" 
Farm Magazine i 


4.3% | 199 families) chose. .---- 


sunt Fanta 
Tome tune & Pe 


Refer to th 
. e stote-by-st . P 
certified by the avait ate circulation b 
dit B on breakdown 
RATE AND DATA SERVICE. of Circulation...in x SE 5 Sete whose figure 
N section of STAN see 
DARD 


LOCALIZED MIDWEST FARM PAPERS 
ARE 3-TO-1 CHOICE OVER 
ANY “NATIONAL”! 


a nearly half of the Midwest farm 
pei surveyed prefer their local farm 
— , your advertising will get more 
is a sell more—in Midwest 
pie rm Papers. Buy the Unit. One 
. r, one plate, one bill and a 
antial saving in rates. - 


MIDWEST A A’ UNIT 


NEBRASKA FA 
RMER 
o PRAIRIE FARMER « THE FARMER « WALLACE 
S’ FARMER & IOW. 
a 


HOMESTEAD 
© WISCONSIN AGRICULTURIST AND FARMER 


MIDWEST OFFICE: 
S$ AT: 250 
Center Bidg., Detroit; iene eine ton tes York; 59 E. Madison $t., Chi 
” ancisco; 1324 Wilsh o) cago; 3842 New 
? ire Blvd. " Los An 
. geles. 
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In the Gay ’Nineties, a gal used 
a hatpin to keep the wolves at bay, 
In automotive circles, this is known 


as Body & Fender work. 


That copper strike last Summer, 
it just occurs, was doubtless settled 
on an ore-else basis. 


You can’t tell a saint from a sin. 
ner by watching to see whether he 
orders angel cake or deviled crab. 


Pup TENT: A small doghouse. 


Ow. sus: The one with 
screeching brakes. 


seri . 
(yap S77) 297 | 
shite | AIR FREIGHT | and ee SHAMROCK: An imitation  dia- 


mond. 
travers FIRST-CLASS 365 DAYS OF THE YEAR | ‘ 


Passengers, mail or express never take precedence over your freight when you | Memory Lane: The time, circa 
that’s why your | 1922, when the account-exec came 
shipments aren't off-loaded...that’s why they arrive on schedule. into the copy-department to say he 
had just learned that the girls at 
— a Wellesley had a custom of serving 
Whitman’s Instantaneous Chocolate 
? in their dorms at nine o’clock each 
Compare these representative, low eastbound rates...ask how they apply to evening, and he thought we could 
your products. In many cases Flying Tiger rates are lower than rail express. — something of it with a bro- 
chure. 
ramen I offered a title: “Nine O’Clock 
rates from Chicago Detroit Cleveland | Philadelphia | New York- Boston and All’s Wellesley.” The boss, the 
West Coast to... late “‘irascible’ F. Wallis Arm- 
strong, as Fortune once called him, 
said: “I know who wrote that!’”’ But 
he didn’t boo on it in his usual man- 
Air Express 55.00 64.60 67.80 77.40 77.40 77.40 ner. Only catch was, later informa- 
tion gave Vassar and not Wellesley 
Air Parcel Post 72.03 80.00 80.00 80.00 80.00 80.00 | as the scene of the hot-chocolate 


ritual! 


Industries everywhere are expanding their distribution sales and service with 
fast economical Flying Tiger Air Freight. Keep up with your air-freight- 
° ° ° ‘“ . : e 
minded competition—ship Flying Tiger Air Freight. You can “go worry-free on Kel 
lys,” a headline tells me. But sup- 
1. Little or no crating. 6..Lower inventories. | pose you're worrying about something 
2. Lowest record for loss 7. Faster turnover of capital. | besides tires? 
and damage. 8. Overnight service on 
3. Lower insurance cost. products and parts 
4. Highest insurance across the nation. | “Process Patented July 30, 1907,” 
protection. 9. No terminal tie-ups. ines a tee it Ghee ts a ee 
5. Reduced warehousing. 10. Door-to-door delivery. m% Wouldn’ - ap “" e a 
Get your copy of the new ad. Yvoulan 2 the patent have 
booklet “Industry Ships ; | pired in 1924? I always understood 
Air Freight” —just call your . eS i JP 7 patents ran out after 17 years. 
nearest representative or write to... tains oh les & © 


- 
GENERAL OFFICES P ; 
itute 
FLYING TIGER... LOCKHEED AIR TERMINAL | gs oe ; aoe Instit! j 
a better way of shipping BURBANK, CALIFORNIA took a page in Pathfin er to remin 
a better way of buying, ila aia readers how many medicines derive 
a better way of selling, Agents in principal cities from animal sources. Pretty impres- 


anywhere, any time, anything throughout the world. sive list, too. 


Wonder if a “loyalty-check” ever 
bounces? 


SALES MANAGEMENT 


Summary of Daytime ‘‘WINS”’ 


12:00- 6:00 
WKY WINS 
Al out of 52 8:00- 1:00 


circa Daytime Rated Periods 


Be Hooper Report 1:00- 6:00 

y ne & Dec. 1950 thru April, 1951 

S at 

rving : 

olate 

each § WKY captures 41 of the total 52 Daytime 


‘ould *Tie for one quarter- 


hour Rated Periods (including Sunday) 


Summary of Evening ‘‘WINS”’ Ze My 
/ 


6:00-10:00 P.M. 
Sunday 
Monday 
Tuesday 
Wednesday 
Thursday 
Friday 
Saturday 

TOTAL 

WKY captures 40 of the total 56 Evening Rated Periods. \ 

This, plus 41 of the 52 Daytime Periods, gives WKY 81 ‘Sic. “B’ @ WKY tie on ene siete 


out of a possible 108 ‘‘Wins."' 


WKY WINS 
40 out of 56 


Evening Rated 
Periods 


olate 


Hooper Report 
Dec. 1950 thru April, 1951 
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Oklahoma's Oklahoma's 
First First 
; Radio Television 
AM 3 Station — Station 
TV 


OKLAHOMA CITY 
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CONSUMER STUDY SHOWS 
GREAT VARIATION 
IN CHIL! BUYING 


Market-to-market variations for 
chili con carne buyers show a phe- 
nomenal difference in primary de- 
mand: 


Per Cent of Families Who 


Market Buy Chili Con Carne 
St. Paul 46% 
Seattle 43% 
Omaha 39% 
Spokane 32% 
Washington, D. C. 27% 
Indianapolis 22 22% 
Milwaukee 21% 
Duluth-Superior 19% 
Columbus 11% 


From the above, St. Paul would be 
classified as a “‘top” chili market. 
In a market of this kind it is inter- 
esting to see how families who buy 
chili differ from those who do not. 


First consider the income status 
of chili buyers versus non-chili 
buyers: 


Annual Income Buyers Non-Buyers 
Under $3,000 44% 56% 
$3,000 - $3,999 46% 54% 
$4,000 - $5,999 49% 51% 
$6,000 and over 42% 58% 


Here we see a steady climb for 
buyers as income increases until 
the top bracket is reached where 
buying drops sharply. 


How age affects buying habits is 
also important: 


Age of Housewives Buyers Non-Buyers 
40 and under 49% 51% 
41 to 50 49% 51% 
Over 50 39% 61% 


Housewives under and over 50 
years of age are characteristically 
different in their buying habits for 
this particular product. 


As a guide for more effective sales 
promotional effort in the St. Paul 
Market, we can in many cases sup- 
ply specific market data for your 
product. 


Obtain current data on the prod- 
ucts in which you are interested. 
Please specify the classification (s) 
and write Consumer Analysis, Dept. 
11-G, St. Paul Dispatch-Pioneer 
Press, St. Paul 1, Minnesota—the 
Northwest’s Morning, Evening and 
Sunday newspaper with the market 
tailored circulation. 


WASHINGTON 
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They Are Not "Secret," 
But Try to Get These Data 


All over government, officials may 
now stamp the words, “Secret” or 
‘Top Secret” on stuff the disclosure 
of which, they think, or pretend to 
think, would hurt Defense—and re- 
porters and editors are mad. Isn’t it, 
they ask, just a shade too easy to hide 
discriminations , mistakes, grandiose 
plans behind those dangerous words? 

Evidently, there’s a myth that what 
isn’t marked “secret” is public. Yet, 
even to those whose daily occupation 
is to find out what’s going on, gov- 
ernment is a vast unknown with only 
occasional peepholes—the published 
regulations, releases, scraps of confi- 
dence by friendly officials, revelations 
in Congress. 

A revenue agent is scanning the 
returns, let’s say, of a furnishings and 
automobile salesman. He has a rule 
on what percentage of income he 
should in each case take for granted 
for gifts and entertainment, and his 
allowances vary by line. The rule 
tells him which return to look at a 
second time. If it were made public, 
people would claim deductions right 
up to the dividing line. Again, there’s 
a regulation used throughout the Bu- 
reau of Internal Revenue on how big 
a mistake must be to justify a dun. 
It’s kept quiet for the same reason. 

In government, there’s every kind 
of secret, never so labeled but simply 
not told; things reporters rarely ask 
about and the disclosure of which, 
when they do ask, is resisted. 

Releases, which OPS puts out to 
describe the meetings of its industry 
advisory committees, are said to be 
fairly complete, but they don’t quite 
tell all. Sometimes a proposed table 
of actual ceilings is placed before a 
meeting, of course in confidence, and 
with much emphasis that it’s only 
tentative. Now and then the table 
leaks. Then, the knowing merchants 
hold back their wares as sudden sales 
booms surprise those who don’t yet 
know. Some time ago, there was such 
a run on sausages. All this is part of 
the private record. 

You can hardly expect an agency to 


publish a-blow-by-blow account of its 
progress in drafting a regulation: the 
changes in commas, the qualifications 
and dissents by each official. It would 
be too much—and who would read 
it? Yet, these events aren’t invariably 
insignificant. 

Many OPS regulations presuppose 
zone pricing systems, basing points, 
catalog lists by the leaders of an in- 
dustry—things that Supreme Court 
decisions have condemned. OPA, be- 
fore it, had issued regulations of the 
same sort, freezing restraints of trade 
and otherwise unlawful discrimina- 
tions. But there’s a difference. OPA’s 
statute let it regulate as it chose. In 
contrast, OPS must do so “within 
the framework” of antitrust laws. 


OPS vs. Trust Laws 


As regulations were being drafted, 
the Antitrust Division filed adverse 
legal opinions. The regulations, it 
asserted, did not, as the law required, 
take heed of the Sherman and Clay- 
ton Acts. For OPS to have published 
this would have been to multiply its 
troubles. A businessman, tempted to 
disobey, could remind himself that 
it’s Justice, not OPS, that enforces 
the regulations. Would the Depart- 
ment prosecute the violator of a reg- 
ulation which it considered illegal? 
Suppose the violator defended on the 
very ground outlined in its own opin- 
ion. Justice, too, hesitates to breach 
government etiquette by going to 
press. 

The existence of these opinions, but 
not the texts, was revealed only by 
virtue of the digging of Representa- 
tive Celler’s Monopoly Committees, 
which like most congressional commit- 
tees treats executive privacy lightly. 
Revelation makes it hard to enfo: 
orders. A lawyer, trained to t 
theory that government is—or shor 
be—open, could argue that his clic 
is entitled to know the agency’s ov 
doubts in prosecuting him. He wor 
convince the agency. 
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DO YUU HAVE THIS BOOK? 


This 32-page book, in full- 
color gravure, summarizes 
the striking ten-year growth 
of Atlanta for advertisers 
and advertising agencies. If 
you have not received your 
copy, there’s one waiting for 
you. Address: The Atlanta 
Journal and Constitution, At- 
anta, Georgia. Or, of course, 
the nearest Kelly-Smith office. 
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DAYS AGO... 


After 2000 weeks of work . . . on 2000 
Sundays . . . Georgians are still turning 
to the same Sunday Magazine for enter- 
tainment . . . and for news of what’s 
been happening in their state. 

And a lot has been happening in those 
39 momentous years. 

In 1912, the air hung red with dust 
over Georgia’s clay roads and furrowed 
hills. The magnolia stood tall and pro- 
tecting over the veranda, and fields of 
cotton stretched far as the eye could see. 

Today, white strings of concrete lace 
the husky hills of Habersham to the 
beautiful marshes of Glynn. A stirring, 


-eager industrial giant flexes new biceps 


Georgians preferred the same 
nday Magazine that is their favorite today! 


of prosperity and promise. In cities and 
towns across the state, new plants... 
new factories . . . new businesses... 
stand where cotton once was king. And 
a new-born cattle industry grazes the re- 
claimed hills and plains. 


Georgians today are a market of 
three-and-a-half million customers. They 
have money to spend. They’ll listen when 
you talk to them about your product. 


You can reach them best through the 
Magazine they’ve been reading for 2000 
Sundays. Today more than 79% of the 
families in the 166 sizeable communities 
in Georgia take the Atlanta Sunday 
Journal-Constitution. 


“Journal and CONSTITUTION sssx 


Circulation: 457,147 © National Representatives: Kelly-Smith Company 
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Markets Grow Fast, too 


Norfolk Metropolitan Sales Area 
Population Increases 60% Since 1940 


When you consider your markets for fall advertising the Norfolk, 
Portsmouth, Newport News Metropolitan Sales Area is a must for 
any list) WTAR, WTAR-TV, or both will bring your message to 
every home in the area. 

Population is up 60% since 1940*, making this the fastest grow- 
ing market in the top 30 of the U. S. In fact, it is now 29th in 
the Nation in population. In Norfolk-Portsmouth total retail sales 
are up,8.2%, food sales up 4.5%, furniture, household, radio sales 
up 19.29%, automotive sales up 44.2%. In Newport News, total 
sales are up 14.1%, food sales up 5.5%, furniture, household, radio 
sales up 20.0%, automotive sales up 66.1%.** 


Check any Hooper and you'll see that WTAR is the preferred 
station in Norfolk, Portsmouth, and Newport News. In fact, WTAR 
delivers more listeners per dollar than any other station or combina- 
tion. 


Ask your Petry man for availabilities to cash in on this growing 
market. 


NBC Affiliate 
5,000 watts Day & Night 


Nationally Represented by 
EDWARD PETRY & CO.., Inc. 


*'The 162 Cream Markets’—J. Walter Thomp- 
son, Co. 


**Sales Management, September |, 195! 


Again, there’s a list of companies 
allowed rapid amortization of new 
Defense plants. The Department of 
Justice publicly criticized the way 
such rights were distributed. It did 
more. In several specific cases, it re- 
served its own right to prosecute co-n- 
panies precisely for building the plants 
they had been asked to build. These 
are not identified. 

When any new law is passed mik- 
ing it criminal to do something that 
just before had been lawful, there 
are lots of violations at first. People 
know it and complain that the goy- 
ernment is sitting down on the job, 
They write to their congressmen, 
who make speeches about it. That 
was happening as the NPA started 
the Controlled Materials Plan. It was 
apparent that some companies were 
demanding too much copper or nickel. 
NPA did not prosecute. 


Air Tight Case 


In such cases, the agency is per- 
fectly aware of what’s going on, 
though it doesn’t always say so. It 
sits back for a sensible reason. The 
lawyers want a case they’re sure of 
winning; it must contain. certain 
kinds of detail and be free of extrane- 
ous detail which might confuse the 
issue. There’s usually a document 
which describes exactly what to look 
for. Obviously, the text, though it 
does not involve Security, will be 
gripped just as tightly as if tagged 
“Top Secret.” It tells violators how 
to cover their tracks. 

It was mentioned that the Bureau 
of Internal Revenue has rules for 
differentiating tax returns. Practically 
every agency that enforces anything 
has them. Congressional committees 
continually advise NPA to give more 
materials to Small Business.. There’s 
a way to do that, which politely bows 
to the congressional request and saves 
official time. For each scarce material, 
set some quantity, 25 tons, 50 tons, 
100 tons, and grant every request be- 
low the stipulated amount immedi- 
ately, not bothering to check papers. 
The amounts aren’t made public but 
sometimes get out. When that hap- 
pens demands below the dividing lines 
vanish. All are exactly at the divi'- 
ing line. 

Government buyers specify certain 
standards for the products. These are 
published. There are also secret c 
teria—secondary standards, so 
speak—for discriminating among « 
fers which seem equally to meet t!¢ 
bill. This fact is not hidden; t!e 
criteria themselves are. 

Again, the Defense agencies mi 
make special concessions to those pit 

(continued on page 160) 
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SIGNIFICANT TRENDS 


As seen by the editor of Sales Management for the period ending November 10, 1951 


THE IMPORTANCE OF SELLING 


The Sales Executive Club of Northern New Jersey 
designated the week of October 29 to November 3 as 
“Salesmen’s Week,” and Governor Driscoll issued a 
statement to the people of New Jersey in which he said, 
“A principal reason for the high standard of living that 
we enjoy is the constructive and enlightened salesmanship 
which has become part of the American way of doing 
business. 


It is even more fitting that we should recognize the 
importance of good salesmanship during a period when 

r republic is heavily engaged in protecting our free- 
doms and promoting the ideal of a peaceful world. More 
than guns and armaments are required to achieve the 
objectives to which so many have given so much. Even 
as a salesman must understand the customer’s point of 
view, so the Representatives of our republic must have 
a full understanding of the background, ideals and ob- 
jectives of the citizens of other nations, if we are to 
achieve our goal. 

On this occasion of Salesmen’s Week I am, therefore, 
delighted to join with the Sales Executives Club of 
Northern New Jersey in urging the people of our state 
to recognize and honor the salesmen and saleswomen in 
each community so that they may be inspired to continue 
their work of meeting the needs and comforts of con- 
sumers in the best traditions of American enterprise.” 


The New Jersey club is to be congratulated on its 
achievement. We hope that clubs in other states will be 
stimulated to achieve similar recognition for the profes- 
sion of selling. We think that the club president, Frank 
Pesveyc, Public Service Corporation of New Jersey, 
Newark, will be glad to tell other executives the details 
of how Salesmen’s Week was launched. 


There are some who may think that whatever good 
may be done by such recognition will be more than 
counterbalanced by the release of the film, “Death of a 
Salesman,” now completed by Columbia Pictures. Dr. 
J. S. Schiff, Supervisor, Sales Training Unit, College of 
the City of New York, has protested the release of this 
film on the ground that it will encourage disrespect for 


salesmen and contempt for their work, and will influence 
many young people against entering the field of sales- 
manship. 

if you should feel as he does, you might want to make 
a similiar protest and try to secure a foreword to the 
picture which will make clear that the central character 


is not representative of salesmen. 
'r. Schiff’s closing paragraphs are: 


“If you insist on proceeding with this misrepresenta- 
ion of an honorable vocation, you should at least be 
onest enough to stress that salesmanship, as an occupa- 
ion, had no bearing on Willy Loman’s fate. A strong 
1reword must precede your picture, emphasizing the 
remendous role played by American salesmen in main- 
lining our free economy. Willy Loman must be described 
s merely an individual, whose problems would have 
een the same no matter what his occupation. And, 
salesmanship must be described as a field which offers 
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a marvelous opportunity for gainful employment. 


“With this letter I am starting a campaign among the 
sales executives of the United States to force you toward 
a realization that this slur will not be condoned.” 


Dr. Schiff believes that the Broadway version of 
“Death of a Salesman” was damaging to salesmanship, 
and he is in a better position than most of us to judge 
the teactions of younger men and women. I’ve talked 
to many adults—men and women—who saw the play, 
without finding any evidence that they took the central 
character as anything more than a weak individual lack- 
ing in conviction, integrity and a goal—and they thought 
he might just as well have been a plumber, lawyer or 
farmer. In the film version the leading character is 
played by Frederic March, who probably has a better 
understanding of selling than most actors, since he was 
brought up in a family of businessmen, and his brother, 
Jack Bickel, is a sales executive of the Carrier Corpora- 
tion. 


RAISES AND BONUSES 


Many sales executives are puzzled—and no wonder 
—about the rules and regulations concerning their pay- 
ments to salesmen. New rules and interpretations are 
being added frequently, but basically there’s been little 
change in the rules which were explained on page 84 
of our July 1 issue under the heading, ““What You Can 
and Can’t Do Now to Raise Salesmen’s Pay Rates.” 
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While all salesmen other than driver-salesmen come 
under the rules of the Salary Stabilization Board, instead 
of those of the parent body, the Wage Stabilization 
Board, you can tell pretty much what you can do for 
salesmen by studying the rulings of the Wage Stabiliza- 
tion Board. Last February a 10% limit on raises above 
the level of January, 1950, was prescribed; in August 
it was made 12% to keep wages up with the cost of 
living and now, after adding these extras, it’s about 15%. 
Washington observers believe that by January it will be 
20%, or an increase at the rate of 10% a year.... To 
sum up: You can probably increase your rates now 
up to 15% but you’d better check with your tax lawyer 
and make sure you follow the proper procedure. 


On the subject of bonuses—if each participant gets 
the same percentage of the same percentage of the profits 
as he received last year (no matter how large the pot is 
this year) no special approval is required, but if one 
salesman or sales executive is to get a larger percentage, 
permission must be secured from the Salary Stabilization 


Board. 


Leo Cherne of the Research Institute of America 
points out that the Salary Stabilization Board has not 
yet laid down any definite standards and “if you have 
an urgent compensation problem, don’t hesitate to file 
your proposed solution with the Salary Board immedi- 
ately. The Board has been so vague about allowable 
changes that a convincing case stands at least a 50-50 
chance of approval.” 


STABILITY OF NATIONAL ADVERTISING 


The Magazine Advertising Bureau has made a study 
of 717 companies which spent $25,000 or more in na- 
tional advertising in magazines, newspapers or network 
radio in each of the years 1938, 1939 and 1940. Of these 
717 companies: 


655 or 91.3% are currently engaged in na- 
tional advertising. 

12 or 1.7% 
13 or 1.8% have since merged with other 


companies and the new parent company is 
not now advertising the same product. 


are now out of business. 


37 or 5.2% are still in business but not 


c 
spending $25,000 or more in_ national 


advertising. 


In other words, 11 out of every 12 national advertisers 
in the 1938-1940 period are still important national 
advertisers. Only one company in every 12 has stopped 
national advertising for one reason or another. 


Advertising, of course, is just one of many elements 
in business success. A company must also have the right 
product, adequate financing, correct sales policies and 
sound management. 


But in the face of the remarkable record of consistency 
which has been shown by these pre-war national adver- 
tisers—the way they have stayed in business with continu- 
ing success despite competition from new companies and 
improved products offering intensified competition to 
established concerns—it is hard to argue that advertising 
has not been an important ingredient of their success. 
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ADVERTISING AND THE UNIONS 


Relatively few companies have ever taken very setj- 
ously the problem of making factory workers understand 
the importance of the salesmen or the part which adver- 
tising plays in keeping production up, with attendant 
high employment. 


A recent editorial in a labor newspaper accused busi- 
nessmen of throwing money out the window by spending 
it on advertising rather than paying it in taxes to help 
win the war. 


As a news letter of the U. S. Chamber of Commerce 
points out, it’s true that advertising expenditures may hit 
$6 billion this year—a new high. But national income js 
up about 15% over last year. Moreover, while the income 
figure has risen from $33 billion (in 1914) to an esti- 
mated $274 billion (in 1951) the percent of gross in- 


come devoted to advertising has dropped from 3.5 to 
about 2.2. 


They go on to point out: “Is it only coincidence that 
we spend more money on advertising here than anywhere 
else in the world, and that we are the best-fed, the best- 
clothed, the best-housed people on earth? Without ad- 
vertising, we couldn’t have mass selling. Without mass 
selling, there would be no point in having mass produc- 
tion. And without mass production, we wouldn’t enjoy, 
the highest standard of living in the world today!” 


Some union leaders may be impressed by the argument 
that advertising helps win wars, that without advertising 
our sources of information and entertainment would be 
restricted, but we have a hunch that the average union 
member is more selfish and direct in his or her outlook. 
What is selling—and advertising—doing to help me? 
Is it helping to secure 52 weeks of employment ; i is it help- 
ing to increase my take-home pay? Is it increasing em- 
ploy ment so that my cousin Ed or my son Bill can get 
himself a good job at our plant? 


The Geo. A. Hormel Co. is one of the relatively few 
which has done a wonderful job of making factory and 
office workers understand why the company’s advertising 
helps them. For those of you whose SM files of the past 
few years are complete and who believe that it is im- 
portant to have every worker understand the sales func- 
tion, just turn back to SM for March 15, 1946 and the 
article: “Advertising: Luxury or Investment? Hormel 
Gives Employes the Facts.” 


If you’d like to pass out something more standardized 
about the function of advertising, drop a note to the 
Committee on Advertising, Chamber of Commerce of 
the United States, Washington 6, D. C., and ask f 
their three illustrated leaflets dealing with “Fables and 
Facts About Advertising.’ Each of the series attacks one 
particular “fable” about advertising by pointing out the 
real “facts” of advertising’s accomplishments. ““The Man 
Who Couldn’t See Beyond His Own Nose’”’ stresses the 
role of advertising in lowering prices; ““How Cautious 
Can You Be?” truth in advertising, and “Where’s Elm- 
er?’ how advertising creates demand, builds up prod 
tion and increases jobs. 


PHILIP SALISBURY 
Editor 
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Can Tests in Four Markets Tell 
How All Major Markets Will Buy ? 


BY LAWRENCE M. HUGHES 


Lever's Pepsodent Division believes "Operation Miracle" 
for new Chlorodent toothpaste, in 1% "cross-section of 
the U. S.," insures success of its multi-million-dollar 
campaign to turn dentifrice Big Three into Big Four. 


Can tests in a few markets really 
prove beforehand the extent to which 
a completely new product will de- 
velop nation-wide demand? 

One of the largest advertisers 
lately has piled up a lot of evidence 
to show that it can, and has started 
to spend a lot of money on faith in 
the findings. 

From sales trends, trade reactions 
and consumer buying and using and 
rebuying habits over six months in 
just four widely-separated markets, 
Pepsodent Division of Lever Broth- 
ers Co., New York, is pushing dis- 
tribution, sales and advertising of 
new Chlorodent toothpaste into high 
gear across the country. 

Together, the 15 counties of the 
four test markets—Portland, Me., 
Winston-Salem, N. C., Columbus, 
Ohio, and San Diego, Calif.—might 
seem to provide a tiny proving- 
ground for so large an undertaking. 
They have between them, for exam- 
ple, .9% of the nation’s population, 
do 1.101% of all U. S. retail sales, 
and support about 1.061% of all the 
54,000 retail drug stores. 


"Pilot" Operations Continue 


duit the Pepsodent people are con- 


vinced that as the 1% has gone, the 
remaining 99% can be made to go. 

For both groups the concept is 
dynamic and evolving. 

Chlorodent will continue to be 
Promoted and studied in the four- 
market “cross-section of the U. S.” 
Th Pepsodent people still have some 
thines to learn, Retailers and con- 
sumers in these markets will con- 
tinue to have from six months to a 
year more familiarity with Chloro- 
den’. Pepsodent’s findings among 
then will continue to set the pace 
an’ the promotional pattern. 
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Starting October 16, the cr 
section findings are being applied 
an invasion of 73 markets which ao 
about 33% of the nation’s dentifrice 
sales. 

Early next year they will be ex- 
tended to 91 others among the 168 
largest markets. These 91 do about 
45% of the total dentifrice volume. 
Thus, including the 1% original 
nucleus, Chlorodent by spring will be 
promoted to four-fifths of the “‘na- 
tional market.” 

The whole program _ involves, 
among other things, “the biggest lo- 
cal advertising campaign ever put 
behind a new dentifrice.” 

Will it persuade the required mil- 
lions to try and to keep on buying 
Chlorodent ? 

A genial, six-foot-three, 200-pound 
Southerner, who has spent more than 
half of his 43 years getting drug 
stores and drug stores’ customers to 
buy things, is pretty sure that it will. 
In fact, Charles T. Lipscomb Jr., 
president of Pepsodent Division, be- 
lieves: 

1. Every dollar of this vastly 
larger program—just as has every 
advertising dollar in the four-market 
program—will bring profitable sales. 

2. When returns from all U. S. 
precincts are in for 1952, the deep- 
rooted, dominating Big Three of 
dentifrices will have been turned 
into a Big Four. 

3. And Chlorodent won’t neces- 
sarily be No. 4! 

Actually, if the test pattern holds 
nationally, it may be No. 2. 

Charlie Lipscomb didn’t say so. 
But after my third day among the 


Leverites, I began to question 
whether Colgate’s Ribbon Dental 
Cream rules as No. 1 by divine 
right. ... 


Lever’s laboratory worked four 
years to develop Pepsodent Division’s 


new green-colored, mildly-mint-fla- 
vored, chlorophyll-base toothpaste. 
Retailing for 69 cents a “giant” tube, 
or about 6 cents more than the large- 
economy-size of some major com- 
petitors, the new product is the first 
generally distributed chlorophyll den- 
tifrice to be sold to the public through 
retail “drug” channels. 

As the giver of green and presum- 
ably life to plants, chlorophyll has 
gained credit for germicidal and 
healing qualities. Some authorities 
note, for instance, that it has a 
“wound-healing rate three times that 
of penicillin.” 


The Magic of Chlorophyll 


Certain patents for water-soluble 
medical chlorophyll are held by Ry- 
stan Co., Mt. Vernon, N. Y. In 
addition to producing its own Chlor- 
esium toothpaste, with chalk base, 
for distribution through dentists and 
other “ethical” means, Rystan has 
licensed makers, respectively, of 
mouth wash, chewing gum, candy 
and of two products which, when 
taken internally, offer freedom both 
from bad breath and body odor. 

Lever is a toothpaste licensee. 

Evidence mounts —as Pepsodent 
Division’s sales force were told re- 
cently at their New York meeting— 
of “how chlorophyll in a toothpaste 
fights decay.” 

In Better Homes and Gardens for 
November, Writer Herb Bailey re- 
ports findings of Dr. Gustav Rapp 
and associates at Loyola University’s 
College of Dentistry, in Chicago. 
Four years of careful check on 1,755 
patients showed that, when used as a 
dentifrice, water-soluble chlorophyll 
“can control or stop the major mani- 
festations of gingivitis and simple 
pyorrhea as well as trench mouth.” 
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to get a spontaneous and first-hand report on Chlorodent sales. 
Interviews became the basis for a sound slidefilm called 'Opera- 


tion Miracle." 


Bailey does not mention Rystan 
by name as the supplier of Loyola’s 
chlorophyll. But he adds: “Other 
companies are being licensed and will 
have chlorophyll toothpastes.” 

Lever hopes to stay ahead of the 
procession. 

Whether this or other chlorophylls 
sell better permanently than, say, the 
ammoniateds—which arrived with a 
rush two years ago and mostly dis- 
appeared as fast —creates a large 
question. 

A fair number of people fry each 
of the new-and-revolutionary tooth- 
pastes and then predominantely 
gO back to the old brands. 

Despite all the claims for all the 
toothpastes in perhaps $25 million 
of space and time annually, three 
have long drawn half or more of 
the $135 million which Americans 
spend for all of them. 

Today, the Big Three are stronger 


than ever. 
In 1940, Colgate was said to do 
25, Bristol-Myers’ Ipana 25%, 


and Pepsodent 10% of total tooth- 
paste volume. 

In 1950, the 80% of Americans 
who use dentifrices gave Colgate 
about 40% of their dollars. Pepso- 
dent and Ipana got about 15% each. 
Thus the Big Three’s share-of-total 
rose in a decade from about 60 to 
about 70%. 

No. 4+ in national rank in 1950, 
and the only strong ammoniated sur- 
vivor, was said to be Amm-i-dent, 
with about 5%. 

In each of the four markets Chlor- 
odent has had to make its way 


38 


ON-THE-SPOT-REPORTING: Four Lever men with tape recorders 


and cameras called on dealers and wholesalers in the four test cities 


Here are some typical interviewees in Columbus: 
Robert Hood (right, Ist photo) of Big Bear Super Market, said, 


against 40 to 50 other brands of 
chains and other strong retailers. 
Specifically, it has had to fight Col- 
gate, Ipana—and Pepsodent. 

Stores had to be persuaded to 
stock and consumers to try and then 
to rebuy it. 

But first Lever wanted to be sure 
the triers were typical. 

“There’s no perfect test area — 
there never can be perfect test condi- 
tions,” explains Archibald (Bob) 
Graustein, market research director 
of Lever Brothers. “And this, I 
think, is all to the good. We wanted 
not perfect but normal and _ repre- 
sentative areas and conditions—full 
of all kinds of people, with what 
vou might call nationally-indicative 
needs and desires and whims and 
prejudices. From our experience with 
these people, in these representative 
but widely-separated melting pots 
we hoped to build an approach that 
could keep it climbing nationally.” 


No Separate Sales Force 


Pepsodent executives gave Market 
Research a fairly long list of possible 
test markets it could take on sales- 
wise, without disrupting day-to-day 
operations. One factor here was 
nearness to warehouses. 

But Chlorodent—originally Chlor- 
ogene—also had to be handled, not 
by a separate task force, but by Pep- 
sodent Division’s regular salesmen, 
as part of a long line of products. 
The line includes Pepsodent tooth- 
paste and toothpowder, tooth brushes 


Our initial order was very small... 
have been growing ever since”. . 
of Kauffman-Lattimer wholesalers, said "Chlorodent became one o 
our top-sellers in almost no time" . 
tells Herbert Drake of J. Walter Thompson Co. "On the recom 
mendation of our dentist the whole family uses Chlorodent. 


we kept increasing . . . sales 


. William Hall (left, 2nd photo 


. - Saleslady at Grant Pharmacy 


and antiseptic, Rayve and Shadow 


Wave home permanents, Rayve 
shampoo and hairdressing, Lifebuoj 
shaving cream, Luxor toiletries. 

This does not mean that the new 
product is an orphan being tossed 
out into the storm. The men, says 
Lipscomb, are glad to have it. They 
are being more convinced every daj 
of its potentialities. But they have 
other opportunities, and problems. 

The higher brass at Pepsodent Di- 
vision are doing all they can to put 
Chlorodent over. But such men 4 
Lipscomb and Raymond F. Under. 
wood and David C. Ketner—divisio1 
vice-presidents, respectively, for sale: 
and advertising—must help them all. 

Under them, however, rivalry gets 
hot. Just as Buick would as_ soon 
steal a customer from Chevrolet 
from Ford, no holds are barred be: 
tween John F. McClure, produc: 
and merchandising manager for Pep 
sodent products and Tom Murphy 
product manager for Chlorodent. Or 
Murphy’s side is Alph B. Peterson 
merchandising manager for Rayve 
and all the division’s new products 
including Chlorodent. 

And J. Walter Thompson Co., of 
Chlorodent, is out to out-advertise 
Pepsodent, now handled by Me 
Cann-Erickson. 

Both groups must see to it that the 
salesmen, in their calls on wholesal- 
ers and major retailers across _ the 
country, do right by their Nell. 

Both spoke their pieces fervently at 
the salesmen’s meeting. Chlorodent 
took six pages of the big fall-and- 
winter-ad-plans portfolio. If Charlie 
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EVEN THE “RACK JOBBERS"—who spe- 
fast-sellers 
Here's Albert Mitchell, 
Merchandising Company, a firm that serv- 
ices 200 super markets, telling a Lever man, 


cialize in only—applauded. 


head of Columbus 


"Chlorodent is really a phenomenal number." 


’ ae 


Lipscomb seemed to place a special 
blessing on Chlorodent, it was_be- 
cause the men had more to learn 
about it. 
But he also had a progress report. 
Some of it was clinical: Gives “a 
clean, fresh mouth .. . all day long;” 


“destroys mouth odors;’ ‘Fights 
tooth decay .. .” 
Between March and September, 


Chlorodent moved up to ‘No. 2 
brand in all four cities combined.” 
And “sales are still climbing.” 

The men learned of the 73-market 
campaign, which has just broken in 
1,200- and 1,000-line insertions in 
119 newspapers — most of them in 
green color—and in frequent, hard- 
hitting radio and TV spots. 

Retailers get one tube free in each 
dozen, packed in a self-display counter 
case. Among other material is a 
“business-building display case, pro- 
fessionally installed,” which holds six 
or seven dozen tubes. 

The new .campaign embraces nine 
markets in Massachusetts, including 
Boston; Manchester, N. H.; Provi- 
dence and Pawtucket, R. I.; eight in 
New York, including Buffalo; three 
in New Jersey; 11 in Pennsylvania, 
incl ling Philadelphia; five in Ohio, 
with Cleveland and Cincinnati; 
seven in Illinois, with Chicago; 
Evansville and South Bend, Ind.; St. 
Lo s; Davenport; five in Wiscon- 
sin, with Milwaukee; Los Angeles 
and San Bernardino, Calif.; eight in 


Texas, including Houston and San 
Antonio; four in Georgia, with At- 


lanta; Chattanooga, and Miami and 
tour others in Florida. 
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POINT-OF-PURCHASE emphasis designed to cash the potential demand 
newspaper and radio advertising, was a key element in the sales tests. In June all "A" and 
"B" drug stores in the four test markets were offered this display featuring a live plant 


a tie-up with the "green" idea. 


. . . 


called "Chlorogene" 


Still without benefit of Chlorodent 
are such major markets as New York 
City, Detroit, Baltimore, Washing- 
ton, San Francisco, Pittsburgh, New 
Orleans, Minneapolis, Seattle, Kan- 
sas City, Newark, Denver, Dallas, 
Indianapolis and Memphis. ‘These 
and 76 others await the second na- 
tion-wide wave, soon... . 

The Pepsodent people won't say 
how much all this will cost—and 
keep on costing. And the costs, of 
course, must be reckoned in relation 
to the volume developed. 

The toilet goods industry used to 
follow a pat formula: One-third for 
cost of merchandise plus one-third 
for cost of advertising provide one- 
third for profit. 


Challenge by a Newcomer 


Conditions of recent years have 
altered this. But the ratio of profit to 
sales maintained by successful firms is 
still high. This is largely because of 
high ratio of advertising to sales. 

In dentifrices the advertising-to- 
sales ratio — “‘advertising” including 
only such agency-commissionable me- 
dia as publications and broadcasting 
—still runs from 15 to 30%. 

To win fourth or third place -na- 
tionally in sales, Chlorodent will 
have to sell about 15% of the $80 


not for minutes... 


COMMON 
GUM DISORDERS 


Seventy-five per cent used it. 
later legal clearance was obtained for name 


but for hoers 


created by 


Product was first 


"Chlorodent." 


million-plus manufacturers’ total vol- 
ume—or perhaps $12 million. For 
this new and unknown brand to take 
that much from competitors, and 
especially from the entrenched and 
hard-hitting leaders, it must spend 
in advertising at least $3 million. 
From the four-market tests, the 
Pepsodent people sought to learn how 
many prospects could be turned into 
users; how fast wider acceptance 
could be developed ; how much of the 
product might be sold nationally, and 


what advertising-promotion costs 
would develop and maintain such 
volume. 


They also wanted to learn, from 
these Chlorodent users, what copy 
themes would be most productive, 
and from this sample of buying, what 
size and frequency of insertions and 
spots could keep demand growing. 

Factors which decided the four 
markets, Graustein says, included: 

Separately, they are typical of 
their sections. 

2. Together, they form a fair sam- 
ple of U. S. population. 

3. Each is a distinct and self-con- 
tained market. 

4. It has a fair balance between 
industry and agriculture. 

5. Income, education, 
the national range. 

6. Dentifrice usage 
flects the nation’s, 

(continued on page 172) 


etc., reflect 


pattern re- 
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NOT ALL THINGS... to all men, is America’s newest magazine. It’s called Gentry 
and it’s frankly aimed at “the 100,000 thinking men of the U. S. and their families,” 
Its publisher is young, not-average-himself William Segal, who is publisher also of 
the “avant garde” American Fabrics which has confounded the publishing field by pin. 


ning swatch-samples to advertisements. Gentry, whose 
first edition is just hitting the stands, will be a quarterly, 
makes no attempt to talk down to readers, will embrace 
such diverse subjects as antique automobiles and how to 
build your own Finnish steam bath. It, too, will pin 
samples to pages: Issue No. 1 has a packet of marjoram 
pinned to a page, numerous tweed and cotton swatches 
which accompany men’s fashion stories. Segal, a quiet 
man who believes he’ll succeed because he feels there's 
a publishing void that only Gentry can fill, is keeping 
even his advertisers top-line, to match the editorial con- 
tent. He’s not amazed that subscriptions have poured in, 
“T expected it,” he says. He does expect people to be 
amazed, dazzled, interested and expectant of and by his 
Gentry. And he reminds you that he’s no ex-Ivy League 


esthete. His Alma Mater is NYU. 


ey're in the News 


FROM ROUTE BREAD SALESMAN ... At the age of 
eight Raymond K. Stritzinger took his first job. In those 
days there were no child labor laws and little Ray be- 
came a route bread salesman for the Stritzinger Bakery, 
founded by his granddad. Today he is chairman of the 
executive committee of the giant Continental Baking 
Company. In his new post he'll continue to direct (He’s 
been the company’s president until his recent election.) 
the administrative affairs of the firm which makes Wonder 
Bread and Hostess Cakes. Ray Stritzinger, of Pennsyl- 
vania-Dutch ancestry, was born in the Amish country, at 
Norristown. For generations his family had been bakers, 
having brought their art from Germany. . . . He joined 
Continental in 1925, as a vice-president. He brought with 
him as dowry 1|7-years of experience as a bakery manager, 
superintendent and research department executive. He 
served Continental as regional manager until ’34, when 
he was elected director of operations. In *43 he became 
president. 
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BY HARRY WOODWARD 


BUILDERS KNOW HIM... so do newspapermen... so do 
magazine readers. He’s Perry Prentice, and he’s about to intro- 
duce himself to a new crop of readers. Editor and publisher of 
The Magazine of Building, hell now have double responsibil- 
ity, for the magazine has grown too big for any one publication. 
And it’s being split down the middle, becoming two magazines. 


Beginning in January the publication will be issued in two 
editions; One will focus on houses and be addressed to archi- 
tects, builders, mortgage lenders, dealers, decorators. The other 
will concentrate on big building and its audience will be 
architects, engineers, contractors, building owners and man- 
agers. Reason behind the move: New trends in building, new 


th him 21 years. 
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national 


ideas have increased The Magazine of Building’s editorial content to such an extent 
thet the publication has been unable to do justice to all phases of building within 
he covers of one magazine. At the helm of this Time, Inc. property is a Time, Inc. v-p 
an! former publisher of Time who began his career as a reporter, became managing editor 
of the New Bedford Times, has been circulation director of Time, Life, and Fortune. A 
colorful guy who affects bow ties, likes any color so long as it’s blue, he’s a serious student 
o: history with an uncanny memory for obscure dates and battles, an inexhaustible fund of 
torical precedent anecdotes. His powers of concentration are fabled even when he pre- 
ds he’s not listening. ‘He hears what he wants to hear,” says his secretary, who’s been 


THE BUSINESS WORLD... has seen FE. Lloyd 
Bernegger in an awful lot of phases: He’s just joined 
Bristol-Myers Products Division as v-p in charge of sales. 
But he’s spent his working years getting such a rounded 
background that he’d be at home anywhere but a boiler 
factory. His first job was with a paper company—lInter- 
and he learned the business from the bottom up. 
Mostly, he was with Veldown Division in general adminis- 
tration: office manager, credit manager, assistant to the 
general sales manager. From paper he went to drugs, with 
Whitehall Pharmacal Co. There he specialized in sales, 
merchandising, promotion and advertising. That took him 
10 years. Next he found himself with time literally on his 
hands. He joined U.S. Time Corp., became vice-president 
in charge of sales. Being a busy man, people unloaded all 
sorts of outside activities on him. And being a good citizen 
he accepted them: He’s active in Bronxville’s chapter of the 
Red Cross and Community Chest, works for the Greater 
New York Fund. And he admits to more than a passing 
interest in baseball, golf, swimming, skiing and fishing! 
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Thor washer's “Bushel {of groceries) and a Peck" (of potatoes) theme quickly brought tie-in displays from 6,900 food stores... 


How Thor Built Sales Idea 
On the High Cost of Eating 


You remember the picture last spring: Housewives were 


worried about rising food prices, and major appliances were 
plentiful with buyers coy. Then Bob Wilson shot the works. 


Results: Thor sales exceeded industry average by 36%. 


Thor's Over-All Strategy 
—on this page 


Top Distributor's Strategy 
—on page 44 


In a way it might be said that the 
Thor Corp., Chicago, grabbed out 
of the air the best and fastest pro- 
motion of a single item in its line of 
home laundry appliances. 

It was late last spring when, re- 
member, appliance sales were in the 
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doldrums. Dealer inventories were 
high; price wars were popping along 
the eastern seaboard. Thor wanted 
business but it didn’t want to cut 
prices. 

At the direction of M. R. (Bob) 
Wilson, general sales manager, 
Thor’s sales planners, agency sharps 
and publicity experts were put to 
the task of originating a campaign 
to move Thor’s wringer washers. 

Someone came up with the bushel- 


and-a-peck scheme: give. away 4 
bushel of groceries and a peck of po- 
tatoes with each wringer washer 
sold. 

“T was pondering the bushel-and- 
a-peck idea,” says Bob Wilson, “‘but 
I hadn’t fallen in love with it... 
not yet. Some of our men liked the 
plan while others, equally smart | 
thought, were cold to it. Why, they 
asked, would a gift of a small batch 
of groceries and a few potatoes effect 
a sale? Frankly, I didn’t know that 
it would. I knew that if we went 
into such a deal nation-wide it would 
mean spending a lot of money... 4 
real plunge. 

“T was still pondering, undecided, 
when I met the woman on the air- 
plane. I was flying from Dallas to 
Houston. We were zipping along at 
several thousand feet up and she was 
in the next seat to me. We got to 
talking.” 

The way Bob tells it is that he 
steered the conversation to washing 
machines and the woman confided to 
him that she was in the market for 
one. In fact, she had decided on what 
one to buy. It wasn’t Thor. 
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Rising like a bass to a fly, Bob 
said: “Why don’t you buy a Thor? 
They are going to put on a campaign 
in which they will give away a 
bushel of groceries and a peck of 
potatoes with every machine sold.” 

(Bob doesn’t know to this day 
why he was so positive about it be- 
cause the idea was still jelling.) 

Now it was the woman’s turn to 
play bass to Bob’s fly: “I will,” she 
said, with enthusiasm and a total 
lack of hesitation. She elaborated on 
her liking for the idea. Groceries 
cost so much these days. 

In a few minutes the plane landed 
on the Houston airstrip and the lady 
told Bob goodbye, never knowing the 
eflect her decision had had on the 
promotional plans of a great Chicago 
manufacturing house. Bob went 
straight to a telegraph office and filed 
a message. It said in effect: ‘Get 
busy at once on that bushel-and-a- 
peck idea. ... We are going after it 
with both feet... . Rush plans... . 
Complete details. . . . Have every- 
thing ready by the time I get back.” 

The thing was kicked off early in 
June. The windup was on July 20. 
Mechanics of the deal were this: 

Four separate sales contests were 
instituted, running concurrently with 
the sales promotion which became 
known as a “Bushel-and-a-Peck” 
sale. Two of the contests, one for 
distributor sales managers and the 
other for distributor advertising and 
sales promotion managers, were fac- 
tory paid. The others, one for dis- 
tributor salesmen and the other for 
dealers, were sponsored coopera- 

tively by Thor and its distributors. 

lop prize in the “Quota Busters” 
contest, for distributor sales manag- 
ers, was a 1951 Lincoln Cosmopoli- 
tan convertible which sells for 
$4,500, Second and third prizes were 
wardrobes worth $500 and $325 
respectively. This contest was based 
on unit sales to dealers of all models 

of Thor washers from June 1 

through July 20. Prizes to sales 

managers were for selling the high- 
est percentage above their contest 
unit quota. 

istributors’ advertising and sales 
promotion managers competed for a 
total of $1,500 in cash prizes, based 
on their activities in support of the 
bushel-and-a-peck promotion. There 
were three national prizes: first, 

$/50; second, $200; third, $50. In 
ac dition, $100 was awarded to the 


Based on an interview with 
M. R. (BOB) WILSON 
General Sales Manager, 
‘hor Corporation 
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Newspaper ads and radio-TV spots bore the brunt of the promotion . . . 


winning promotion man in each of 
Thor’s five sales divisions. 

On top of that, a total of $22,500 
in prize money was offered coopera- 
tively by Thor and its distributors 
in a sales contest for distributors’ 
salesmen. This, again, was based on 
the salesman’s percentage-wise show- 
ings against unit quotas of sales to 
dealers on Thor washers from June 
1 to July 20. 

Thor dealers also competed for 
cash prizes which were awarded for 
the best window displays in each 
distributor’s territory, featuring the 
Thor wringer washers and tying in 
with the bushel-and-a-peck theme. In 
all, a total of $13,000 in prize 


and $13,000 was awarded to dealers for their prize window displays. 


money was given for window dis- 
plays. 

“This was the most complete and 
best co-ordinated program of the 
kind in the appliance industry in my 
memory and other washer men say 
the same thing,” says Bob Wilson. 
“In these four contests, all running 
at the same time, we didn’t miss a 
soul—the distributor sales manager, 
his advertising and sales promotion 
managers, his salesmen and his deal- 
ers. We felt that the time had come 
for good, old-fashioned aggressive- 
ness in an_ excess-inventory and 
credit-restricted buyers’ market. 

“You don’t have to be unique, 
new or funny to catch the public’s 
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fancy. But you do have to have some 

sort of flag, or insignia, or phrase or 
something that the mind can grasp 
to get any sort of mass action from 
the people. We had one in the bushel- 
and-a-peck idea.” 

The Thor reasoning at the time 
the deal was worked out and the 
promotion. started was that, to sell 
to dealers, something had to be done 
to help the dealers sell to the public 
for why, with retail stocks filled and 
home owners more coy about pur- 
chasing than they had been in years, 
should the dealers place orders unless 
machines were moving out of their 
stocks? 

“In such times it’s sell or suffer,” 
says Bob Wilson. ‘““We didn’t want 
to suffer and we didn’t.” 

Too, the promotion opened up 
something new in washing machine 
sales: Grocery stores across the na- 
tion hopped into the deal. 

How the grocers got into it was 
the most natural thing in the world. 
Every woman who bought a washer 
received an order cashable at her 
grocer for a_ bushel-and-a-peck of 
groceries. And with things as they 
are, where is there a grocer who isn’t 
lightning on the wing to turn a quick 
penny of profit or two? From Ogun- 
quit, Me., to Yucaipa, Calif., and 
from Injun Belch, Mont., to Zwolle, 
La., they “wanted in” on the deal. 

Thor washers sprouted on the 
floors of chain and independent gro- 
cery stores, thousands of them with 
explanations of the deal and signs 
saying: “Cash your Thor orders 
here.” 


“Premium Psychology" 


Before the contest was over, Bob 
Wilson says, Thor machines were on 
display in 6,900 grocery stores and 
4,700 appliance stores; displays and 
banners tying in with the bushel-and- 
a-peck promotion were everywhere. 

Expert merchandisers have long 
recognized the fact that there is such 
a thing as “premium psychology” 
which builds up to a peak at times. 
It takes command of the emotional 
side of the mind. People do not stop 
to figure values. They rush to get 
the little extras. It so happened that 
early last summer the women of the 
nation were especially concerned 
with food prices. Food became news. 

Somehow, because all this was 
timely and of interest, the bushel-and- 
a-peck story caught with the news- 
papers and radio. NBC, CBS and 
ABC networks all carried mention 
of the promotion nation-wide. Thor’s 
78 distributors all were in, plugging 
away, to reap every bit of local pub- 
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licity they could get. Women’s 
pages in the newspapers stepped in 
and did their bit because their editors 
saw that the drive had enough grip 
on the women of their areas to make 
the story legitimate news. 

Tie-ins were made with such gro- 
cery chains as A. & P., Kroger, 
Safeway, Jewel Tea and, in the 
South, Colonial; also with many in- 
dependents. These stores redeemed 
the food certificates, displaying wash- 


ers on their floors in compensation 
for business and store traffic gained, 

“After all, the measure of the suc- 
cess of a promotion is in what the 
dollars do,” says Bob Wilson. ‘“Dur- 
ing the second quarter of 1951, when 
the industry as a whole slumped 
18% from 1950 figures, the sale of 
Thor products increased 18%. That 
puts Thor 36% ahead of the industry 
for the period. Anyone wish to make 
any comments?” 


. .. and here's the prize-winning Thor 


Distributor's Strategy 


“It was a co-operative spirit that 
enabled us to win Thor Corporation’s 
‘Bushel and a Peck’ sales campaign,” 
says President Luke Strauss of Joseph 
Strauss Co. Inc., Buffalo area Thor 
distributor. 

The Strauss company achieved a 
contest record of 525% of quota to 
easily outdistance all other distribu- 
tor contestants in the nationwide 
Thor wringer-washer contest from 
May 21 through July 20. John J. 
Young, sales manager of the Strauss 
company’s “white goods” department, 
drove away with a new 1951 Lincoln 
Cosmopolitan convertible worth $4,- 
500, Thor’s top prize, for spearhead- 
ing the drive. 

The Strauss company’s territory 
covers 11 counties in the Western 
New York area. 

“When ‘Thor announced the 
‘Bushel and a Peck’ campaign,” Mr. 
Strauss. recalls, ‘“‘we immediately 
brought our sales staff and Thor rep- 
resentatives together to work out a 
correlated program. 

“Thor set our initial sales quota 
at 1% of its entire wringer-washer 
output during the contest period. We 
then set individual sales quotas for 
each of our own salesmen. 

“We also offered a bonus as an 
added incentive for our salesmen. We 
armed them with our plans for ad- 
vertising to be conveyed to the deal- 
ers. At the same time, we offered to 
all our employes Thor appliances at 
a special discount. They acted as 
indirect salesmen by telling their 
relatives and friends of their new 
Thor wringer-washer. 

“In our dealer program, we estab- 
lished our own window display con- 
test to coincide with the Thor con- 
test. Strauss hired a window trimmer 
to set up displays for its dealers. We 
gave prizes of $75, $50 and $25 


for the best window display featur- 
ing Thor products. We made sure 
that the retailer displayed three or 
four Thor products in the most im- 
portant spot in the store.” 

Mr. Strauss points out that when 
the contest kickoff was made “we hit 
the public through every available 
advertising medium. Full page adver- 
tisements, with the names of the par- 
ticipating dealers, were placed in 
metropolitan Buffalo and in commu- 
nity papers. These were followed by 
smaller advertisements and spot radio 
announcements. Television played 
an important part. We presented 
all of the products on our weekly 
video-show, ‘Strauss Playhouse,’ on 
WBEN-TV. 

“Never was there a letup in our 
program to tell the public we were 
out to sell Thor. Our promotions hit 
the housewife even when she was 
shopping for meats and _ groceries. 
Thor wringer-washers, along with 
the bushel of groceries and peck of 
potatoes each buyer of a_ washer 
would receive were displayed in the 
Danahy-Faxon super markets. 

“We kept a running box score 
during the contest of our sales 
achievements. A weekly bulletin kept 
dealers informed of their progress. 
Then, too, we checked our own prog- 
ress as a distributor against that of 
distributors in other areas. 

“When we hit the initial quota set 
by Thor for Strauss we then mace 
our own upward revisions. We raise | 
our sights four or five times—to the 
winning level.” 

What was the dealers’ reaction to 
the pressure? “Why, they loved it,’ 
reports Mr. Strauss. “And, wh’ 
shouldn’t they?” he added: “They 
did five times as much business du 
ing the contest than they probab! 
would have done normally.” 


SALES MANAGEMEN 


EE Se a 


If you have a small sales force, a large market, and are expanding distribution you'll understand . . . 


_ Cutter’s Grass-Roots Approach 
To the Farm and Ranch Market 


weit! 25 Tt 


Based on an interview with 


GUY A. RAILSBACK, D. V. M. 


Manager, Veterinary Sales, Cutter Laboratories 


The products: animal biologics. Heavy farm paper adver- 


tising co-ordinates with intensive direct mail activity to 
keep the Cutter name alive in the prospect's mind. Good 


merchandising, good personal selling follow through. 


Vhen prospects, customers and 
deilers are spread over far-flung 
ges of cattle raisers, over the hog- 
be't and through poultry hatchery 
recsions, somebody has a salesman’s 


time problem. When, as is the case 
wth Cutter Laboratories’ Animal 
Fealth Division, Berkeley, Calif., 


products to be sold are animal 
logics, there’s a lot of ground to 

covered between production line 
1 user. 

Cutter Laboratories has a program 
r covering this ground to maintain 
se contact with wholesaler, retailer 
id consumer while expanding its 
peration from regional to nation- 
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wide distribution. Basis of the pro- 
gram, which over two years of in- 
tensified application has proved effec- 
tive, is a carefully built mailing list 
in all three categories. 

Cutter has six veterinary special- 
ists in the field, aided by a full field 
sales staff for the Cutter Labora- 
tories. Even so, it sometimes isn’t 
practical for prospects to receive calls 
from Cutter men oftener than once 
in three or four months. Neverthe- 
less, close contact between Cutter 
and its dealers and consumers is being 
strengthened. 

“The key,” says Dr. Guy A. Rails- 


back, manager of the Veterinary 


Sales Division, “is organization of 
sales factors, based on accurate mail- 
ing lists. Our objective is to build a 
promotional program all along the 
line, including publication advertis- 
ing, point-of-purchase advertising, 
consumer educational material, varied 
sales tools and direct mail to all 
classes of trade. A sales-minded ad- 
vertising department makes this pos- 
sible.” 

In 1949 the Animal Health 
Division’s executives agreed that 
there were existing markets not 
touched, that improved merchandis- 
ing could improve their position 
saleswise. 

Over the years they had been ac- 
tive chiefly in the far West. A dec- 
ade ago they began to expand dis- 
tribution to take in the entire coun- 
try. But up to a couple of years ago 
both efforts and results were spotty. 
The 1949 program drew on past 
successful regional merchandising, 
but extended it. Emphasis was on 
making the salesman the culminating 


45 


factor in the sale, the ground having 
been prepared and cultivated by vari- 
ous advertising media and direct mail. 
With this program went a program 
to increase sales and to train field 
men to sell in the veterinary field. 

As the Animal Health merchan- 
dising program is set up, direct mail 
to wholesalers, veterinarians, drug- 
gists, and consumers (farmers, ranch- 
ers). makes up its four strong legs, 
publication advertising its backbone, 
point-of-purchase and sales tools its 
flesh and blood, and field men’s 
activity its head. 

Let’s look at the backbone first. 
Cutter always has been strong in 
publication advertising: The current 
program expands its use and gets in- 
creased value from advertising by 
selling it to consumers, dealers and 
Cutter salesmen. Space is regularly 
used in 24 national and _ regional 
farm, cattlemen’s and_ stockmen’s 
publications, poultry raisers’ maga- 
zines, plus veterinary and county 
agent journals, 


Cuts Technical Jargon 


A single example shows how dra- 
matically technical information is 
made intelligible to the magazines’ 
agricultural readers. 

One advertisement shows a calf’s 
head with concentric circles in white 
converging on its eye, circled in 
danger-red. A red tag clipped to the 
calf asks: “How many pounds will 
pinkeye melt from this calf? .. 
Weight loss is common for animals 
suffering from pinkeye. They become 
feverish, go off feed, and ‘shrink’ 
when they should be gaining pounds 
for marketing. . . . When pinkeye 
threatens profits, use Trisulfanol.” 
An adjoining column of text explains 
exactly what the product is and what 
it does. 

This example ties in with a cam- 
Paign now in progress, and illustrates 
Cutter’s approach to promotion in 
general. The pinkeye advertisement, 
blown up for point-of-purchase post- 
ers, greets wholesalers, dealers, vet- 
erinarians and farmers again to de- 
liver a second impact. Practically all 
Cutter retail posters are blow-up ad- 
vertisements which have appeared in 
business and consumer publications. 

A third impression is made when 
reprints of the same advertisements 
turn up in direct mail to the several 
factors chosen for selected follow-up. 
Here’s how it works: 

Timed with the schedule of maga- 
zine advertising, a letter is sent out 
by Dr. Railsback to Cutter district 
managers and salesmen. The subject, 


say, is KRS Trisulfanol Mailing. 
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The pieces which make up the mail- 
ing are enclosed and salesmen are 
told that they will leave Berkeley in 
a few days. They are asked to note 
that the mailing is in two parts: (1) 
a bulletin to Cutter’s A and C 
wholesalers, with a self-mailer which 
is to be sent to veterinarians nation- 
ally; (2) a bulletin to B and D 
wholesalers, with attachments: the 
retail mailing which in turn contains 
two fold-ups (the blown-up adver- 
tisements described) and the stock- 
men mailing of the self-mailer. 

This was preceded by a mailing to 
Cutter’s price book mailing list—re- 
tailers, wholesalers and veterinarians. 
The price bulletin pointed out that a 
new size package of Trisulfanol was 
on the market. The letter to sales- 
men repeated the message: “We 
have wanted a large size of Trisul- 
fanol; we know there is a demand 
for this larger size; it represents a 
considerable saving for the owner of 
the large herd... .” 

Bulletins to the two classes of 
wholesalers, signed by Dr. Railsback, 
informed them in advance of the 
mailing, with samples attached, show- 
ing what their customers would re- 
ceive, and the date mailed. They 
pointed out the emphasis on the new 
package, mentioned price, and re- 
minded wholesalers to place stock 
orders in time to meet demand of 
customers. 

The self-mailer, identical for all 
classes of the trade, personified the 
two products, KRS and Trisulfanol, 
as “One Squirt” and “Handy Spray.” 
These are “Twin Rangers” [who] 
“Guard Livestock Against Modern 
Rustlers .’ The story is brief, 
with a footnote on the large size 
package: ‘““New—Big Herd Economy 
Size Bottle with One-Hand Sprayer.” 


What Dealers Request 


Customers of wholesalers (anyone 
merchandising the items to the ulti- 
mate consumer) also receive a letter. 
The letter is for the same classes of 
retail trade. It urges them to stock 
the larger size. The self-mailer men- 
tioned above is enclosed. 

Final paragraphs of the letter re- 
fer to the enclosed blown-up repro- 
ductions of the advertisement, invit- 
ing the distributor to return the post 
card if he wants to receive easel- 
backed displays duplicating the fold- 
ups. He is advised to display the 
fold-ups where customers can see 
them and to recommend Trisulfanol 
and KRS. 

Cutter finds that about 10% of 
the distributors return the post cards 
requesting additional point-of-pur- 


chase display material. Thus 10% of 
the point-of-purchase material is 
handled without taking a minute of 
the salesmen’s time. Additional dis- 
tribution is obtained by field follow- 
up. 
This campaign, like others on spe- 
cific products, achieves co-ordination 
between field men and all factors in 
the distribution process after the 
stage has been set for action by maga- 
zine advertising. 

Two factors make possible this in- 
tegration and impact: (1) the pre- 
paration of advertising material for 
all classes of the trade—wholesalers, 
retailers, druggists, veterinarians and 
farmers and ranchers (Formerly, 
there was one piece for ranchers, a 
different one for druggists, still an- 
other addressed to veterinarians.) ; 
(2) the manner in which Cutter 
mailing lists are compiled and keyed. 


Gets Up-to-Date Lists 


“One of our biggest jobs at first,” 
Dr. Railsback says, “was to get ac- 
curate and up-to-date lists, expand 
them, maintain and key them for 
selective mailings.” 

Originally, lists were two or three 
times the size of those now used. 
One method of weeding out dead 
names was to send out a mailing with 
return post cards and start a skeleton 
list of live names from those who 
returned the cards. Dead names were 
permanently dropped as detail men 
made calls. Field men now indicate 
who in their areas of operation shall 
or shall not be added to the lists. 
Thus, every list is “hand-made.” 

The next move is to key each 
name. This part of the program is 
not completed. For special mailings 
names are keyed as many as five 
times: to key out A, B, C or D 
wholesalers and, at the retail end, 
veterinarians, feed stores, hatcheries, 
poultry accounts. Wholesalers are 
keyed according to classes of trade 
(poultry, hogs, etc.) and any group 
can be chosen for a special mailing. 
This does away with waste effort, 
saves money and advertising materia! 
and brings higher returns. Some spe- 
cial mailings have produced returns 
up to 50%. 

In direct mail to ranchers and re- 
tailers who serve them, Cutter uses 
a series of animal health booklets. Six 
have been distributed, others are it 
preparation. The first, “Blackleg an: 
Malignant Edema,” was distributed 
by coupon magazine advertising and 
later by retailers. Expensive to pro- 
duce, the booklets run into five fig 
ures. 

To make distribution selective and 
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FIGHTING THE 


NATION’S 
COSTLIEST 
FLOOD 


Above the Flooded River. Poised a few feet above the swirling 
flood, a telephone repairman tests a cable on a bridge between 
Kansas City, Kansas, and Kansas City, Missouri, while his 
companion uses a walkie-talkie to co-ordinate repair work. In 
other places, telephone men were forced to take to boats. 


From the flooded sections of Missouri, 
Kansas and Oklahoma have come stories of 
the loyalty, skill and courage of telephone 
people in one of the Nation’s worst floods. 


Many returned from vacations to help. 
In one town, a single radio appeal for former 
operators brought twice as many as were 
needed. Hundreds of trained telephone 
people from other states were rushed to the 
scene to help their fellow workers. 


Once again the Western Electric Company 
— the Bell System’s manufacturing and sup- 
ply unit — proved its value in an emergency. 


Meeting the Emergency. Telephone people not only worked val- 
iantly to restore service but to keep it going. Dikes were thrown 
around telephone offices. Switchboards raised above rising wa- 
ters. Emergency power plants set up. Mobile radio telephones 
rushed to towns where telephone offices were washed out. 


By plane, fast freight and truck it rushed 
millions of feet of cable and wire, telephones, 
switchboards and other needed equipment. 


No one can tell when or where such emer- 
gencies will occur, but the Bell System has 
to be ready and able to handle them when 
they happen. That means financially able as 
well as physically able. 


This points up again that it takes a finan- 
cially strong telephone company, with a 
strong supply organization like Western 
Electric, to give the Nation the service it 
requires. 


Flying to the Flood Front. 


Part of one hundred Long 
Distance operators who 
were flown from NewYork, 
Louisville and Chicago to 
Kansas City, Missouri, 
where a flood of calls fol- 
lowed the flood of waters. 
With traditional Bell 
System speed and team- 
work, they pitched in to 
help at busy switchboards 
in the stricken areas. 


BELL TELEPHONE SYSTEM 


to maintain close control, retailers 
are asked to give booklets only to 
their best customers and to fill out a 
card for return to Cutter, with the 
name and address of each booklet 
holder. Names are keyed and added 
to the rancher and farmer mailing 
list. Cutter is now able to reach all 
holders of the series for later direct 
mail communication, for distribution 
of revised or new booklets. Approxi- 
mately 15,000 active collectors of the 
Animal Health series are keyed as 
such in the list of Cutter product 
users. 


After the first few booklets were 
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A 9-COUNTY MARKET 
1950 Net Eectve Buying 


of 
$405,941,000* 


*Sales Management, 
1951 Survey of 
Buying Power 


The JOURNAL & SENTI- 
NEL are the only papers 
that cover this rich, grow- 
ing market in the South’s 
No. 1 state. 

The JOURNAL & SENTI- 
NEL are the only papers 
in the South offering a 
Monthly Grocery Inven- 
tory—an ideal test mar- 
ket. 


~ 
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NEL are the only papers 
completely blanketing an 
important 9-county  seg- 
ment of North Carolina. 


YOU CAN'T COVER NORTH 
CAROLINA WITHOUT THE 


WINSTON-SALEM TWIN CITY 


JOURNAL and SENTINEL 


MORNING SUNDAY EVENING 
National Representative: KELLY-SMITH COMPANY 


The JOURNAL & SENTI- | < 


out, the company offered a binder to 
ranchers who collect them. To each 
binder is clipped a return post card. 
Titled “Enrollment Card,” it says: 
“My Cutter distributor has presented 
me with a binder and a starter set 
of Animal Health Service Booklets. 
.. « Please enroll me to receive, with- 
out charge, all subsequent booklets 
you publish for this service.” There 
is space for the recipient’s name, ad- 
dress and occupation. Most of the 
cards are returned. 

Another means of contacting farm- 
ers through retailers are post cards 
or cards to be used as envelope stuf- 
fers. Under the heading, ‘Animal 
Health Tips,” with the retailer’s 
name and address below (“Blair’s 
Drug Store, Round Up, Mont.,” or 
“Call or Visit Our Veterinary De- 
partment ... Big Horn Drug... .’) 
is the text: “Several of our custom- 
ers have said, ‘We know Blacklegol 
S is darn good—why is it so much 
better?’ Maybe you’ve been asking 
yourself the same question. Here’s 
the answer .. .” Ten lines of easy- 


to-read information on tKe item 
follow. 
Dealers receive samples of the 


cards together with an ‘‘Authoriza- 
tion Card” which when returned 
brings them monthly batches in the 
number specified, featuring seasonal 
veterinary information and product 
advertising over the signatures of the 
dealers. Dealers receive the “Tips” 
at a cost of | cent a card and are 
billed at the end of the year. This 
service is expanding steadily through 
requests from Cutter salesmen. 


Matches, Signs, Calendars 


Additional sales aids to maintain 
contact between retailers and their 
farm customers, supplied at cost by 
Cutter, include: imprinted match 
books, calendars, veterinary depart- 
ment signs (up to 8-foot sizes), and 
rodeo stickers which are used on au- 
tomobiles and trucks in areas where 
rodeos are scheduled. Plaster cows 
imprinted with “Now is the time to 
vaccinate” are distributed to retailers. 
Etchings of western scenes, given to 
thousands of stockmen, are framed 
and treasured. 

‘We come upon them constantly, 
on farms and in stores, in all sorts of 
surprising places,’ says Dr. Rails- 
back, who spends much of his time 
in the field. 

Advertising mats, radio scripts, de- 
cals, window decorations and display 
pieces are given freely to retailers. 
There is a charge for some pieces— 
mainly for psychological reasons. 
“They are used to better advantage 


when they are paid for,’ Dr. Rails- 
back maintains. Coro-vel signs, used 
from time to time are loaned. 

Dr. Railsback points out that the 
program (1) maintains contact, at 
retail and consumer levels, between 
salesmen and detail men to prepare 
ground for their calls; (2) cuts down 
inventory of advertising, educational 
material and sales aids at shipping 
points (Seattle, Los Angeles, Den- 
ver, Dallas, San Antonio, New Or- 
leans, Atlanta, Chicago, New York) ; 
(3) gives field men more selling 
time. 

Motion pictures are important 
dealer-consumer aids. Eight prints of 
“Disease—the Unhung Rustler,” pro- 
vide facts on cattle disease control, 
and are used by Cutter field men in 
cooperation with retailers, to put on 
shows in farm communities. The film 
is also loaned to county agents and 
schools. A number of prints have been 
sold to leading agricultural colleges 
throughout the country for school 
film libraries. More veterinary films 
are scheduled. 

Specific drives to increase effective- 
ness in all phases of animal health 
promotions are launched with refer- 
ence to both seasonal and geographic 
incidence of the diseases involved. 
Peak sickness incidence among cattle, 
sheep or poultry varies in different 
parts of the country. A farmer is n¢ 
impressed with the experience an 
knowledge of his retailer or the man- 
ufacturer if he receives a reminder 
at the wrong time; saleswise, the ap- 
peal of advertising is weakened « 
wholly ineffective. 

While calls by detail men on dea - 
ers, veterinarians and farmers wl 
use Cutter products may not be f: 
quent, they are “led up to,” and the 
contacts are kept alive by freque: 
reminders and aids. 
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\What has the program accom- 
olished for Cutter Laboratories’ 
At Health Division? ‘The first 
vea says Don Court, vice-presi- 


f sales and advertising, “little 
chat in the sales picture could be 
attributed to the program. That 
didn't surprise Cutter. We knew 
ranchers and stockmen well 


farmers, 
enouzh not to expect them to move— 
or be moved—fast. We kept right on 
pron ing.” 

This year, the second of the inte- 


and organized program, Cut- 
begun to get its reward. 

“Specifically,” says Mr. Court, 
“all evidence points to the fact that 
our integrated advertising program is 
contributing to the rising veterinary 
sales curve. Not only is there in- 
creased interest on the part of stock- 
men, veterinarians and druggists, but 
our sales personnel are aware of the 
appreciation of the Animal Health 
Serv ce 

“This interest on the part of our 
customers steps up enthusiasm on the 
part of our sales force. The result is 
a change from a previously modest 
increase to a comparatively sharp 
rise in general. 

All along the line relations between 
Cutter and the trade, between Cut- 
ter distributors and their customers, 
between the farmers and ranchers and 


the Laboratories, are more friendly. 


CARTON SUBSTITUTE: Developed be- 
cause of possible pasteboard shortages, 
the new Orange-Crush paper bag is a 
herpy substitute because it's inexpensive 
to bottlers and requires less storage 
Spece than the regular carton. It can be 
used repeatedly. 
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Does “Switching” 
Burn You Up? 


“Switching” brands can be a saintly virtue 
.. if you benefit by it... or a stab in the 
back . . . if your product suffers. 


In big city markets, switching is a normal 
risk, hastened by your competitors’ sales and 
advertising pressures . . . counteracted by 
putting on your own extra heat. 


Switching doesn’t bedevil the Small Town 
market. Coupons and sampling aren’t eco- 
nomically effective. Heavy local schedules are 
impossible. For the true Small Towns, as 
GRIT’s yearly Reader Surveys show, are re- 
markably loyal to certain brands. 


Those brands, understandably enough, are 
the ones which tell their story where Small 
Town people are sure to see it. 


How else, for example, do you explain why ~ 
the one cigarette consistently advertised in 
GRIT shows a far greater popularity among 
the readers of GRIT than it does nationally? 


To develop a loyal market use GRIT... 
edited for and bought by 650,000 families 
in the Small Towns of America. 


40% in °49, 42% in °50, 44% in ?51— 
that’s the steady sales gain among 
GRIT readers of the cigarette 
regularly advertised in GRIT. 
That cigarette’s share of 
the national market is 26%. 

What product have you 
that GRIT readers should 
know about? 
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Don [ee audiences have gro 


Daytime audience 16.3% bigger 
Evening audience 22.3% bigger 


(according to Nielsen, Ist half of 1951 vs. Ist half of 1949, full network average audience) 


Don Lee can deliver your sales message consistently to more 


people through their own, major, local selling medium at a lower 


cost per sales impression than any other advertising medium. 


That’s a big statement, but it’s true because Don Lee is a 
big network. Don Lee broadcasts locally from 45 network 
stations in 45 important Pacific Coast markets with all 
the local selling influence and prestige that you need to 
do the best job of selling within each local market... 


where your sales are actually made. 


As a matter of fact, Don Lee is the only selling medium 
actually designed to sell consistently to all the Pacific 
Coast. That’s why Don Lee consistently broadcasts more 
regionally sponsored advertising than any other network 
on the Pacific Coast. Don Lee delivers more and better 


and the advertisers who sell the Pacific Coast know it. 


WILLET H. BROWN, President» WARD D. INGRIM, Executive Vice-?resié 


~> 


NORMAN BOGGS, Vice-President.in Char: 


1313 NORTH VINE STREET, HOLLYWOOD 28, CALIF 


Represented Nationally by JOHN BLAIR & CO*! 
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What the Carpet Folks are Doing 
About Sloppy Selling at Retail 


Carpet Institute has been engaging in some mass sales 


education at the dealer level to improve both the atti- 


tudes and the product knowledge of carpet salespeople. 


Carpet retailers were worried back 
in 1945, They had reason to be. 
While sales curves of home appli- 
ances, automobiles and radios had 
looped skyward, per-family consump- 
tion of carpets and rugs showed a 
long-term downward trend. Pur- 
chases of floor covering had not kept 
pace with spendable consumer in- 
come; the areas of uncarpeted floor 
in better-than-average-income homes 
could have been measured in square 
miles instead of square yards. 

The Carpet Institute, Inc., knew 
there was an untapped market for 
carpets. What was needed was an 
injection of sales training adrenalin 
at the retail level. It was up to the 
Institute, a market development and 
trade promotion organization com- 
prised of a majority of wool carpet 


"WHAT DO | SAY.. 


room appear cluttered?'" Retail carpet salespeople are learning right-answer techniques. 


54 


Results are good enough to justify a continuing program. 


and rug manufacturers in the United 
States and Canada, to blaze the trail. 

Merrill Watson, president of the 
Carpet Institute, called in Mary L. 
Brandt, explained to her that carpet 
retailing was a moribund industry 
which hadn’t brought out anything 
new in years, that retailers generally 
felt manufacturers had no conception 
of their problems, and that retail 
sales training was going to be the top 
priority post-war job. Could she help ? 

The Mary L. Brandt Home Fur- 
nishing Training Course had already 
been published and put to work for 
300 leading stores, colleges and 
manufacturers throughout the United 
States, Canada, Italy and Brazil. 
And she had been home furnishings 
training supervisor and director for 


Lord & Taylor, New York City. 


. when a customer asks, ‘Would scatter rugs make my living 


To date, “Selling Fashion ‘rom 
the Floor Up,” the Institute’s pack- 
aged sales training program prepared 
under the direction of Mrs. Brandt, 
has been presented to approximately 
10,000 retail salesmen in 97 cities, 

The present training operation, 
however, was developed through a 
trial-and-error process which began 
in 1942, when the Institute hired the 
Market Research Corporation of 
America to examine the relationship 
of the industry with its dealers, and 
to unearth ways the industry might 
help retailers do a better job of post- 
war selling. 


“Operation Alert" Begins 


The plan has developed into a 
comprehensive merchandising _ pro- 
gram which invigorates the industry 
at four nerve centers: retail sales 
training; the Amos Parrish Co., Inc., 
store operations conferences, an an- 
nual study of financial results in top 
department, furniture, and floor cov- 
ering specialty store operations in 
carpets and rugs—and how these 
stores achieved their results; a public 
relations program designed to gain 
product attention and good will at 
the consumer level; an annual event, 
the Carpet Fashion Opening, which 
presents each spring new fashions in 
carpets and rugs to consumers; ap- 
proximately 15,000 stores have par- 
ticipated in this event during the 
past three years. 

To spearhead the new sales train 
ing phase, the Institute retained 4 
consulting organization to prepare 4 
sales training course titled “How to 
Sell Color and Design.” The course 
was developed not only as an aid to 
floor covering salesmen, but to help 
all home furnishings sales perso inel. 
More than 11,000 of these courses, 
in booklet form, were sold to 2.500 
retailers, But sales training requires 
constant reorientation, depending on 
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The Only Professional Membership Organization for Salesmen. 


Because the standards set by the Sales Institute of 
America are the highest in the selling field, the SIA 
insignia is an honored symbol of professional skill, 
achievement and integrity. Membership in SIA 
gives the salesman an entirely new sense of pres- 
tige, makes him a more successful salesman, results 
in greater management loyalty. 


WHO BELONGS TO SIA? Membership in SIA is 
strictly limited and selective. Special invitations are 
offered periodically to the country's leading sales 
executives. It is then up to these executives to 
decide who among their salesmen merit the privi- 
leges of SIA Membership . . . who will profit most 
from SIA's indoctrination and extensive information 
services. 


WHAT SERVICES DOES SIA OFFER MEM- 
BERS? When a salesman is enrolled in SIA, he 
receives an engraved membership certificate for 
permanent display in home or office . . . and an 
engraved membership card which he will proudly 
use for identification as belonging to the most 
prominent organization in his field. These creden- 
tials entitle the Member to: 


1. SIA'S MONTHLY SALES FILE—This official guide to 
successful salesmanship keeps each member reliably informed 
on every significant new sales technique developed by the 
vorld's outstanding salesmen. Among the subjects to be 
overed in the near future are: "Controlling the Interview”, 
Handling Objections", ‘Closing the Sale", etc. There are 
as many reasons as there are sales files why SIA members 
are among the most competent, best-informed salesmen in 
the country. They receive these reports at home where they 
are most receptive to new ideas ... and more inclined to 
accept them since they come from an impartial “third party." 


SPECIAL NOTE TO 


SALES EXECUTIVES 


If you accept this special trial offer 
NOW, we will send you a FREE port- 
folio, giving you complete details 


Gentlemen: 


2. SIA'S BI-MONTHLY SALESMAN'S NEWS REPORT— 
A concise, vitally informative resume of world developments 
that are important subjects of an effective salesman's conver- 
sation. Of particular value are the industry-by-industry news 
highlights which give the salesman the talking points he 
needs when "breaking the ice" during interviews with pros- 
pects in each special interest field. 


3. SIA'S MEMBER CONSULTING SERVICE— A Member 
may call in the organization for expert counsel on the best 
ways to approach his specialized selling problems. SIA has 
a wealth of information conveniently on file which would 
ordinarily take countless hours of painstaking research for 
the individual member to find out for himself. 


4. SIA'S SPECIAL MEMBERSHIP EXTRAS—A? frequent 
intervals, SIA issues special reports to help its members save 
money, make better use of time, make things easier in their 
work, etc. For example, a bulletin now in preparation, tells 
SIA members "How to Reduce Your Income Tax." 

All material issued by SIA is on the practising salesman's 
level, based not on theory but on tested fact. 


WHAT DOES MEMBERSHIP IN SIA COST? 


A full Membership in SIA costs $2.00 per month 
and entitles the Member to all benefits. But if you 
fill out and mail the special coupon below, we will 
enter your own trial Membership at the INTRO- 
DUCTORY RATE of only $4.00 for three months, 
so you can find out for yourself how helpful the 
SIA can be to you—and to the members of your 
sales force. 


Since Management-sponsored enrollments in SIA 
make ideal Christmas gifts to salesmen, please fill 
out and mail the coupon without delay—while we 
can still send you full details before you make your 
Christmas gift decisions. 


SALES INSTITUTE OF AMERICA, Norwalk, Conn. 


| want to take advantage of your special offer, so 


| am enclosing $4.00 for a three-month trial membership in SIA. 


about Management - sponsored Mem- NAME ——______ ane sat | 
berships. Your immediate request will COMPANY _ ; | 
bring you this portfolio in time to 
-enter Christmas gift enrollments for ADDRESS ne oleae enema tcmeret | 
the members‘f your sales staff. — , ______ZN___ STATE 
. [] Since my title in the above firm is .................. ? | 
| please send me the FREE Portfolio, giving complete details | 
| about management sponsored membership. 
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shifts in market volume, consumer at- 
titudes, tastes and wherewithall. So 
changes were gradually made in the 
four-point program, and sales train- 
ing became one of the _ Institute’s 
most vital weapons. 

In 1947 Mr. Watson met with a 
number of retailers, found the pre- 
pared course was usable in only 
those stores that have sales training 
directors. Retailers, Watson found, 
were dissatisfied with “cold print” 
training and asked, instead, for “‘per- 
sonal” training. That’s when Mr. 
Watson turned to Mary L. Brandt 
for a course slanted toward floor cov- 
ering, but similar to the home fur- 
nishing training plan she had already 
developed, and which could be pre- 
sented personally by sales training 
instructors. 

The philosophy behind Mrs. 
Brandt’s original course made sense 
to the Carpet Institute. Salesmen 
should be equipped with product in- 
formation, but all the product  in- 
formation in the world accounts for 
little if the salesman can’t supple- 
ment his knowledge and convince 
Mrs. Customer with 
selling techniques. 

The Institute wanted carpet sales- 
men to know how to approach the 
chic bride who asks, “Show me some- 


professional 


thing to go with my French Provin- 
cial bedroom furniture.” Salesmen 
should be able to draw out informa- 
tion with tact, evaluate with intelli- 
gence, suggest with taste. Blandly, 
the ideal carpet salesman should be 
able to handle a customer’s person- 
ality problem with as much profes- 
sional dispatch as he does her rug pat- 
tern problem. 

Armed with the basic principle 
that it is more impressive to “‘see” 
than to “hear,” Mrs. Brandt and the 
Institute went to work on a packaged 
training program which would com- 
bine visual demonstration with in- 
formal talks — provide the retailer 
with a more intelligent customer ap- 
proach. This is the way the program 
operates today: 

Two young men, sales training di- 
rectors, travel continuously through- 
out the country to bring the instruc- 
tive demonstrations to towns of 100,- 
000 or more. Invitations are sent two 
or three weeks before the program is 
to be put in operation in a given city, 
and are mailed to retail store buyers 
and to mill distributor men. The in- 
vitations are not loaded with shotgun 
adjectives; they merely ask buyers 
and distributors to call on their cus- 
tomers and tell them that “the Car- 
pet Institute Sales Advancement Pro- 


Prints 5 Colors 
at one time/ 


Makes 60 Copies a Minute! 


@ PRICE LISTS © MAILING PIECES © MEMOS 


@ POSTCARDS e BULLETINS 


Yes, the APECO Speedliner gives you the 


gram is coming to your city,” and 
that “the program will be given free 
of charge to retail carpet salesmen 
in cities visited.” The mailing then 
outlines training features: ‘““Conduct- 
ed by a traveling representative of 
the Institute. . . . Covers _ style, 
fashion, color, decoration, _ selling 
methods. . . . Every retail carpet 
salesman is eligible.” 

Several days before the program 
starts, cards are sent to salesmen re- 
minding them that they are “signed 
up for the advancement program to 
be held at hotel.” Each 
store in a locality is invited to send 
as many salespeople from the carpet 
and rug and home furnishings de- 
partments as they wish, free of charge. 
In addition to carpet salesmen, ad- 
vertising and display people are 
urged to attend. Buyers and assistant 
buyers are asked to come. As many 
representatives as possible from each 
department are invited so that “‘every- 
body will be thinking alike.” 


Beguile Them 


Generally, the ratio of people 
from each department depends on 
the size of the department. Meetings 
are more effective if no more than 50 
persons attend at one time, although 
the directors have successfully han- 
dled 100 men at one time. 

Meetings are held after working 
hours. There are two evening ses- 
sions, each lasting three hours. In- 
formality is the rule or, as Robert 
Burchette, a former training director 
puts it, “The idea is to beguile sales- 
men with showmanship and chatty 
demonstrations.” The director’s talk 
is punctuated with flip-chart displays 
showing harmonious color schemes, 
furniture styles and arrangements. 
Strip film is screened in a darkened 


help you need when you want to produce room. This reemphasizes the impor- 
lots of copies, quick! No mussy stencils! 


Tabes any see—ennretd @ OA" = As tance of color harmony as a selling 
tool, portrays style, fashion and dec- 


14”. Like having dozens of typists 
around! A compact machine that oration in floor covering. 
makes copies—in one, two, or up Commentary along with the dem- 
to five colors—at onetime for less Se) ee ° 
dhon 4 cnnn Ser cue. eaene onstrations explains how to bridge 
or fuss! Anyone can run it! the psychological gap between desire 
and actual purchase, how to approach 
Send for FREE BOOK! customers of various educational and 
Tells what new low cost spirit du- taste levels, and how to arouse in 
licating is, how it works—and lists customers an appreciation of the role 
cay sie vain: Redlegs —— carpets and rugs play in making a 
home attractive. 

Carpet samples are a part of the 
course, and the technical ramific:- 
tions of weave and manufacture are 
pointed up by use of these samples. 
Characteristics of man-made fibers, 
such as. rayon, are emphasized, be- 
cause currently there is a transition 
trend in which carpet consumers a 
asking about the new rug materials. 


AMERICAN PHOTOCOPY EQUIPMENT CO. 
2859 WN. Clark St., Chicago, Ill. 


Please rush me FREE Copy of book on low cost spirit 
duplicating—and full details on Apeco Speediliner. 


Name 
Firm 
Address 
City 


Offices: Chicago, 
New York, Los Angeles 


Zone State . —all principal cities 


(Continued on page 60) 
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A 120-page booklet authored by 
Mrs. Brandt, “Selling Fashion from 
the Floor Up,” is distributed among 
salesmen, plus a “Carpet Color Cue” 
wheel, a sales tool with which vari- 
rug-wall-fabric color schemes 
planned around eight of the most 
popular rug colors can be dialed, tele- 
phone style. 

The booklet, used as a supplement 
to the course, points out that “ 
This is not a school session in which 
a so-called teacher lays down a col- 
lection of rules which are supposed 
to answer all the questions... 


ous 


ratner .. . the program seeks to pre- 
sent methods which will add to the 
salesman’s tools.” 

Two representative types of cus- 
tomers ‘whose different home fur- 
nishing problems you are sure to en- 
counter—Mrs. Stout, the clubwoman, 
and Mrs. Young, the young wife 
without self-confidence” — are intro- 
duced in the booklet, and solutions 
to their problems are offered. Other 
chapters discuss good taste, termin- 
ology, periods, fashion, color. 

The course director, in suggesting 
rug color schemes and accompanying 
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appointments, sometimes meets w'th 
mild opposition from salesmen in the 
classes. Occasionally, for example, 
they may feel certain color combina- 
tions demonstrated are not the most 
desirable. When this occurs, the in- 
structor asks, “What would be a 
logical substitute?” ‘What style 
would you suggest?” In this way the 
creative imaginations of class mem- 
bers are given practical exercise. Men 
like to pit their creative skills and 
egos against those of the instructor, 
and they meet the challenge with en- 
thusiastic appetite. This is one of the 
greatest values of the course. 

When the show is completed, rug 
samples, film, projector, charts and 
easels are bundled into two cases, 
making a total of 170 pounds of 
equipment. Then the show, like a 
miniature circus, moves on to the 
next city for another two-night 
stand. In 1950 approximately 50 
cities were visited. 


Result: No Sleepers 


What about results? Is the sales 
training adrenalin doing its work? 

Whether the program makes the 
difference between a professional or 
amateur salesman, is difficult to de- 
termine at this point except by word- 
of-mouth. Course directors report 
these sessions are conducted without 
“a sleeper or a wiggler.”’ A continu- 
ing study of successful soft floor cov- 
ering operations conducted by Amos 
Parrish Co., Inc., shows that stores 
with top volume increase made more 
organized—more varied—and more 
frequent use of the sales training 
techniques than those stores with 
below-average volume performances. 

A furniture store in a medium- 
size city attributes its increase of car- 
pet sales from 14% to 18% of store 
volume principally to sales training. 
A department store attributes _ its 
sales gain of 50% mainly to its effort 
to make every salesman “a demon- 
strator.” A top New York City de- 
partment store recently wrote to one 
of the training directors: “The talks 
which you gave our rug salesmen and 
interior decorating staff were splen- 
did. We have never had a speaker 
who got such an enthusiastic response 
from his audience. After all — rug 
salesmen are not the easiest group of 
men to interest — but interest them 
you did... .” 

On October 23, 1951, continva- 
tion of the full-scale program was 
approved by the Institute’s board of 
trustees. Remarked a course director: 
“The sales training program is the 
most successful public relations ope*a- 
tion the Institute has attempted.” 
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ROBOT SELLING 


Editor, SALES MANAGEMENT: 


That series you have been running in- 
volving shopping experiences is a cons- 
tant symphony of delightful music to my 
ears 


I say that because you know how I 
have been insisting that the vast majority 
of retail floor people are not salespeople 
—they are merely attendants. In fact, I 
have said on several occasions in Grey 
Matter that there is as much unselling 
on most retail floors as selling! 


For these reasons I was particularly 
interested in the lead editorial in one of 
your very late issues—I think it was just 
a week ago. This was the editorial in 
which you remarked in the third para- 
graph: 


“A few years back we remember what 
sounded like wild predictions—that most 
retail selling would be either of the robot 
type, through machines, or in super mar- 
kets where customers helped themselves, 
that soon there would be no retail sales- 
persons.” 


I don’t know whether you had me in 
mind particularly when those lines were 
penned—but I like to believe that I was 
among the first to talk about robot re- 
tailing and, indeed, my recollection is 
that when I started on this angle some 
five or so years ago that at least some 
of the business papers were not particu- 
larly partial toward my way of thinking. 


I was equally gratified to note that 
you went on to say in this editorial that 
“the manufacturer must take over a 
larger share of the responsibility for 
store selling.” As you know, both from 
Grey Matter and from that talk you heard 
me make in Chicago, I have been iterat- 
ing and reiterating the point that as we 
have less selling on retail floors the manu- 
facturer must do both more preselling and 
More in-store selling. 


o 


I was equally pleased to hear you say 
that the manufacturer “must strive for 
more and better interior displays” and 
that he must arrange for tags and labels 
and cartons “which will answer the ques- 
tions which customers cannot get an- 
swered through today’s crop of retail 
sale-men and women.” It so happens that 
these two topics were precisely the sub- 
jects discussed in very recent issues of 
Grey Matter. I am enclosing the two 
Issues in the event they escaped your 
hotice, 


is very cheering to know that you 
anc I see eye to eye. 


E. B. WEIss 
Director of Merchandising 


Grey Advertising Agency Ince. 


New York, N.Y. 
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BUILDS MEN 


Editor, SALES MANAGEMENT: 


We couldn’t let your October 15th is- 
sue pass without commenting with en- 
thusiasm and thanks for Mr. Morris 
Pendleton’s Letter to a Junior Sales Ex- 
ecutive. 


Even if we weren’t more than usually 
appreciative of the necessity of such 
thinking at this time, due to Canadian 
conditions, it would still be the best 
thing of its kind we have seen in a long, 
long time, and we are happy for the 
boost it has provided. 


Thanks. 


C. M. KING 
The Hoover Company Limited 
Hamilton, Ontario, Canada 


(Mr. King refers to “A  President’s 
Letter to a Junior Sales Executive, p. 44, 
October 15, 1951—The Editors.) 


HERE'S MORE ON 
THE LITTLE GUY 


Editor, SALES MANAGEMENT: 


Might I add a thought to your recent 
article under the caption “Don’t Under- 
Rate the Little Guy?” 


Suppose you had 100,000 units to sell. 
Over the years, you can prove, without 
using a slide rule, that it is more profit- 
able to have 10,000 accounts selling 10 
each—total 100,000—than it would be to 
have 100 accounts selling 1,000 each— 
total 100,000. 


Just suppose you would lose 10 of the 
100 accounts selling 1,000 each, you 
would lose 10% of your business. If you 
were to lose 100 of the 10,000 accounts 
selling 10 each, you would lose only 1% 
of your business. 


Likewise, if 10,000 accounts selling an 
average of 10 each would increase their 
sales by 2 units you could very easily 
show an increase of 20% in volume for 
one year. 


100,000 units is certainly volume pro- 
duction and assuming the article was a 
$10.00 retail or $5.00 each at wholesale, 
you would come up with a half-million- 
dollar business which if multiplied by, 
say, 4 items would be profitable. It 
would also be typical of many of the so- 
called small manufacturing companies 
which right now are contributing in a 
big way to the National Defense Pro- 
gram. 


EARL W. HouGH 

Sales Manager 

Kaufman Manufacturing Co. 
Manitowoc, Wis. 
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¢ Above are represented a few 
of the national advertisers who 
have had Burgoyne pretest their 
sales, advertising and promotion 
ideas, some for a number of 
years. 


¢ For example, one manufac- 
turer checked a premium deal 
with and without newspapers in 
Cedar Rapids, Charlotte and 
Syracuse... Management okeyed 
the proven program. 


* You too can use Burgoyne 
presearch insurance on sal- 
ability of new products ... new 
packages .. . new ad themes... 
displays ... or any idea to boost 
sales. 


¢ Fit your distribution and your 
budget in one or several Bur- 
goyne recognized pretest cities. 
¢ Write for a proposal today! 
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AMAZING The ABC's of Effective 


COST-CUTTING Sales Letters: 
INVENTION Speak Softly When You Say "No" 


Records... Plays...Erases.ss 
Automatically 


BY CHARLES BURY 


Correspondence Consultant 


Perhaps the stiffest of all tests of superior letter-writing 
ability comes when you must dictate a message that em. 
bodies refusal. Here are some practical suggestions for 
handling the ticklish "no" letter with tact and finesse. 


‘Too many letters these days start 
off with such phrases as: 

“Unfortunately...” 

“It is with regret...” 

“We are sorry...” 

And then end up with: 

“Regretting this inconvenience... 

“We are sorry that this is the 
Ea 

“Again accept our apologies for 
our inability . ‘sy 

Such letters are twice-sad. They 


they remind the reader of the “bad 
news.” 

Of course not every letter can bear' 
good news. Unfortunate circum- 
stances do occur. Adjustments have 
to be refused. Applications to buy 
on credit must be denied. Dealers 
who ask for free advertising helps 
must be turned down. Also, in these 
days especially, business you would 
ordinarily give your eye teeth to get 
sometimes has to be reluctantly turned 


AMPRO Tape Recorder 


V Record Sales Meetings and Conferences! 
v Record Messages to be sent Distant Salesmen! 
V Get Verbal Shorthand...Dictate Correspondence! 


$] | g75 Complete 


Amazing Ampro 731 Tape Recorder —World’s 
Lowest Priced! Hear what you record imme- 
diately ... use the same tape over and over... 
erase or keep the message, as you desire... 
runs 2 full hours on 7” reel! This remarkable 
new tape recorder is easy to operate—easy to 


carry—weighs just 17 Ibs. See your dealer! 


* 


AMPRO S:t.,l:st 


16 mm. SOUND PROJECTOR 


$3 7500 


COMPLETE 


V Effective for Sales Training! 
V Useful Tool in Public Relations! “~~ 
V Unbeatable for Selling Intangibles! 
Ampro Stylist—a really practical projector for 


sales use! So light a woman can carry it— | 


weighs 29 lbs. So simple to set up, thread and 
run, an office boy can operate it. Runs a full 
hour without reel change. Streamline your 
selling—check and compare the features of 


$500.00 projectors with the Ampro Stylist! 


Write now for full details 


AMPRO CORPORATION 


2835 N. Western Ave., Chicago 18, Ill. 
(General Precision Equip. Corp. Subsidiary) 


8mm Cameras and Projectors AMPRO 
16mm Sound-on-film 


Slide Projectors « Tape Recorders 
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are sad at the beginning because they 
signal the reader to watch for “bad 
news —and again at the end because 


away. Requests of all kinds have to 
be answered with a “No.” 
At first glance it looks as if a “‘sad- 


How To Say "No" 


Too many apologies sound phony to the reader. Where an apology 
or a regret is necessary, a brief "| am sorry..." will usually suffice. 
In most cases, however, the letter can be written without such ex- 
pressions: 


1. Try to find something good about the other person's request 
—if it is only a "thank you” for his letter. Start on a positive note. 


2. Tell the reader what can be done. Put the good news first. 


3. If you can't do anything, soften the ''No"” by saying you "wish 
you could... but..." 


4. If possible tell him why you are refusing. Important. Don't 
dodge with "Our policy prevents ..." or similar phrases. 


5. End the letter on a constructive note: 
(a) Try to do something else for him—suggest alternative. 
(b) Assure him that he is still appreciated as a customer. 
(c) Offer to be of assistance in the future. 


Be quick to say ''YES''—be slow to say ''No." 
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Colonel Memphis is out front with one of 
the largest percentages of increase in total 
retail sales in the nation since 1939! It’s just 
another indication of the rapid strides being 
made every day by Memphis, hub of a two 
billion dollar Market. Use BOTH Memphis 
Newspapers to cover this tremendous buy- 
ing potential at an optional daily combina- 
tion rate of 57c per line. 


Source: C.M. Analyst, September, 1951 
(1939 equals 100%) 


MEMPHIS PRESS-SCIMITAR 
THE COMMERCIAL APPEAL 


Scripps-Howard Newspapers 
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sack” letter has to be written com- 
plete with “sorrys” and ‘“unfor- 
tunatelys’ and “regrets.” And per- 
haps for additional measure, the let- 
ter could be “edged in black”’ to fore- 
warn the reader before he opens it. 

But if you look hard enough, there 
usually is some kind of “good news” 
that can be told. For example, here 
is a typical turndown letter: 

‘We are very sorry that we will be 
unable to fill your order for Book 
No. | as the instock date was changed 
to the latter part of May. 

“The reason for the delay is that 
we had to make some last minute 
changes in this book, and as a result 
the book is being held at the bindery. 

“We have entered an order for 
Book No. 2 for immediate shipment 
to you. 

“Please accept our apologies for 
the inconvenience we have caused you 
in this delay.” 

“Sorrys,’ “Apologies,”  “Incon- 
venience...” “ Delays...” How 
sad! And the ‘‘good news” is buried 
in the third paragraph. Why not turn 
the letter around and say: 

“It is a real pleasure to receive 
your order for the two books. Our 
hearty thanks. 

“You'll be glad to know that Book 
No. 2 is being immediately shipped 
to you. I am sure this book will make 
for many pleasant hours of profitable 
reading. 

“Book No. 1 will also be sent to 
you shortly. We had some last min- 
ute changes on this book, and it is 
now at the bindery. But I’m sure 
you ll agree when you read it, that 
these changes make the book well 
worth waiting for. 
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This is the third in a series of 10 week continuing 
studies conducted in over 10% of all grocery store 
outlets throughout Bayonne 

10 week surveys of Margarine, Instant Coffee and 
now Soap Flakes have been tabulated by brands, 
sizes, sales, type of outlet, etc.—anmd are yours for 
the asking 


Send or call for complete details of current and 
contemplated grocery store surveys. 


THE BAYONNE TIMES 


“Bayonne cannot be soia fron the outside'' 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 


‘““As soon as Book No. 1 is off the 
presses—which should be in about 
four weeks from now — your copy 
will be rushed to you.” 

Here’s another one: 

“Unfortunately we cannot supply 
you with the dozen cases of com- 
pound that you recently ordered. We 
are sorry that this is the case, but 
circumstances beyond our control.... 

“However, if you could get by 
with three cases, we'll do our best to 
ship these to you... . ” 

Again the ‘‘good news” is buried. 
Why not turn this one around so it 
reads: 

“We'll be glad to ship you three 
cases of compound . . . We wish 
we could send you the 12 you or- 
dered. eas 

Then ‘proceed with the “ifs” and 
“buts” and ‘“‘howevers.” But put the 
good news first. Let the turndown 
wait until near the end of the letter 
when the reader has been cushioned 


for the shock. 
“Accentuate the Positive" 


Suppose there is no good news? At 
least you can wish there were. You 
can at least start the letter on a posi- 
tive note by thanking the other per- 
son for writing, and when you can 
say something like: 

“We wish we could... but... 

“Much as we would like to... 
but since...” 

“Nothing would give us more 
pleasure than to... however...” 

These phrases soften the ‘No.” 
Then you can proceed with the turn- 
down, giving a convincing explana- 
tion of why the request must be de- 
nied. Finally, instead of ending the 
letter with a “regret” or an “apology” 
you can close on a constructive note 
for the future. 

For example, an insurance client of 
mine previously wrote turndown let- 
ters which were unintentionally curt 
and abrupt, such as this: 

“This loss frequency is entirely 
too high, and we feel that this busi- 
ness has definitely proven itself un- 
profitable. Please return our policy 
for cancellation immediately.” 

To an agent who has sent in busi- 
ness in good faith and who had prob- 
ably already spent his commission 
mentally, such letters are like a slap 
in the face. When these letters were 
“face-lifted” they declined the busi- 
ness tactfully—yet kept the friend- 
ship of the agent. Such as this one. 

“Tt was nice of you to think of 

company when placing this 

I wish that the compliment 
aa be returned by carrying the 
coverage for you, but we already have 
two lines under this policy. This 


” 


type of risk has always given us con. 
siderable difficulty, so if you will can- 
cel promptly, we will try to make jt 
up to you in handling some other 
line.” 

A manufacturer turns down orders 
this way: 

“Thank you for the privilege of 
bidding on this equipment. Nothing 
would please us more than to add 
your name to our books. But since 
shortages have cut our production by 
more than 40 percent—and as much 
as we wish it were otherwise—we 
just can’t take care of another cus- 
tomer. 

“You may be sure however, that 
we appreciate your thinking of us, 
And although we must say “No” to- 
day, we shall be looking forward to 
the time when we can be of service 
to you.” 

A credit manager turns down an 
application for credit terms like this: 

“Thank you for the promptness 
with which you sent us your credit 
references. All of your associates 
spoke well of you as a business man. 

“Although Plainport seems to be 
an excellent location for a store in 
the future, we must in fairness to 
you refuse the $600 credit because 
your proximity to the big retail stores 
of New York City means that you 
must meet the competition of mer- 
chants offering a wider selection of 
merchandise at lower prices. 

“We are sure that the best way 
for you to meet this competition is 
to buy smaller amounts of merchan- 
dise for cash. This will enable .you 
to take advantage of our 2% discount 
and will give your customers a wider 
selection at lower costs. By cash buy- 
ing you will build up a credit rating 
within a few months. ... ” 

Each of these letters turns down 
a request tactfully and graciously. 
Yet there are no “sorries,’ no “re- 
grets.”” Each letter starts on a posi- 
tive thought and end on a construc 
tive one. Yet they are courteous, 
tactful, and fair, and the reason for 
the “No” is logical and convincing. 

There is no excuse for a curt, in- 
different turndown letter. Letters 
can say an emphatic “no” —but they 
can say it in a way that wins cus 
tomer good will for the day we will 
want them to say “yes!” 


(This is the sixth and final article in the 
group on sales letters by Mr. Bury. The 
first article appeared in the September 1 
issue; others in each succeeding is:ue. 
SaLes MANAGEMENT will not have reprints 
of the series as they appeared in the ma¢- 
azine. However, Mr. Bury has combined 
the same material in a booklet ca! ee 
“How to Write Great Letters,” and ! 
furnished a limited quantity of these * 
be distributed through Sates MAN‘0e- 
MENT’S Readers’ Service Bureau. Cos' 15 
35c¢ per copy.—The Editors.) 
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Booklets, Surveys, Market Analyses, Promotion Fieces 
and Other Literature Useful to Sales Executives 


Selling Grocery Products in 
Fort Smith, Ark.: Information on 
rrocery classifications made available 

the Fort Smith Southwest A mert- 
an and Times Record through 
\rkansas Dailies, Inc. It gives gen- 
eral market information on the Fort 
Smith trading area and specific data 
for grocery product advertisers and 
their advertising agencies to check. 
One section is given over to tie-in 
techniques which. produced over 12,- 
(O00 dealer tie-ins for advertisers us- 
ng Fort Smith newspapers in 1950. 
There is also a circulation analysis 
of the Fort Smith newspapers and 
competitive media. Write to Ken W. 
Howard, Arkansas Dailies, Inc., 
Sterick Building, Memphis 3, Tenn. 


"The Advertising Business:" 
Authored by Albert D. Conkey, 
president, Wolfe-Jickling-Conkey, 
Inc., it is published as a public serv- 
ice by the Committee on Education 
of The Adcraft Club of Detroit. 
Written in cooperation with Dr. 
Arthur Dondineau, superintendent of 
[etroit public schools, and Dr. War- 
ren Layton, director of placement 
and guidance, the booklet is designed 
tor use by teachers, counselors and 
students in high schools and colleges. 
Priced at 25c a copy. Write to Dale 
S. Renault, Adcraft Club of Detroit, 


37 Book Building, Detroit 26, 
Mich, 
Annual Report on Gas Con- 


struction Projects: A reprint from 
the Natural Gas issue of Gas maga- 
ze which details the growth of nat- 
ual gas in 1951. Sixty-three major 
g.. companies will spend $254,490,- 
most of which will be for ex- 
sions and improvements in  sys- 
Over $34 billion will be spent 
pipeline construction: 46 gas 
smission companies have set aside 
S/-5,394,640 for work planned’ au- 
ized, or under construction. 
! +al mileage planned runs to 13,643 
mes. Additions to existing compres- 
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sor stations, construction of stations 
aggregate 736,274 hp. Included is a 
list of cities scheduled to receive their 
first natural gas service and a list of 
compressor stations to be constructed. 
There is also a section on how the 
gas publications have kept pace with 
this growth. Write to Jay Jenkins, 
Publisher, Jenkins Publications, Inc., 
198 S. Alvarado St., Los Angeles 4, 
Calif. 


“Worth Looking Into:" A booklet 
distributed by Chase Bag Co. which 
describes the company’s purchasing 
policies, laboratory, research, engi- 
neering and manufacturing facilities. 
The complete line of containers and 
packaging materials is illustrated— 
textile, paper and film—showing how 
each type of bag meets specific re- 
quirements for industry and agricul- 
ture. There is a section on special- 
ties such as polytex bags and liners, 
barrel covers, protective papers, 
twines, slip-on barrel covers, Redi- 
Rapt tubing, crinkled or crinkled and 
pleated liners. Write to R. N. Con- 
ners, Vice-President and General 
Sales Manager, Chase Bag Co., 309 
W. Jackson Blvd., Chicago 6, IIl. 


Super Markets in the U.S.: 
Fifth report on super markets pub- 
lished by the Research Department 
of The Curtis Publishing Co., with 
the cooperation of Super Market 
Merchandising which made its list 
of super markets available for the 
study. Data include the number of 
super markets in the U. S. by states 
and regions; increase in number be- 
tween 1947 and 1951 and 1940 and 
1951; number and per cent by size 
of place; number of super market 
units by size of place in each state 
and region in 1951; number of places 
having one or more by size of place 
in each state and region in 1951; 
number in each county in 1951. 
Write to Donald M. Hobart, Man- 
ager, Research Department, The 


Curtis Publishing Co., Philadelphia 
5, Pa. 


Men's Wear Fact Book: Prepared 
by Men’s Wear Magazine to assist 
manufacturers and their advertising 
agencies in forming a sound approach 
to their advertising and merchandis- 
ing programs. It provides finger-tip 
facts and figures on the $5.6 billion 


men’s clothing market, including 
complete analytical data on _ retail 
sales volume in various types of out- 
lets and a breakdown of volume for 
the different types of men’s wear mer- 
chandise. Write to W. D. Williams, 
General Manager, Men’s Wear 
Magazine, 7 E. 12th St., New York 
Ce & 2 


KERG 


is pleased to announce 
their affiliation 
with 
CBS Radio Network 


to serve Oregon’s 


“Second Market” 


The rich and rapidly 
growing Upper 
Willamette Valley. 


KERG-CBS 
Can Deliver A 
"Buying" 


Audience 


KERG 


1000 watts, 1280 ke 
EUGENE, OREGON 


The Register-Guard Station 


Represented Nationally By 
W. S. Grant Co., Inc. 


Chilton Publications 


_ Are Leaders 
In Their Respective Fields 
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{IRON AGE serves the richest divi- 


DEPARTMENT STORE ECONOMIST’s Market is the third largest retail market in 
America, . .. with sales exceeding 14 billion dollars according to the 1948 
Census of Business. This market consists of nearly 9,000 retail stores, classi- 
fied as department stores, dry goods and general merchandise stores, and 
departmentalized specialty stores. Each store has a capital rating of $35,000 
or better, and sales volume in excess. of $100,000. 


DEPARTMENT STORE ECONOMIST reaches more key buyers, merchandise man- 
agers and other executives than any other publication in the department store 
field. More than 27,000 copies are addressed to these executives by name each 
month. The ECONOMIST’s circulation policy is based on the premise that 
the whole store team must be sold to have a manufacturer’s product ordered, 
vigorously promoted and re-ordered. Only the ECONOMIST offers the 
store-wide coverage and readership necessary to do this complete selling job. 


DEPARTMENT STORE ECONOMIST’s selected controlled circulation is designed 
to meet the high rate of personnel turnover in the department store market. 
A continual 8-way check on all names assures complete and accurate market 
coverage within the aims and interests of advertisers. 


Within its market, DEPARTMENT STORE ECONOMIST has been the recognized 
authority on store operations and merchandising for many years. It is pano- 
ramic in editorial concept, ... designed for the reading of buyers, manage- 
ment and merchandising executives. 


DEPARTMENT STORE ECONOMIST delivers more retail readers per advertising dol- 
lar invested than any other publication in the field. With the ECONOMIST, 
the advertiser reaches the influential buying factors in large, medium, and 
small stores in rural towns, suburban areas and large cities, whether sold 
direct or through wholesalers. 


DEPARTMENT STORE ECONOMIST SELLS THE WHOLE STORE 
... SELLS THE WHOLE MARKET 


CHILTON CO. (Inc.) 


Chestnut and 56th Streets, Philadelphia 39, Pa. 100 East 42nd Street, New York 17, N. Y. 


THE OPTICAL JOURNAL AND 


f the industrial field—the metal 
g industry. 


\WARE AGE, the leader in the 
, hardware distribution. 


)WARE WORLD, providing blanket 
e of the retail and wholesale hard- 
ide in the eleven Western States, 


RTMENT STORE ECONOMIST 
more key department store people 
y other business publication. 


AND SHOE RECORDER, 
10ritative publication of the shoe 
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REVIEW OF OPTOMETRY, the out- 
standing publication serving the optometric 
profession and optical industry. 


THE JEWELERS’ CIRCULAR- 
KEYSTONE, the recognized leader and 
authority of the jewelry trade. 


AUTOMOTIVE INDUSTRIES, theauto- 
motive industrial news authority in duto- 
motive and aircraft manufacturing plants. 


MOTOR AGE covers all automotive 
service and maintenance problems. 


COMMERCIAL CAR JOURNAL 
provides the greatest coverage of any pub- 
lication serving the motor truck and bus 
fleet maintenance field, with the valuable 
plus of 4,000 trade subscriptions. 


THE SPECTATOR 
LIFE INSURANCE IN ACTION, most 
quoted life insurance publication. 


THE SPECTATOR 

PROPERTY INSURANCE REVIEW, 
the magazine of influence among fire and 
casualty companies and their agents. 


DISTRIBUTION AGE, the magazine 
that integrates all phases of distribution. 


Rank in Population, Retail Sales, Income 
All Cities with Sales $20 Million and Over 


For 844 U.S.A. cities and 46 in Canada, here are guides 
to scientific selection and rating by 10 groups of criteria. 


They are arranged by population classes, states, provinces. 


The tables and charts which fol- 
low are designed as a special aid to 
marketing executives in the setting of 
sales quotas and the apportioning of 
local advertising pressure. 

They are an index to where people 
buy, as distinct from where they hap- 
pen to live. 

The information is for cities only 
(confined to municipal boundaries), 
not for county or metropolitan area 
markets. 

To the marketing man who wants 
to trace his sales down to retail store 
counters, sales volume is more impor- 
tant than mere population. For this 
study the break-off point is not an 
arbitrary population figure, but a re- 
tail sales volume of $20 million. 

For instance, Marysville, Calif., 
doesn’t look like much on a popula- 
tion list—only 8,000 people—but it 
draws from a wide surrounding area, 
and its sales volume of $33,735,000 
is 25% greater than the correspond- 
ing figure for Everett, Mass., located 
in a densely settled suburban area and 
with a population of 46,500. 

Table I divides the U.S.A. and 
Canadian cities into seven population 
groups, as follows: (1) over 1,000,- 
000; (2) between 500,000 and 1.- 
000,000; (3) between 250,000 and 
500,000; (4) between 100,000 and 
250,000; (5) between 50,000 and 
100,000; (6) between 25,000 and 
50,000; (7) below 25,000 but with 
a sales volume of $20 million or more. 
. . » Following this table is a supple- 
mentary section showing “warranted” 
rankings for city combinations ac- 
cepted as ‘multiple cities.” 

Table II lists the cities with six or 
more “Superior Points” out of a pos- 
sible nine. 

Table III (U.S.A. cities only) 
shows how cities rank within states, 
and here the list is expanded from 
the 844 used in Table I to the entire 
list of 1,621 cities contained in the 
May 10 Survey of Buying Power, 
where a sales volume of $10 million 
was the cut-off point. These cities 
account for approximately 73% of 
the total retail sales. 
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The 844 cities had in 1950 the 
following percentages of the nation’s 
people, sales and income: 

844 Cities, 
% of U.S.A. 
Population 
Retail Sales 


(General Merchandise Store 
Sales 

Household-Furniture-Radio 
Store. Sales 

Automotive Group Sales. . 

Drug Store Sales 

Net Effective Buying 
Income 


Perhaps the most startling informa- 
tion revealed by the study is the very 
high quality and quantity showing of 
the smaller city-size groups. Natur- 
ally we think of our biggest cities as 
our biggest markets, and they are, 
on a volume basis. 

But in quality many of the smaller 
cities show up better than the large 
ones, as illustrated under the caption, 
“Where Sales Are Made” on the 
Pictograph page. For instance, using 
the population percentage in each 
group as 100, the cities 25,000 to 
50,000 are better than the “over a 
million” cities in all ratios except 
General Merchandise Sales and Net 
Effective Buying Income. 

Not shown in the Pictograph are 
the ratios for the entire group of 844 
cities. They follow, with correspond- 
ing ratios for Group I, the cities with 
populations in excess of 1,000,000: 


844 Cities Biggest Cities 
Ratio Ratio 


Total Retail 
126 
125 
General 

Merchandise 169 164 
Household- 

Furniture- 

Radio .... 141 
Automotive . . 86 
Drug 127 
Net E.B.I. .. 138 


Only in income do the biggest 


cities show up better than the all-city 
group. 

The chief answer to the seerning 
paradox is, of course, that so many of 
the smaller cities have a greater reda- 
tive outside area from which they 
draw a very substantial percentage 
of their total trade. It’s not at ail 
unusual for an independent city of 
25,000 to draw most of the trade of 
another 25,000 people located in 
nearby farms, hamlets and villages, 
but big as New York City’s outside 
drawing power is, it doesn’t enjoy a 
substantial part of the purchases of 
an additional 8 million people. 
Rankings and Points 

What makes a city a stand-out as 
a sales center? 

The best measurement seems to be 
the relationship between population 
and the several sales and income 
factors. If a city has 2% of the peo- 
ple, but only 1% of the sales or the 
income, it obviously is below par. If 
it is tenth in population in a state or 
in a city-size group, but is only twen- 
tieth in sales, it can hardly be con- 
sidered “superior.” This is definitely 
true of the several retail sales tables 
and the dollar income figure, not 
necessarily true of either per family 
or per capita income. But it is the 
exceptional city which has rankings 
the same as or higher than popula- 
tion in all or even a majority of the 
other columns. 

In 1948 SM editors put this ques- 
tion to a number of subscribers: 
“What makes a city stand out as 
really good in these sales and income 
comparisons ?” 

Most of them agreed that to some 
extent it was a question which could 
be answered only in terms of the 
needs of an individual subscriber. If 
he happens tobe in the food business 
he would feel that a city with a high- 
er-than-population-ranking in food is 
a good city for him, and he might not 
care what the other rankings happen 
to be. 

Aside from such keen special i1- 
terests, the “jury” agreed that any 
city was superior if in the major'ty 
of sales and income characterist:cs 
its rankings were higher than 
population ranking. 

In this study (Table I) rankings 
are shown—by population groups 
for population and nine other facto 
Thus a city has nine opportunities * 
equal or exceed its population rar« 
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The News is 
TOPS in weekday and Sunday 


\7 circulation in the Detroit 
trading area! 


In the Detroit trading area the News pro- 
vides 103,490 more circulation than the 
morning paper, and 49,180 more than the 


; How to reach the most people for the 
other evening paper. 


lowest cost—that’s the sales problem. 
In Detroit, THE NEWS is the answer. 


The News funnels 96% of its total weekday 


N 


circulation into the concentrated and pros- 
The Ne WS is perous 6-county Detroit trading area, where 


: retail stores do 31-billion dollars business 
LOWEST in cost per 100,000 annually. You get NO maldistribution of 
trading area readers! circulation with The News—its coverage is 


densest where business’ volume is greatest! 


That’s why advertisers place practically as 
much linage in The News as in both other 
Detroit papers combined. 


464,940 
highest weekdoy cir- 
culation of any Detroit 
newspoper 
571,757 
highest Sunday circu- 


ation in Detroit News’ 
history 


Detroit News 


A. B. C. figures tor 6-month period 


ee a ae THE HOME NEWSPAPER 


owners and operators of radio stations WWJ, WWJ-FM, WW4J-TV 


Eastern Offices: 110 E. 42nd St., New York 17—under management of A.H. KUCH © Western Offices: JOHN E. LUTZ CO., Tribune Tower, Chicago 
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POPULATION—GROUP TOTALS AND PERCENTAGES 


| Number | Population 


of | in 
| Cities Thousands 


Total 


Food Store 


| Retail Sales | 


Sales 


| 


| 


Merchandise 


General 


Furn.- 
House.- 
Radio 


| Automotive 


Sales 


Drug Store 
Sales 


NetE.B.1. | Per 
in Family 
Thousands 


17,591.0 
11.5494 


9,260.8 


6 .0802 


8,978.6 


5.8949 | 


9,642.4 
6.3307 


9,333.0 
6.1276 


8,752.2 


5.7463 | 


6,050.9 
3.9727 


TOTAL ALL GROUPS 
% U.S. A. 


69,608.9 
45.7018 


BALANCE OF NATION 


% VU. S. A. 54.2982 


| 20,299,614 


14.4669 


12,197,497 


8.6928 


12,079,903 | 


8.6090 | 


12,643,198 | 


9.0104 


| 
12,243,401 


8.7255 


11,758 ,072 


| 9,870,845 


8.3796 | 


7.0347 | 


91,092,530 


| 64.9189 


35.0811 


4,627,991 
14.3741 


2,603 ,436 
8.0860 | 


2,376,286 
7.3805 


| 


| 
| 
| 
| 


2,677,180 | 
8.3151 | 


2,674,780 


8.3076 | 


2,546,297 | 


7.9085 


2,008 ,263 
6.2375 


19,514,233 | 


60.6093 


39.3907 


3,161,070 | 


18.8956 


2,288 ,582 


13.6802 | 


2,219,647 


13.2682 


1,737,165 


10.3841 


1,422,846 
8.5052 


1,189,114 
7.1080 


o 
907 ,783 


5.4264 | 


12,926 ,207 
77 .2677 


22.7323 


| 


| 


. 
| 
| 


1,273,562 | 
16.3331 | 


729,343 | 
9.3536 


732,097 
9.3890 


837,786 | 
10.7444 | 


752,852 


29.0560 


2,936,411 | 
9.9930 | 


2,116,983 | 
7.2044 


2,632,450 | 
8.9586 | 


2,673,841 | 
9.0994 


2,670,748 | 
9.0889 | 


2,733,871 | 
9.3037 


2,483,663 
8.4522 | 


18,247,967 | 2, 


62.1002 


37.8998 | 


537 ,264 
14.6873 


344,744 


9.4243 | 


336 ,675 


9.2038 


345 , 967 


9.4578 | 


316,332 | 
8.6476 | 


306 , 129 


8.3687 | 


227,798 | 
6.2274 


414,909 
66.0169 


33.9831 


31,699,430 
15.8734 


16,247,596 
8.1360 


15,729,528 
7.8765 


15,780,066 
7.9018 


14,871, 144 
7.4467 


13,365,468 | 
6.6927 | 
| 


8,458,837 | 4,620 
4.2358 | 


| 116,152,069 | 5,515 


41.8371 | 


* Only those cities with sales of $20 million or more. 


Income | 


ing. Readers consulted by SM editors 
agreed that those with six or seven 
such elements of superiority are VERY 
coop, and that those with eight or 
nine are likely to be SUPERIOR, EX- 
CEPTIONALLY WELL-BALANCED Cities. 

Remember that the ranking figure 
is not a measure of volume. A mar- 
ket can be low in quality but high 
in volume. Every market should be 
measured for both items. A striking 
example: New York City absorbs 
more new passenger cars than any 
other market, yet in terms of cars 
sold per 1,000 families it is at or near 
the bottom. 

The following table gives totals 
and rankings within seven population 
groups for the 844 cities which had 
1950 sales in excess of $20,000,000. 
The figures and rankings are for the 
city only, 

Because some cities are generally 
accepted as “multiple cities” (Usu- 
ally they run together with no eco- 
nomic or social dividing lines but may 
be separated by a river or bay.) they 
are treated in the main table as 
individual corporate entities, but in 
the immediately following supple- 
mentary table their “warranted” 
rankings are shown. Thus City A 
with 47,000 population is shown in 
the main table in Group 6, and City 
B with 23,000 population in Group 
7, but in the supplementary table 
they are shown as a multiple city 


with a population of 70,000, and 


The income figures (total Net 
ranked against other cities in Group 5. 


Effective Buying Income, per capita 
income and per family income) con- 
sist of the monies received by all the 
traditional “factors of production of 
land, labor and capital.” Included 
are wages and salaries plus the profits 
of all firms whether incorporated or 
not, plus the payment of interest, 
dividends and other types of property 
income such as rentals to landlords. 
Then, in order to indicate how much 
of this income is available for ex- 
penditure from personal income, all 
tax payments to federal, state and 
local governments are deducted. 

In connection with the Census of 
Population for 1950 a sampling was 
made of family income, and data are 
beginning to come through from the 
Bureau of the Census for the more 
important civil units. These govern- 
ment figures purport to be a medicn 
income but are necessarily lower than 
is actually the case because house- 
holders were not asked to divulge in- 
comes in excess of $10,000. 

The per capita and per family fiz 
ures shown in this study are arit)\- 
metical averages produced by divid- 
ing the total income by the number 
of individuals to arrive at the p:r 
capita figure, and by the number of 
families (SM _ estimates keyed :o 
Census figures on occupied house- 
holds) to arrive at the per fami'y 
figures, 


Sources of Data 


The basic data source of all the 
tables in this section is SALES Man- 
AGEMENT’S May 10 Survey of Buy- 
ing Power. These exclusive copy- 
righted estimates were made under 
the direction of Dr. Jay M. Gould, 
now Managing Director of Market 
Statistics, Inc., with the computations 
and rankings produced from SALES 
MANAGEMENT figures by the Inter- 
national Business Machines Corp. 

Back of the estimates stand the 
Department of Commerce and_ its 
Bureau of the Census—in that all 
SM estimates are keyed to the most 
recent official government figures. 
The population estimates are based 
upon the official 4/1/50 Bureau of 
the Census counts, modified by a 
projection of these city figures from 
4/1/50 to 1/1/51. The estimates for 
total retail sales, food group sales, 
general merchandise group - sales, 
furniture-household-radio sales, auto- 
motive sales and drug store sales have 
as their base the final figures for the 
1948 Census of Business. These are 
then projected by SM for the inter- 
vening two years through study of 
the movement of bank debits, and 
sales tax data (now available for 29 
states). 
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Prescription For Profits in Cleveland... 


Readers - 


* 
Seven out of ten Metropolitan Cleveland families 
read THE PRESS on every buying day. 


oO 


ul 


; Positive sales resuits assured by 99% circulation 
ed concentration in the Cleveland Market. 


aieh- 


Continuing PRESS market research gives advertisers 
quick and positive measurement of results. 


* CUYAHOGA COUNTY 
’ ; ~ The only daily paper that adequately covers Metropolitan Cleveland 
a “Ne 

a84., The Cleveland Press 


VEMBER 10, 1951 71 


THE TOP 844 CITIES 


[ _|e44 Cities R =] 
| a of Nation EE Wil IST 


4 


ae Ot rs 3 
General Furniture Automotive Drug Net Effective 
Merchandise Household Buying Power 


Radic 


WHERE SALES ARE MADE 


Taking the population percentage of the U.S.A. in each group 


as 100, the other factors have the following ratios. 


Furniture — 
ce Retail General Household — Net Effective 
844 Cities Sales Food Merchandise Radio Automotive Drug Buying Power 


1,000,000 & over 1264 125 fx216424 141 86277127 


~ 


RRR aaa 
Pay mee 
Soe ned 


500,000-999,999 (143 J 133. |ttaa5 2-0 2118: 


125 fe 295 


250,000-499,999 146 


Se & @ 62 82°40 2 > 


en 7 


100,000-249,000 1427 iat fo 164==: 


a 


50,000-99,999 


25,000-49,999  K146N a 


Under 25,000* 


= 


Balance of Nation R65 74 147 


*but with $20 million or more retail sales 
Don't underestimate the importance of the under-a-hundred-thousand group! 


FICTOGRAPH BY 


MANAGEMENT 
1-10-54 


more circulation 
where most people 


shop 


in Louisville for example... 


..- 18 A&P stores... 18 shopping centers... 
20,072 families are reached by Woman’s Day 
in the Louisville marketing area alone. 
because Woman's Day is sold only at AXP stores, 
ts circulation® is concentrated in and around 


hese shopping centers... right where most of your 
‘ales are made. What’s true in Louisville. is true 


i! over the country: advertising in Woman’s Day 9 
ives you minimum waste ... and maximum 


erage where it counts. Compare Woman's Day’s Sold by A&P stores in big cities and small. 

rcentage of family coverage in Louisville—11.58/% the NATIONAL magazine .. .with the NEIGHBORHOOD impact. 
with that of any other magazine and you'll see 

hy it’s dollar wise to advertise in Woman’s Day. *T otal Woman’s Day circulation 3.965.000 
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"Pocketbook Guide” 


to the BMB area covered by 


the 50,000-watt WESTINGHOUSE Station in 


PHILADELPHIA, PA. 


Represented nationally by 
Free & Peters 


NBC Affiliate 
Figures compiled from 


Sales Management statistics 


STATIONS 


WESTINGHOUSE RADIO 


Table |: The Top 844 Sales Cities, Volume and Rank 
GROUP 1:-—CITIES WITH OVER 1,000,000 POPULATION _ : The “SM” symbols mark original, exclu 


sive estimates by SALES MANAGEMENT 
POPULA- EFFECTIVE BUYING INCOME— 
TION 


1950 7p ESTIMATES 


RETAIL SALES — 1950 6D ESTIMATES 


Food General | Furn.-House. Drug | Automotive Net Per Per 


CITIES 


New York City, N. Y..... 


Ts occecenvcedssaceenes 


Philadelphia, Pa............... 
Los Angeles, Cal. 
Detroit, Mich... 


GROUP TOTALS... 


EST. 
1/1/51 


Mdse. 


| 


a 
=] 
i} 
c 


S| 


in 
Thou- 
sands 


7,965.6 
3,651.5 
2,091.8 
2,000.5 
1,881.6 


17,591.0 


GROUP 2:—CITIES WITH 


Baltimore, Md... 
Cleveland, Ohio 

St. Louis, Mo. 
Washington, D.C.... 
Boston, Mass. 

San Francisco, Cal. 
Pittsburgh, Pa. 
Milwaukee, Wis. 
Houston, Texas 
Buffalo, N. Y. 

New Orleans, La... 
Minneapolis, Minn. 
Cincinnati, Ohio 


GROUP TOTALS 


© SM, 1951 
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On DOakhwhry — 


956.8 
921.3 
865.6 
811.8 
803 .2 
777.4 
682.6 
640.8 
603.5 
587.0 
576.9 
524.7; 
509.2 


, 260.8 


| 
1) 8,648,760 
2) 4,466,363 
5, 2,340,990 
3) 2,457,353 
4) 2,386,148 


....| 20,299,614 


| 


Thou- ls. Thou- 


sands of | 5! sands of 


a 
s 

jj oc = 
Dollars jac} Dollars 1G 


,263,164, 2 912,351 
853,018} 1/1,027,625) 
513,814 3! 464,196) 
520,270, 4] 392,791) 
477,725 5 364,107) 


Radio 


Thou- 


=x 
=z sands of 
a} Dollars 


121,520 


4,627,991)... | + 


--|1.278,082 ...-| 537,264)....|2,936,411 
| ] | 


lea _| 


- 
Se 


|\={ cs 
joc 


3} 92,029 


Thou- 


sands of) 5 ©| sands of 
Dollars |} Dollars 


a2 | 
|\s>x 


Thou- 


803,815 
670,615 
302,250 
513,454 
646 ,277 


Dollars 


Family 


Capita 


114,207,875 
2| 6,499,670 
4) 3,694,119 
3) 4,131,033} 


5) 3, 166,733) 


3/5,970 


_.. 31,699,430 ..../5,949).... 1.8 


POPULATION BETWEEN 500,000 and 1,000,000 


, 135,628 
, 245,599 
,056 ,527 
,301, 151 
, 132,829 
083 , 285 
975,715 
828 ,998 
774 ,042 
752,559 
562,240 
721,097 
627 ,827 


On of | DN Ww 


12,197,497 


CON DO BW oO = HH 


280,716 224,510 
289,769 
227,694 
249 ,639 
229 , 343 
221,442 
211,884 
171,828 
162 ,668 
172,569 
113,292 
133 ,636 
138 , 956 


2,603 ,436 


110,537 


2,288 ,582 


64,211 
69,276 
77,571) 
68, 799) 
60,554) 
84,150 
46,001 
47 ,829 
56 ,034 
45 , 063 
33 ,638 
41,820 
34,397 


owe DAN WwW UW 


729,343...) 344,744 


3 
2 
4 
1 
6 
5 
7 


11 
10 
12 
9 
8 
13 


174,618 
216,909 
194 , 988 
224 , 702 
112,052 
191,477 


121,172 


| 
1,465,818 105,332 111 
1,641,757, 56,081, 61 
1,530,381) 75,698 71 
1,483,970, 26,569, 31 
1,389,536 416,154) 817 
| 16,850 12.3 
36,399, 21.8 
95,463) 101.5 
65,758 413 
12'5,027, 131.4 
13/4,982) 121.5 
115,177, 917 
85,560! 517 


CON $$ DM AhWNH 


893 ,039 
914,014 


..../2,116,983}....'16,247,596). ...|5,829) 
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“Pocketbook Guide” 


sp lit ‘ to the BMB area covered by 
“an sie 
op iO 1 K A 
1 192.88! : 
\ asi ss the 50,000-watt WESTINGHOUSE Station in 


PITTSBURGH, PA. 


Represented nationally by 


f y Free & Peters 
NBC Affliate 
S 


SSS Figures compiled from 
~ Sales Management statistics 


WESTINGHOUSE RADIO STATIONS Ine 


“Pocketbook Guide” 


to the BMB area covered by 


WBZ 


the 50,000-watt WESTINGHOUSE Station in 


BOSTON, MASS. 


(synchronized with 1,000-watt WBZA Springfield) 


Represented nationally by 
f Free & Peters 
NBC Affiliate 


Figures compiled from 
Sales Management statistics 


WESTINGHOUSE RADIO STATIONS 
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In the Pacific Northwest 
KEX covers the market 
with 50,000 watts 


Quick facts on the KEX market 


DAYTIME NIGHTIME 


Counties (BMB) . 37 41 
Population* 16,644,400 1,672,200 
Radio Families 442,900 468,900 
Retail Sales* 1,793,922 1,823,725 
Effective Buying Income*.. 2,221,658 2,243,506 


“Compiled from Soles Manogement Figures the WESTINGHOUSE station in 
Mail is REGULARLY received from ALL western Oregon and PORTLAN D, OREGON 


western Washington counties—plus California and Alaska. 


@ WESTINGHOUSE RADIO STATIONS INC. 


UP 3:—CITIES WITH POPULATION BETWEEN 250,000 and 500,000 {it :$M,<vpbels mark arial ex 


GRO 


stale | EFFECTIVE BUYING INCOME— 
TION RETAIL SALES — 1950 JM ESTIMATES 1950 577) ESTIMATES 


EST. TOTAL Food General Furn.-House. Drug Automotive Net Per Per 
CITIES 1/1/51 SALES Mdse. Radio Dollars Family Capita 


in Thou- Thou- Thou- Thou- |2 | Thou- = 
Thou- sands of sands of sands of sands of ec sands of 2 
sands Dollars Dollars Dollars Dollars Gc Dollars (65 


in in |oyy_in 
Thou- Dol- | 5 | Dol- 


=x 
[9 
| Dollars sands | lars 'é§ ce! lars 


Group 
Rank 


Seattle, Wash. 

Kansas City, Mo... 
Newark, N. J. 

Dallas, Texas 

Hempstead Township, N. Y. 
Indianapolis, Ind... 
Denver, Colo 

San Antonio, Texas 
Memphis, Tenn. 399 
Oakland, Cal. 389 
Columbus, Ohio 
Portland, Ore. 377. 
Louisville, Ky. 374 
Rochester, N. Y. 336 
Atlanta, Ga. 
San Diego, Cal. 328 
St. Paul, Minn. 
Toledo, Ohio 306 
Jersey City, N. J. 304 
Birmingham, Ala. 302 
Fort Worth, Texas 
Akron, Ohio 277 
Providence, R. |. 253 
Miami, Fla. 253 
Omaha, Neb.. 250 


472 
460 
444. 


634 .074 315 127,738 33,992 16,321 7 127,992 994,561 46,050 32,104 
768 . 068 . . 39,458 35,144 3 139,869 879,902 105,580 
634,145 : ‘ 50,600 13, 84 ,208 837,626 26,554 
706 654 . , 19, 1 181,098 816,337 55,954 
462,689 . ‘ 9, 98 ,993 ,100,233 18,802 
207 ‘ . , 153 , 182 858,486 36,431 
558 , 833 , : , 3 ° 122 ,508 674,137, 234,935 
592 , , ° ° 101,061 610,562 195,105 
220 ; ; ’ 134 , 196 632,973. 175,231 
566 . 796 . , . , 108 , 538 741,823 95,590 
468 , 137 : . ‘ ° 104 , 306 605.504 165,256 
589, 251 : , ’ 137,549 796,235 65,929 
442 930 ‘ : . , 97,770 629,068 85,642 
529 , ’ : . 90 276 567,508 105,580 
582,124 . . , 132,456 491,649 225,027 
375 292 . . : , 91,068 467,784 254,015 
174 F B 18, , 75,934 486,700 215,049 
389 , 763 ° ° 23, ‘ 97,096] 500,678 155,407 
259 510 ; : 19,781 , 30 , 983 478,083, 145,470 
377 405 , , 24 ,903 : 97,864 378,428 244,271 
129 ; , 19,424 , 87 ,543 505,215 125,570 
328 , 865 : 14,841 ,173, 77 ,675 475,487, 75,743 
344,771 ’ + 20,452 : 65,947; 376,194, 205,104 
447 .459 : 35 ,373 ‘ 106 , 267 412,282, 185,192 
318 ,235 ’ 22,814 ; 88 ,071 412,073, 135,524 


435. 


419. 


On Oak wn — 


ahoawwuenounwnmowwounuonbooaannna 


GROUP TOTALS 8,978.6 12,079,903 ° ° 732,097 ‘ 2,632,450 15,729 ,528 5,620 


OSM, 1951 


* Withheld to avoid disclosu”e. 
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IN) HARTFORD 


When You Plant Your Message on WDRC! 


@ There are some things you can depend upon. 
Like WDRC and Hartford. Again this year, WORC 
is your best buy in Hartford mornings, afternoons 
and evenings. Again Hartford sets the pace in 
New England for population groups of 100,000 
to 249,999 * — 


ist ins LA Ist iN TOTAL E.B.I. $367,560,000 
y _ Aw tomotive — oct (Effective Buying Income) 


~ Sales IST IN TOTAL RETAIL SALES $293,835,000 


Connect in Connecticut! Use WDRC, Con- 
— necticut’s FIRST Station, to sell Hartford, New 
England’s FIRST Market! 


x Is} . ro 

St in Drug Sales <j 
te 

BASIC CBS 5,000 WATTS 


HARTFORD'S RANK Represented by Raymer 


Walter Haase, Station Manager 


| N N EW E N 6G LAN D r William Malo, Commercial Manager 


Sales Management Figures 


GROUP 4:-—CITIES WITH POPULATION BETWEEN 100,000 and 250, 000 & See oe 


¥ _Sive estimates by SALES MANAGEMENT 


EFFECTIVE BUYING INCOME— 
POPULA- 
TION RETAIL SALES — 1950 GD ESTIMATES 1950 SM ESTIMATES 


EST. General Furn.-House. Drug | Automotive Net Per Per 
CITIES 1/1/51 | Mdse. Radio Dollars — Capita 


— D caceernseesitnaeciiaeentees, | ninmasetenaatanninaioae 


| 
Thou- |S ra Thou- 


} a +H | 
sands of |S sands of | 5° | sands of 5) sands of st Dol- | 5) | Dol- 
iS 


Thou- 


Group 
Rank 


Long Rensh, Cal. 

Dayton, Ohio. be 
Oklahoma City, Okla..... 
Richmond, Va.. 

Syracuse, N. Y...... 
Jacksonille, Fla... 

Wercester, WMaes............... 
Norfolk, Va. : 
Salt Lake City, Utah............. 
Tulsa, Okla. 

Hartford, Conn. ; 

Grand Rapids, Mich... . 

Des Moines, lowa 

I, OM. wo wvecdewsseves 
Youngstown, Ohio....... 
Wichita, Kans........... 

Flint, Mich... . 

New Haven, Conn. ea 
Springfield, Mass............... 
Spokane, Wash............ 
Bridgeport, Conn 

Yonkers, N. Y..... 

Tacoma, Wash........ 

North Hempstead, N. Y. 


322,697|, 


Dollars oe Dollars Ge| Dollars | Dollars Ge lars Ge | lars 


On oakwn — 


21\5,677) 
29/5, 509) 
Fort Wayne, Ind.................. ' | 178,100 34) | 19) 31,519 ° | 272,566) oje.eag 

' } ' | | 
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Using any yardstick the PORTLAND 
area is one of the major merchandise 
markets of the nation! 


Portland metropolitan area is Oregon's ONLY standard- 
metropolitan area. It is a rich, easy-to-cover market approxi- 
mately 75 miles wide and 80 miles long, where sales concentra- 
tion pays; because distribution costs...sales costs...advertis- 
here a re iil 0 re ing costs are low. The city of Portland has a per family income 


of $5,842* and a general quality S. M. index of a high 151. 


| MARKET FACTS one of the FIRST 25 markets in the nation 


Portland metropolitan area ranks 21st} in population, 21st# in 
total retail sales, and 20th for Net Effective Buying Income 
among all U.S. metropolitan areas, 


On 
PORTLAND one of the FIRST 3 markets in cities up to 
500,000 population 


g In its group Portland metropolitan area ranks 3rd in popula- 
weEGoud tion, 3rd in total retail sales, 3rd in food sales, 9th in drug sales, 


2nd in automotive sales and 5th in general merchandise sales. 


STANDARD ° ° 
METROPOLITAN AREA one of the FIRST 4 test markets in the nation 
: Advertising Agency experts{ voted Portland 4th in U. S. as 


AN D most recommended TEST-CITY, and 1st in the western states 


T H E J ie) i R M A L for cities up to 500,000 population. 


TO INSURE THE FULL IMPACT OF YOUR ADVERTISING IN OREGON'S CONSIST- 


ENTLY GOOD, ECONOMICALLY-COVERED PROFIT MARKET, USE THE PROVED 
SELLING POWER OF THE JOURNAL, PORTLAND'S EFFECTIVE NEWSPAPER. 


THE JOURNAL RANKS FIRST WITH RETAILERS...GENERAL ADVERTISERS 


The Journal’s advertising leadership grows steadily stronger. 
For instance, 1950 Media Record measurements show .. . 


IN GROCERY LINAGE... IN TOTAL RETAIL... ISPLAY 
' le IN TOTAL D 

The JOURNAL again was one of the lead- The Journal was ith among Pa- 

s in Grocery Linage among 22 daily cific Coast daily newspapers with . ADVERTISING 

wspapers in 10 Key Pacific Coast cities. a total of 8,707,519 lines...a lead ; 
IN TOTAL RETAIL GROCERY, The Journal of 1,858,659 lines over the second The Journal was 7th among Pacific 
vas 3rd with 1,260,304 lines...a lead of newspaper. Coast daily newspapers with a total 

4,240 lines over the second newspaper. of 12,032,239 lines... a lead of 
IN TOTAL GROCERY ADVERTISING, The *Sales Management Survey of Buying Power, May 10; 2,062,428 lines over the second nNews- 

urnal was 4th with 2,327,587 lines... 1951. ie 

lead 692,552 lines over the second TU. S. Bureau of Census, April 1, 195 naper. 

eae of 692,552 lines over the seconc Schon: Miasaanameds Uhunsine, tomaiites 1 it pap 

wspaper. : * 

January 1, 1951. 


FOR PROFIT The Oregon 
for SALES in Oregon... R N A L 
advertise in The Journal, J ve ] U 
the one newspaper that has its Portland’s Effective Newspaper 


circulation aimed first at ® 
Oregon’s Profit Market. means business 
Evening and Sunday 


Member Metropolitan Comic and Pacific Sunday Magazine Groups. Represented Nationally by Reynolds-Fitzgerald, Inc. 
es TES gets BPM ee % e 3 Sree 1S rie ee ees 
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“TEST TOWN, U.S.A.” RATES 


SUPERIOR! 


POINTS RATED RANK Time and again published studies have shown that South 


POPULATION Bend, Ind. is a superior market. Here is further conclusive 
RETAIL SALES i proof: The outstanding rankings at left are from Sales Man- 


agement's “Rankings By Population Groups.” But the figures 


Total .. te “II another story, as we ‘Il. Note the even pattern of the nak. 


aaa ings. Here is a stable market —one characterized by consist- 
General Merchandise .. . ent superiority in all fields. It’s the market for tests you can 
Furniture-Household-Radio trust. And it is served bv one. and only one, newspaper - 
Automotive ....... the South Bend Tribune. Write for free new market dats 
Drug ...... book entitled, “Test Town, U.S.A.” 


EFFECTIVE BUYING INCOME 


a Te ee Che 


oo 


a a Soul Mernel 
Source: Sales Management's “Market Rankings By 
Population Groups” — Cities 100,000 to 250,000. 


f 
* S 
STORY, BROOKS & FINLEY, ! Cc. Oribune The South Bend, Ind. Market- 


NATIONAL REPRESEN IFAV EV ES 7 Counties, 1/2 Million Peopi. 


GROUP 4:—CITIES WITH POPULATION BETWEEN 100, {000 and 250, ,000—{Continued) _ 


EFFECTIVE BUYING INCOME— 
RETAIL SALES — 1950 GYD estimates 1950 BY ' ESTIMATES 


POPULA- 


ST. TOTAL Food General Furn.-House. Drug Automotive Net | Per Per 
CITIES SALES Mdse. Radio Dollars Family Capita 


Thou- Thou- Thou- Sy Thou- Sy Thou- in i | in 
sands of sands of sands of |S ¢_ sands of 2 = sands of sands of Thou- Dol- 


sands . Dollars cc Dollars x Dollars Oe Dollars Se Dollars <§cc_ Dollars sands x | lars 


Gary, Ind. 134.6 152,904 32 134 25,133 8,697 43 4,038 24 ,996 222 ,898 

Austin, Texas 134 157,913 51 . 16 , 566 8,900 . * 192,434 

E! Paso, Texas 132 169,977 54 . 30,634 11,950 26 5,547 43 984 190 ,092 
Chattanooga, Tenn. 132 179,292 40 : , 133 13,284 34 4,665 40,472 184,140 

Erie, Pa. 131 175,567 24 ' 910 12,557 3,183 32,754 201 ,522 . 
Kansas City, Kans. 131. 111, 59 ; ; 6,197 4.803 36 , 588 183,574 614,533 
Trenton, N. J. 129 193, 18 : ‘ 12,000 3,593 31,787, 194,830 205,697 
Mobile, Ala. 136, 60 ' , 8,043 5,925 33,908 177,486 58 4,708 
Shreveport, La. 172, 48 j ‘ 11,951 5,518 : 232,870 96,002 
Tampa, Fla. 196, 44 ‘ ‘ 13 ,267 6,374 y 190,823 504,931 
Camden, N. J. 157, 27 4 a 17,049 2,940 : 168,238 564,793 
Scranton, Pa. 148, : ‘ 12,249 2,599 : 197,660 315,371 
Baton Rouge, La. 134, : 3 9,907 4,848 ; 192,555 415,135 
Knoxville, Tenn. 184, ' : 15,567 5,123 : 187,065 395,269 
Cambridge, Mass. 129, ‘ . 6,102 3,283 : 181,571 425,129 
Savannah, Ga. 113, k 4 ' 3,157 d 181,800 435,064 
Canton, Ohio 155. . j 11,387 3,530 : 187,151 275,553 
South Bend, Ind. 182, ° 4 12,959 4,831 7 193,288 28 5,538 
Berkeley, Cal. 106 ,83 ; . 5,991 . ‘ 226,807 105,937 
Elizabeth, N. J. 138, ‘ : 9,549 ’ ' 186,815 145,838 
Fall River, Mass. 103, ‘ ‘ 11,068 ; : 134,157 65 4,090 
Peoria, Ill. 163, , . 12,320 ‘ : 209,768 125,876 
Wilmington, Del. 194, : : 17,625 ‘ ; 230 .366 27,199 
Evansville, Ind. 7 ; 199,206 135,859 
New Bedford, Mass. 6,654 : : 136,715 644,118 
Reading, Pa. 13,860 : : 166,082 484,958 
Corpus Christi, Texas 10,981 4,3 ; 189,452 195,706 
Phoenix, Ariz. 19,091 - 176,520 465,015 
Allentown, Pa. 13,733 : : 168,824 345,343 
Montgomery, Ala. ° : 124,594 663,764 
Pasadena, Cal. : : y ‘ 14,982 a : 249,592 66,603 
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No other signal covers 

the South Bend market 

like WSBT. Radio 

sets in use are up to an 
all-time high of 32.8! 
WSBT’s share of audience 
at 66.6 is way above the 
national average. And here 
television is insignificant 
because no consistently satisfactory TV 
signal reaches South Bend. Don’t 

sell this rich market short. W rap it up 
with WSBT radio. 


| ait ‘ iI fj 


Wy Nth, 
I) Hm fapapapapaqyyyay 


30 Years on the Air 


SD 
ny ayn 
UT eT uy 


RAYMER COMPANY NATIONAL REPRESENTATIVE 


ot Rankiné City in the State 
6th Ranking City in Retail Sales 


_/S rower \ 6th Ranking City in B. B. L 


Meare’ 


But FIRST HONORS for superiority go to the 


Elizabeth Daily Journal 


AS THE SINGLE NEWSPAPER THAT PUBLISHES THE 
COMPLETE NEWS OF ELIZABETH AND UNION —— 


ac CIRCULATION 42,716 “sccm 


aidics Special Representatives: an GRIFFITH CO., Inc. 


NOVEMBER 10, 1951 


TOS! ILLINOIS CONSUMER ANALYSIS—REGULAR FLOUR 


CM OF THIS LATEST CONSUMER 
YG sw OF BRAND PREFERENCES 


The sixth ; , es ace eieteaiitie 
The sixth annual study of buying habits, place of CONSUINER ERED 


purchase, day of purchase, and brand preferences in PREFERENCES IN 
35 ILLINOIS CITIES 


om 


the following products; appliances, baking products, 
beverages, cleansers, meat products, other grocery = 
products, and toiletries. The findings included in 
this extensive survey dre based on more than 9300 


interviews with housewives... send for your copy 


today and see how your products compare with 


competitors in 35 important Illinois cities. 


At the Top In Illinois 


BEST TEST 
CITY IN THE 
MID-WEST 


MORNING STAR... RKegister-Republic 


GROUP 4:—CITIES WITH POPULATION. BETWEEN 100,000 and nd 250, ,000—{Continued) 


————————— 


POPULA- EFFECTIVE BUYING INCOME— 
TION RETAIL SALES — 1950 JM ESTIMATES 1950 JM ESTIMATES 


a | ‘ - a2 


EST. Furn.-House. | Drug \, Automotive Net Per 
CITIES 1/1/51 Mdse. Radio Dollars Family 


| | | ! 
in lo] Thou- 
Thou- sands of | 5 | sands of | sands of | 
sands ollars | Dollars 52) Dollars | | Dollars 


Waterbury, Conn. 105.9 19, 886] 29,684, 62 8, 769) 8,319 3, 201) 24,060 
Duluth, Minn... 105.7 111,335) 24,713) 58 12,929] 7,076; 2,972! | 25,282 
Somerville, Mass. 103.9 68,424) 48,472) 67 3, 931, 2,146 2,372) 16,429 
Utica, N. Y.... ‘ 103.2 138,805) 33,881 53, 14, 612 8,561| 2,828 27,240 
Little Rock, Ark. 102.7 | 140,998 22,879, 20) 31,504 7,458) 4,527) 33,248 62/4, 478) 51|1,465 
Richmond, Cal. 101.4 71,661) 25,788, 66 5,083) 5,335) 1,683 | 17,120 673, 546. 67|1,084 
Lynn, Mass. 101.1 120,755) 36,389) 60; 10,029) 5,395 3,147 22,117 148,718, 57|4,751) 491,471 


| sands of 
| Doliars Dollars 


= | XK 
GROUP TOTALS _.| 9,642.4 12,643,198 2,677,180 . 1,737, 165). ..| 837,786 345,967|... .'2,673,841].... 15,780,066... ./5,409).. . 1,637 


GROUP 5:—CITIES WITH POPULATION BETWEEN 50,000 and ° 100 ,000 


Jackson, Miss. “198.9 110,911) 92) 17,362) 11) 20,782) 39) 7,165] 42) 2,906) 11) 34,587 115,317) 127\4,104) 129|1, 156 
Albuquerque, N. M. 98.8 144,517, 13, 27,943 44 14,138. . 5| 4,758) . . 166,774, 565,345) 41/1,698 
Lincoln, Neb. 98.6 123,747; 67/ 19,421) . . ; 13 3,847 25,351 159,535) 81/4,894) 60\1,618 
St. Petersburg, Fla..... 98.2 142,279, 70 19,125 33,103 16) 3,773 24,654 162,128) 125)4,222; 45)1,651 
Lowell, Mass. 98.0 102,661, 10 28,715 9,929 2,372 11,951 117,894, 1184,416| 126 1,203 
Glendale, Cal. » 97.5 148, 179) 33,101 18,905 12 4,430 47,125 198,803, 34|5,847) 8/2,0.9 
San Jose, Cal. J ; 159,225 31,657 22,753 4,799 32,705) 150,699 994,709 611,552 
Madison, Wis. — . 124,916 16,703 4,952, 39) 25,107 159,139, 455,584 46 1,6:4 
Dearborn, Mich......... ; ; 116,888 17,966 3,154 35,463 194,947, 67,498 9/2,0°6 
Beaumont, Texas..... : 136 ,542 3,721; 8} 35,648 140,039, 864,846) 88/1,471 
Saginaw, Mich . i 118,611 3,664, 51) 23,122 145,779, 605,263 661,51 
Lansing, Mich ...... . : 159,584 | 45,060 173,997, 325,918) 20/1,853 
Rockford, Wil.. «...... ‘a . 142,871 166,224, 355,812) 301,774 
Schenectady, N. Y...... =! , 145,844 129,636 112 4,486) 107)1,3¢5 
Roanoke, Va.......... : 131,438 124,462) 824,881) 118/1,3°4 
Fresno, Cal... ..... a : 190,074) 161,968, 525,490) 341,751 
Niagara Falls , N. Y.... saa ’ 112,303 | 113,929, 1104,539) 1241,2:3 
Harrisburg, Pa... sation . 151,654 24,289 5 11,606) 2) 5, 173,015 236,135, 15/1,916 
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COMBINE HARRISBURG’S STANDING as Penn- 
sylvania’s leading Quality Market with the vast new 
area served by Radio Station WHP and you have 
a rare opportunity to expand distribution and boost 
: sales. 

Not only does Harrisburg lead all major Pennsy]l- 
vania markets in Income Per Family (6,135), In- 
come Per Capita ($1,916) and Quality of Market 
Index (148) 


a possible 9 “Superior Points” in Sales Management’s 


. . . BUT this city records 7 out of 


November 10 city rankings study. Although 18th 
nationally in its population group, Harrisburg comes 
up with such impressive rankings as 4th in total 


retail sales, 2nd in drug sales, 6th in general mer- 


REPRESENTED BY 

THE BOLLING CO. 
MEMBER 

CBS RADIO NETWORK 


Again... lts HARRISBURG! 
Pennsylvania's Top Quality Market 


WHP 


HARRISBURG, PENNSYLVANIA 


chandise sales and 5th in furniture-household-radio 


sales. , 

And now, your radio dollar goes much farther in 
this top quality market. For WHP, the dominant 
voice of Harrisburg for a quarter of a. century, is 
now welcomed into tens of thousands of additional 
homes in Pennsylvania’s rich South Central belt. It 
is the CBS station serving such markets as Harris- 


York, Leb- 
anon, etc., and assuring you 
MR 58 


CBS 


WHP 


3000 WATTS 
980 K.C. 


burg, Lancaster, 


of greater sales returns on 
every dollar you invest in WHP 
—The Key Station of the Key- 


stone State. 


Represented by Small, Brewer and Kent, Inc. 


NC. EMBER 10, 1951 


CHICAGO * NEW YORK © BOSTON »* SAN FRANCISCO * LOS ANGELES 


. .. for hard-hitting 


selling power in this 


IMPORTANT MARKET 
use the 


ITEM 


only A.B.C. newspaper in Lynn 


IT’S HAPPENED 


SINCE t& . 


1948 census ° 


Since the 1948 census, total retail sales in Columbus 
have increased 11.3%. Food sales are up 6.9%. 
Home furnishings 17.2% Automotive 52.9%! 
Columbus is Georgia's second market and one of 
the fastest growing markets in America. WRBL is 
the buy for complete coverage of this booming 
area. Contact WRBL, or Hollingbery for the com- 


plete story. S000 WATTs 


Ist in Georcias 
2no Market 


GROUP 5:—CITIES WITH POPULATION BETWEEN 50, 000 and 100,000—{Continued) _ 


POPULA- EFFECTIVE BUYING INCOME— 
TION RETAIL SALES — 1950 JM ESTIMATES 1950 SA ESTIMATES 


EST. Food General | Furn.-House. Drug Automotive Net Per Per 
CITIES 1/1/51 Mdse. Radi Dollars Family Capita 


” in Thou- Thou- = = Thou- in 

€ Thou- sands of sands of sands of 2 sands of Thou- e¢ 

| sands Dollars 5c Dollars Dollars 6 Dollars ce Dollars | Dollars |¢ sands lars |@cc lars 
— | 


Hammond, Ind. 19 88.8 114,265 22,500 19,793 6,424 69 2,258; 2 : 139,238 405,660) 581, 
Winston Salem, N. C. 20 88.2 97,841 18 ,095 14,947 6,512 48 2,741 : 129,478 73 4,980) 891, 
Huntington, W. Va. 21 ; 99, 19,665 13,687 6,204 ° ; 124,315 85'4,856) 96.1, 
Columbia, S. C. 22 5 126, 19,964 14,387 7,273 15 3,805 ; 117,807 108/4,584, 1151, 
Upper Darby, Pa. 23 2 79, 19,386 7 4,450 39 2,931 ‘ 157,056 16/6,384 231, 
Waco, Texas 24 . 116, 21,529 e A 50 2,732 124 ,034 102\4 663, 921, 
Sioux City, lowa : 113, 20,221 . ; 30 03=—- 3, 186 . 152,660| 305,940 251, 
Quincy, Mass. : , 29,725 ‘ 56 ; y 119,399 894,814) 991, 
Manchester, N. H. a , 26 ,355 i 94 ‘ ’ 113,298 104.4,643 1141, 
Pawtucket, R. I. . 21,943 : ; i 124,068; 72/5,003) 811 
East St. Louis, Ill. ‘ 22,185 ; A ; 114,208 104 4,643) 1091, 
Binghamton, N. Y. 3 , 28 , 261 , . 111,817, 111,4,509) 1111 
Newton, Mass. : ; 19,891 , $ 159,221 817,270) 131 
Springfield, II. , 5 23,819 ; q : 134,316 635,186) 481, 
Lawrence, Mass. ‘ ; 27 ,537 : ; , 98,083 124 4,283 
Columbus, Ga. B , 21,815 ; ” 106,070, 944,778 
Burbank, Cal. " : 20 ,630 : ; 95,920) 128,4,030 
Springfield, Ohio \ ; 22,527 j ' a 121,006 705,021 
East Orange, N. J. : ‘ 22,028 ° ‘ ‘ ‘ 186,989 107,030 
Topeka, Kans. : E 4 19,324 : ) 137,996, 585,308 
Bayonne, N. J. ‘ : 21,535 ‘ , 121,446) 256,042 
Altoona, Pa. : : 23,738 ; ‘ ‘ 99,946 122 4,364 
Portland, Maine a ‘ 27 .493 ‘ , : : 117,162, 934,782 
Wilkes-Barre, Pa. : ’ 20,979 } t 7 , 118,185| 95.4,770 
St. Joseph, Mo. . 16 ,467 m y | 118,425 101/4,681 
Amarillo, Texas . F 21,503 , F ‘ | 113,923) 844,869 
Greensboro, N. C. ‘ ; 18 ,857 , E P r 112,725) 615,243 
New Britain, Conn. . j 20,879 ‘ : ‘ | 110,405, 465,576 
Stamford, Conn... 7 : 21,169 J ‘ : 144,439 97,080 
Pontiac, Mich. . ‘ 27 ,609 18,246 ‘ ; ‘ 107,862 794,903 
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WSAZ 


5009 L.S. 930 KC. 


In W. Va’s LARGEST City 


Covering 28 Counties in 


WEST VIRGINIA—KENTUCKY— 
OHIO 


BMB Study No. 2 
© 92,950 families day 
© 73,900 families night 
© $472 million Retail Sales 


"More Listeners than ALL OTHERS" 
in the 


Huntington « Ashland « Ironton) 


Tri-State Market 


ABC PROGRAMS 
National Rep.... 
BRANHAM CO. 


WSAZ-TV 
Delivers EXCLUSIVE Coverage to the 


HUNTINGTON — CHARLESTON 


$766 Million Retail Sales Market* 


DO YOU KNOW that the 


HUNTINGTON — CHARLESTON 


TV Market 
Is equivalent to the .. . 


*figs. from SM ‘‘Survey of Buying Power, 1951”’ 


WSAZ-TV 


ABC-CBS-DTN-NBC 
National 
Representatives 
KATZ AGENCY 

CHANNEL 5 


HUNTINGTON 


WEST VIRGINIA'S LARGEST CITY — 1951 POPULATION: 87,300 


MARKET FOR 610,000 PEOPLE 


Situated on the Ohio River where West Virginia, Kentucky, and Ohio meet, 
Huntington is the trading’center for 610,000 people in a |3-county, tri-state empire. 
(950 Retail Sales for this area totaled $342,565 ,000. 


Source: 1951 Sales Management Estimates 


INDUSTRIAL POWERHOUSE 


Huntington is an industrial powerhouse, with over 150 manufacturing plants and an 


annual payroll of $60,000,000. 


NEWSPAPER CIRCULATION OVER 59,000 


This dynamic market is served by the Huntington ADVERTISER & HERALD- 
DISPATCH, with A.B.C. circulation over 59,000. Reflecting the steady growth of 
their market, these papers have more than doubled their circulation in the last fifteen 


years. 


The Huntington ADVERTISER & HERALD-DISPATCH 


Represented by THE KATZ AGENCY, INC. 


-OVEMBER 10, 195! 


Yes, TROY, N.Y. is a Superior Market 


IN FOOD, FURNITURE-HOUSEHOLD-RADIO, 
AUTOMOTIVE and TOTAL SALES 


"Sales Management's Market Ranking Study 


But You Must Look Still Closer For All Its Superior Qualities 


Such as: 
ITS CITY ZONE POPULATION OF 122.000 
Troy plus Watervliet, Green Island, Cohoes, Waterford and a portion of 
Latham comprise the real Troy City Zone Market 


Position in the Center of Rich Troy-Albany-Schenectady Metropolitan Area 


According to $.M.’s 1950 sales figures it showed a greater gain (13.6%) 
over the, 1948 Census of Business figures than the national gain (7.5%) or 
the Middle Atlantic gain (9.7%) 


You Reach This Superior Market Through Two Newspapers At A Single Cost 


18e per line; circulation, Sept. average 46,473; coverage 96.8% 


THE RECORD NEWSPAPERS 


THE TROY RECORD—THE TIMES RECORD 


POPULA- @D EFFECTIVE BUYING INCOME— 
TION RETAIL SALES — 1950 ESTIMATES , 1950 Sy") ESTIMATES 


EST. TOTAL Food General Furn.-House. | Drug Automotive Net | Per | Per 
CITIES 1/1/51 SALES Mdse. di Dollars Family Capita 


aE ay PMY Oy Pe ) | es aa eS 
ie in Thou- | Thou- e.| T Thou- | Thou- | = Thou- } in Sy| in 
©} Thou- sands of sands of |S) sands of sands of sands of 5} sands of Thou- | 5) Dol- 
c 


sands | Dollars =| Dollars | Dollars | Dollars |\ce| Dollars | sands (Gc) lars Ge) lor 


Davenport, lowa....... 74.5 102,900 17,330 é as | 23,660 | 139,166 
Evanston, Ill. ae te ees 73.9 108 ,838 21,414) : 31,056 147,874 
Charleston, W. Va. 73.8 140,264 26,798) ; ; 34,769 112,914 
Stockton, Cal...... 73.3 132,989 24,102 8 ,695) 32,579 132,820 
Portsmouth, Va... 73.1 71,623 17,852 ° | 16 ,682 84,431 130'3,983 
Mount Vernon, N. Y. 73.0 29,672 ‘ 20,590 195,640, 29,406 
Cedar Rapids, lowa i ? | 15,836) ; ; ; 25,864 125,268, 535,470 
Troy, N. Y.... , J 26 434 F : 24,724 112,849) 774,950 
Santa Monica, Cal. ; ; 23,235 29,793 128,304. 954,770 
Lubbock, Texas..... : y 16 ,229 45,282 104,763 984,740 
Augusta, Ga... . f i 17,913) .. ea a . 79,423, 132 3,711 
Racine, Wis....... : : 22,482 : 18,785 108,116 665,100 
Durham, N.C... : ‘ 15,422 19,993 106,607. 595,278 
Macon, Ga............... . , | 17,831 * 93,507 126 4,193 
Charleston, S.C... aie ; : 20,299 24, 28,070 94,389 116 4,431 
OSM, 1951 
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NORTH CAROLINA IS 


North Carolina Rates More Firsts 
In Sales Management Survey Than 


Any Other Southern State. 


More North Carolinians Listen to 
WPTF Than to Any Other Station. 


& NORTH CAROLINA’S 
No.1 SALESMAN IS... 


AFFILIATE for RALEIGH, DURHAM 
N B ( and Eastern North Caroline 50,000 warts 
National Rep. FREE & PETERS, inc. 680 kc. 


GROUP 5:—CITIES WITH POPULATION BETWEEN 50 000 and 100 0,000—{Continued) _ 


POPULA- EFFECTIVE BUYING INCOME— 
TION RETAIL SALES — 1950 @Y2D estimates ea ice 
D TOTAL Food General Furn.-House. Drug Automotive Net | Per Per 

CITIES 1/1/51 SALES Mdse. Radio Dollars Family Capita 

2 in i hou- = - is - la - ia - | hou- Je in 2 in |e in 

3 = Thou- |5 = ane of |3 : 4 Bh 3 e Phos sa 3 < euaiens Se con of | se ema 5 rs Thou- | se Dol- | 3 = Dol- 

5c, sands [5c Dollars 6c! Dollars \c| Dollars 5c Dollars (Sc) Dollars Sc Dollars |@jce| sands (ce! lars Sc) lars 
Lakewood, Ohio... ‘ - 64 69.0} 118 56,894 98 16,618; 108 3,248 119 2,265, 55 2,624 53 22,536] 27 136,827, 186,364) 111,983 
Wichita Falls, Texas... .. . 65 68.8] 74 87,796, 113, 15,210 69 9,847 73 5,578 41 2,919| 26 27,556] 74 106,158 495,529 651,543 
Decatur, IIl.. Paces 66 68.7] 58 96,706 65 19,613) 32) 15,937) 68 5,818! 73 2,206 41 25,001} 64; 110,744; 695,080) 521,612 
Cicero, til. : pu hese 67 68.0} 112 63,995, 109, 15,823 118 1,100 108 3,031) 103 1,626 58 21,085) 42; 120,156) 206,291; 31|1,767 
Springfield, Mo.... ee 68 67.3} 69) 88,997, 120 13,505 59; 11,741) 61 6,005 40 2,929 32 26,184) 65! 110,574) 874,829) 47)1,643 
Medford, Mass. : 69 67.2] 128 41,416 126 12,620 121 690 124 974 114, 1,378 120 7,795} 53  115,450' 136,450 371,718 
Oyster Bay Township, N. Y. 70 66.9} 114 61,240 45 21,485 117 1,204) 123 1,650 122 988 122 7,437] 20 146,177, 39,370 5 2,185 
Galveston, Texas is 70 66.9} 70 88,921; 74 18,802) 72 9,355 46 6,626) 45 2,863 81 16,525] 43) 119,617| 515,512 26'1,788 
Bethlehem, Pa.... 72 66.8} 106 67,540, 72, 18,879 106 3,525, 89 4,599, 83) 1,993 82 16,383] 63 111,556 275,998 441,670 
re : 73 66.7] 73 88,068, 25) 25,623 107 3,265 25 7,919| 96 1,770 100 14,066} 72 107,721) 28/5,985| 511,615 
Raleigh, N. C..... . 74 66.1} 48 101,500 105) 16,075) 43) 14,155) 41 6,995 29 3,188; 31° 26,190} 79 101,331; 196,294) 701,533 
Clifton, N. J. 75 65.6} 127 42,044 131 10,838) 125 238 115 2,510; 123 580 123 7,165) 51 116,965, 146,427; 281,783 
Covington, Ky. ae 76 65.5} 109 64,889 54 20,517 91 6,728! 102 3,437; 79 2,053 110; 11,600] 95 90,652 1214,379| 108 1,384 
Waterlen, l6WS...............<... 77 65.2] 64 91,224, 99 16,593 41 14,442, 34 7,348 65 2,324 76 18,236) 82 98,843 754,967) 75)1,516 
Terre Haute, Ind. ‘ , 78 65.0} 44 101,876 71 18,900 12 19,992) 64 5,911) 36 3,027 29 26,451] 83 98,215 1154,444, 761,511 
Alameda, Cal. er 79 64.8} 130 40,546 110 15,588 116 1,212) 116 2,385 71) 2,254 111 11,518] 78 102,578) 715,004) 56)1,583 
Pueblo, Colo. 7, 80 64.6] 97 71,808) 111 15,536) 55 12,232) 74 5,545). - 84 16,279] 99 89,536 119.4,411, 106/1,386 
Lancaster, Pa. : one 81 64.5) 57 97,115 61 19,929} 25 17,257) 29 7,730, 72) 2,248 87 £15,849] 67 110,231| 435,595) 391,709 
San Bernardino, Cal............ 82 64.2} 50 100,600| 59, 19,989 33 15,088 40 7,044, 32 3,137 36 25,739) 103 87,119 1234,292 111 1,357 
Oak Park, Ill. renee se .-.§ 83 64.0] 40 103,228 55 20,357 31 16,355 76 5,474 49 2,733 5 38,678] 38 122,432 216,247 17 1,913 
. 1301 * Withheld to avoid disclosure 


Chester (TF hometown daily .. . and only one. . . reaches 
Cines: the FELAUI dwelling units* in the market area of 


HS viaLe The homes of the people responsible for 


these phenomenal figures: annual manufacturing 
rce: Bureau of Statistics, Penna 


pt, Infernal Aft, Figures quoted production’ BEKMMLMEIE annual retail sales* RARER ORL), 


nts are in Chester Trade Area 


rce: 1948 U.S. Census of Business NATIONAL REPRESENTATIVES: Story, Brooks & Finley 
Z Chester Market Area 


irce: 1950 U.S. Census 
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Superior Families to Cultivate 


Holyoke families . . . drawing high wages from skilled work in more than 200 local plants... 
rate superior rankings in both per family and per capita income. But really go to town when 
they spend! 


High standards in personal and household comforts jump Holyoke well above population rank 
in food, general merchandise, furniture-household, and drug sales. Holyoke outranks thirty- 
two larger cities in food sales . . . forty-one in drug sales! 


To really get the feel of Holyoke family buying habits, check them 
against the national family averages .. . 


HOLYOKE’S 6 SUPERIOR 
POINTS 
(50M-100M Group) 

Rank 
Population 106 


Food Sales 75 
General Merchandise 99 


Drug sales 77% above... food 57% above... furniture- 
household 73% above...retail sales 29% above 


We've been saying all along that they’re good families to cultivate. The 
right word is Superior. And they’re easy to sell . . . through the Tran- 
script Telegram—read daily for news and advertising in more than 25,000 
of the city zone’s 31,800 families. 


The Holyoke Transcript Telegram 


HOLYOKE, MASS. 


CITIES 


Brockton, Mass... 
Johnstown, Pa.. 
Alexandria, Va... 
Atlantic City, N. J. 
Malden, Mass. 
New Rochelle, N. Y. 
York, Pa. 
Irvington, N. J. 
Cleveland Heights, Ohio 
Muncie, Ind. 
Wheeling, W. Va. 
Hamilton, Ohio 
Passaic, N. J. 
Greenville, S. C. 
Kalamazoo, Mich. 
Port Arthur, Texas 
Brookline, Mass. 
Ogden, Utah 
Cranston, R. I. 
Gadsden, Ala... 
Union City, N. J... 
Lexington, Ky. 
Holyoke, Mass. 
Kenosha, Wis. 
East Chicago, Ind. 
Pittsfield, Mass... 
Bay City, Mich. 
Sioux Falls, S. D. 
Green Bay, Wis. 
Joliet, I. 


POPULA- 
TION 


sands 


63.9 


6 
1 
5 
7 
6 
5 
0 
8 
3 
2 
7 
7 
7 
7 
3 
8 
7 
4 
2 
1 
4 
2 
1 
9 
9 
6 
4 
1 
1 


sands of 
Dollars 


Food 


RETAIL SALES — 1950 SH ESTIMATES 


General 
Mdse. 


Thou- |= | Thou- 


| sands of | 5 €| sands of 
| Dollars \gc| Dollars 


7,714 
25,961 
5,537 
9,393 
4,688 
813 


Represented by The Julius Mathews Special Agency, Inc. 


Furn.-House. 
Radio 


Sx 
2 3 | 
S| 
79 


Dollars 


Drug 


88 
95 
52 
14 


1,946 
1,786 
2,692 
3,807 
1,917 
1,461 
1,761 
1,593 
2,473 
1,889 
2,038 
1,624 
1,748 
2,747 
3,624 
2,192 


Furniture-Household 
Drug 
Per Family Income 
Per Capita Income 


86 
66 
88 
104 


Automotive 


Thou- 
© | sands of S€_ sands of 
oc! Dollars cc Dollars 


14,192 
17,119 
18,361 
15,231 
10,180 
21,070 
16,354 
23 ,989) 
12,191 
16 ,002 
13,914 
15,818 
14,663 
27 ,956 
26 ,397 
18 ,986 
18, 162 
14,566 
4,619 
18,914 
7,628 
18,431 
9,218 
15,001 
11,463 
13 ,958 
12,574 
24,296 
14,811 


19,142{ 118 


GROUP 5:—CITIES WITH POPULATION BETWEEN 50,000 and 100,000—{Continued) 


~ EFFECTIVE BUYING INCOME— 
1959 @y7p ESTIMATES 


Net | 


Dollars 


in 
Thou- 
sands 


78 ,597 
100,043 
89,665 
118 ,375 
94,389 
176 ,649 
108 ,053 
116 ,880 
148 ,304 
88 ,001 
89 ,096 
82 ,943 
95,329 
79,421 
108 ,536 
89,549 
122,131 
91,858 
98 , 136 
54,964 
78 ,652 
85,039 
76 ,562 
78 ,462 
70,162 
80,311 
74 ,558 
89,445 
77,951 
78 535 


Per 
Family 


Sx 
129 4,010 
24 6,063 
64 5,183 
41 5,637 
48 5,552 

1 10972 
39 5,687 
15 6,387 

48,523 
100 4,706 
80 4,895 
92 4,794 
33 5,848 
97 4,756 
38 5,712 
62 5,237 

5 7,730 
55 5,372 
22 6,172 
133 3,664 
114 4,469 
78 4,916 
88 4,815 
76 4,966 
74 4,976 
57 5,319 
83 4,873 
42 5,625 
67 5,095 
65 5,167 


©SM, 1951 


Per 
Capita 


in 

x 
Dol- ae Dol- 
| lars |\oa 


125 1, 
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METROPOLITAN MARKET! 
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Local Buying Puts Pittsfield Ahead of 
22 larger cities in Food Sales 
a 33 General Merchandise 
) ie “ Furniture Household 
seen - “ "Retail 
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. 2. a >. 57 ™ ee ' Family Income 
2 . 27 Per Capita Income 
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% IE SUPERIOR IN 7 OUT OF 9 GROUPS! 
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> i Rae ere ener 88 $ 330 56% 
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— Schedule Your Ads In 
Capita 4 
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= | lars Represented by The Julius Mathews Special Agency, Inc. 
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WDBO 


Orlando's Pioneer Radio Station Est. 1924 


ORLANDO, FLORIDA 
580 K.C. 5000 WATTS 
WDBO-FM 92 MCS 35000 WATTS 


Columbia Broadcasting System 


NATIONAL REPRESENTATIVES: BLAIR, CUMMINGS 


YOUR GREATEST SELLING POWER 


in Central Florida 


1950 Retail Sales in the 21 WDBO counties totaled 
$582,687,000*. 


WDBO has approximately 19,000 more daytime 
families and 17,000 more nighttime families who 
listen regularly (6 or 7 days or nights a week) than 
the other 3 Orlando stations combined**, 


The same report shows WDBO’s gain over the 
previous report is 20%-—and rates have not been 
increased! 


*1951 Sales Management **Current BMB Report 


GROUP 5:—CITIES WITH POPULATION BETWEEN 5: 50 000 ai and 100 ,000—{Continued) 


POPULA- 
TION 


EST. 
1/1/51 


CITIES TOTAL 


SALES 


Food 


Thou- Sy 
sands of |S = 


Dollars occ 


in | Thou- 
Thou- sands of 
sands Dollars 


Asheville, N. C. 
Orlando, Fla. 

San Angelo, Texas 
Laredo, Texas 
Alhambra, Cal. 
Jackson, Mich, 
McKeesport, Pa. 
South Gate, Cal. 
Berwyn, Ill. 
Lorain, Ohio 
Woonsocket, R. |. 
Hoboken, N. J.... 
Aurora, Ill. 

Lima, Ohio 
Warren, Ohio 
Eimira, N. Y. 
Norwalk, Conn. 
Bloomfield, N. J. 
Dubuque, lowa 
Battle Creek, Mich. 


94,115 30) 
101,057 j 35 
68,878 
45,468 
70,342 
89,374 
87,174 
37,321 
40,687 
59,844 
54,628 
50,013 
74,988 
74,613 
69,021 
82,001 
54,280 
37,258 
65,075 
82,155 


SOs Sewanee weaNwowoouwsoy ss 


GROUP TOTALS 


GROUP 6:—CITIES 


Chicopee, Mass. 
Rock Island, Ill. 
New, Castle, Pa. 
Muskegon, Mich. 
Compton, Cal. 
Lower Merion, Pa. 
Lynchburg, Va. 

Fort Smith, Ark. 
Ann Arbor, Mich. 
La Crosse, Wis. 
Haverhill, Mass. 
Waltham, Mass. 
Royal Oak, Mich. 
Abilene, Texas 
Anderson, Ind. 
Riverside, Cal. 
Highland Park, Mich. 
Inglewood, Cal. 
Tuscaloosa, Ala. 
Miami Beach, Fla. 
Everett, Mass. 
Santa Ana, Cal. 
Tucson, Ariz. 
Colorado Springs, Colo. 
Santa Barbara, Cal. 
Council Bluffs, lowa 
Wilmington, N. C. 


OSM, 1951 


12, 243, 401 2,674,780 7, 


28,210, 155 8,725) 215 
54,446 55 , 353 
66,494 15 ,237 
83,601 365 
59,077 

52,403 

60,886 

64 ,936 

73.146 

63 , 388 

51,843 

53,623 

55,831 

73,503 

62,756 

66 ,332 

91,774 

75,355 

40,187 

116 ,623 

26,985 

70,795 

107 , 102 

65,444 

75,299 

48.414 

54,394 
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RETAIL SALES — 1950 JSM ESTIMATES 


General 
Mdse. 


sands of ec 
Dollars 


EFFECTIVE BUYING INCOME— 
1950 @|y7p ESTIMATES 


Furn.-House. 
Radio 


Drug Automotive Net Per Per 


Dollars Family Capita 


Thou- |< 


Sy Thou- S| Thou - |\oy Thou- 2 


sands of | 5<| sands of| 5 | sands of 3p Dol- ae! Dol- 
Dollars Ge Dollars Ge Dollars ofa c| lars | lars 
76 ,464 1074, 606 
82,305 90/4,813 
73,095) 113 4,484) 
48,983) 1313,950 
72,941 120,4,394 
92,634 505,514 
82,262) 365,753 
65,038, 117.4,419 
94,898) 176,369) 
79,360 37\5,751 
69,441 106,4,629 
68,793) 109.4,556 
89,732, 475,573 
74,073, 91/4,810, 
84,806, 266,015 
75,245, 103/4,645) 
96,325 126,508 
104 ,008 7 7,273 
79,960 445,592 
85,450 545,374 


oe 


5,800, 38. 
6,575 22 
* | 


2,957 56| 
3,436 22 
* | 


95'1,440 
62) 1,550 
104 1, 387 
133; 933 
102) 1,392 


55/1,586 
123/1,271 
22/1,832 
68/1,535 
115 1,351 
117 1,341 
33 1,756 
91/1,461 
42|1,676 
83/1,490 
16 1,915 

7/2,076 
53/1, 956 
39|1,709 


1,083 
2,206 
1,653 
1,575 
1,657 
1,160 
1,423 
1,035 
2,980 


5,530 
3,288 
1,965 
2,709 
4,499 


|... ./2, 670, 748 


1,422,846)... .' _752, 852 316, 332 14,871,144 §,345).. ...'1,593 


POPULATION BETWEEN 25,000 and 50,000 


505| 213) 
,201 143 


709) 189 
2,189 54 
5,063 65 
4,902 9 
2,366 
2,249 


858| 210 
1,594 
1,475 
2,749 
1,464 
2,040 
2,286 
1,586 
3,712 
1,237 
1,029 
1,657 
2,027 
2,050 
2,020 
1,731 
3,406 


201|1, 254 
46/1,720 
172'1,370 
86 1,591 
174 1,368 
11/2, 128 
197 1, 262 
213/1,222 
18 2,015 
166 |1, 384 
202) 1, 249 
66/1450 


133/4,831 
715,495 
131/4,849 
88 5,278 
142/4,754 
10|7,395 
162 4,621 
218 3,978 
19 6,680 
169 4,550 
207/4, 184) 
30 6,223 
11\7,240 
211 4,092. 
165 4,598 
126 4,919 
266,449 
69 5,514 
224 3,912 
82 5,373 
72 5,490 
140/4,762 
63 5,604 
192'4,330 
79 5,406 
166/4,583 1611, 
60,827 2054,224 1821, a 


° Withheld to avoid ‘disclosu e. 


5,675 5 
16,291 
13 ,966 
16,813 
19,374 
18 ,825 
13,218 
23 ,342 
13,860 
12,082 
9,382 
7,690 
14,153 
27 ,486 
17,478 


Bn 
23 


1941, 284 
1141, 507 
94 1,567 
22/1936 
56/1, 701 
233/1,076 
23/1, 933 
133 1, 464 
94/1, 567 
501,714 
108 1,525 
291 a 
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SALES MANAGEMENT 


29)1.778 : 


191,980 


NE 
ES 


Per 
apita 


3 WON'T GET YOU 80 


(With Apologies to Miami Herald, Florida Times-Union and Tampa Tribune) 


BUT ONE WILL GET YOU 4 


In Central Florida, There is One Dominant Buy . .. The Sentinel-Star . . . It Prints More 
Citrus News Than Any Other Newspaper in Florida ‘and Citrus is King in Central Florida . . . 
It also Prints More Central Florida News Than any Other Two Newspapers . . . And Central 
Floridians Like to Read About Themselves, Their Towns, Their Activities. 


Orlando Papers Sell to one cut of THREE Residents in its Area . . . Tampa, Miami and 
Jacksonville Papers combined sell to ONE out of 20 Residents in Central Florida. The four 
counties of Central Florida covered by the Sentinel-Star show a 46.1 pet. increase in popula- 
tion . . . These Orlando newspapers show a circulation increase in these four counties of 


SENTINEL-STAR 


"Bible of the Florida Citrus Belt" 
ORLANDO DAILY NEWSPAPERS, INC. Orlando, Florida 


Represented Nationally by 
BURKE, KUIPERS & MAHONEY 


NEW YORK CHICAGO ATLANTA DALLAS SAN FRANCISCO OKLAHOMA CITY 
Represented in Florida by: V. J. OBENAUER, JR., Jacksonville 


NORWALK, CONN. 


SCORES on EVERY Count 


With top scores all across the board, Norwalk is doing all right . . . rates special 
attention when lists are being made up, But don’t overlook the promise of even larger 
sales in the city’s high buying power per family... 


With 50,300 people, Norwalk is bracketed with 129 larger cities in the 50,000 
> to 100,000 group. Even so, only ten of these larger cities equal Norwalk’s income per 
family! In the whole 50M-100M group only a slim few cities can be sold as much 


merchandise per family as Norwalk. 


Norwalk has what it takes to produce a sub- 
stantially higher volume of sales ... and it con- 


tinues well above average, All that’s needed is local 
push to your selling! a 0 Wel 


The Norwalk Hour is that local push to your 
sales booster in Norwalk and its rich mid-Fairfield 


trading area. 


Represented by The Julius Mathews Special Agency, Inc. 
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IN GREENWICH, CONNECTICUT 
WHERE the average family has 68% more to spend than 
the average U. S. family.* 

Your advertising dollars will work harder in this super 


rich market that is covered effectively only by the 
Greenwich Time. 
S T () * Y Investigate the Greenwich market. 
*Sales Management 


GREENWICH TIME: 


Often called "The best suburban daily newspaper in America” 
National Representatives: Bogner & Martin, New York and Chicago 


GROUP 6:—CITIES WITH POPULATION BETWEEN 25,000 and 50,000—(Continued) 


TIVE BUYING INCOME—_ 
Poon SM | “= a senate. 
TION RETAIL SALES — 1950 ESTIMATES 1950 SM 


EST. TOTAL Food General Furn.-House. Drug | Automotive Net | Per Per 
CITIES 1/1/51 SALES Mdse. Radio | Dollars | Family Capita 


in 
q| Dol- 
c | lars 


Thou- = Thou- |e | Thouw- = Thou- <= Thou- |= _| Thou- 
Thou- sands of | 5©| sands of \Se sands of |S) sands of | S| sands of| Se! sands of | Thou- 


sands Dollars \¢5c| Dollars || Dollars (Sc! Dollars Sc Dollars Sc! Dollars 


a 
is 
|o 
— 
iS 


| 


Williamsport, Pa... 45.6] 38 64,863 25 14,730 8,995 4,559 52 1,605, 90 12,587 71,318, 120'4,987 
West Hartford, Conn. 45.1] 166 38,370, 40 13,234 . 104 2,721 44 1,681, 133 10,413} 111,126, 5/8, 890 
Arlington, Mass. os .7} 230 25,748 151 8 ,856 733 861 178 908 7,599 79,790' 206,594 
Pensacola, Fla. 11,485 6,111 | 2,683, 31! 1,862, 21,954 62,033) 129 4,884 
Meriden, Conn. 12,647 3,744 3,131 130 1,116 10,106 63,092, 139'4,780 
Montclair, N. J. 15,692! 1,782 3,022 1,470) 15,487 117,083}  3'9,367 
Hamtramck, Mich. 12,646 7,566 6,893 1,759) 13,895 57,548; 77/5,429 
Mansfield, Ohio 13,325 11,599 3,907 1,409) 11,664 75,670 59/5647 
West Palm Beach, Fla. 16,494 9,297 6,923 2,812) 32,381 79,781, 705,502 
White Plains, N. Y.. 30,721 9,138 8,575 2,087) | 25,423 131, 362! 2,10426 
Elgin, tl. 12,570 10,393 1,519 12,969 76,384) 495,787 
Jamestown, N. Y. 16,219 : 8,259 e 1,475 12,343 65,604) 173 4,524 
Salem, Ore. 13 ,488 10,518 1,732 27,276 63,962) 186\4,381 
West Allis, Wis. 12,845 2,439 1,119 13,625 73,037, 365,987" 
Fitchburg, Mass. 13,999 5,215 : 9,958 63,261) 109 5,102 
Sheboygan, Wis. 10 ,020 11,784 11,232 64,672) 114 5,053 
Plainfield, N. J. ‘ 19,962 9,175 16,950 83,526, 166,791 
North Little Rock, Ark... 8,292 . | 18,756 49,916, 230 3,810 
Newport News, Va.. 14,344 10,220 15,541 55,295| 164 4,608 
Salem, Mass. 16,497 . : 67,065 62'5,636 
San Mateo, Cal. 9,334 : z 86,284, 156,794 
Euclid, Ohio 8,473 * 90,477, 77,868 
Meridian, Miss. 7,626 . 41,947) 241:3,178 
Rome, N. Y. 10,919 E : 52,583| 171 4,533 
Lake Charles, La. 6,188 A ’ 73,451) 415,923 
Quincy, tl. 10,597 : 61,970) 148\4,695' 
Perth Amboy, N. J. 15,758 e ; 2 51,202, 178.4,491 
Poughkeepsie, N. Y. 24,340 y 5 60,215 158 4,632 
Lewiston, Maine 12,707 y : . 49,046, 187 4,379 
Oshkosh, Wis. 12,340 ‘ ; 53,737 208 4,134 
Greenwich, Conn. 11,100 : , 89,639} 97,597 
Zanesville, Ohio 11,499 : : : 59,554 157'4,653 
North Bergen, N. J. 8,287 j s 69,823) 515,770 
Taunton, Mass. 9,631 J 54,660 132 4,837 
East Cleveland, Ohio 9,829 : . 83,149, 296,299 
High Point, N.C. 9,570 , ‘ ‘ 53,217, 161,4,628 
Kearny, N. J. 10,328 : 65,892) 47/5,831 
University City, Mo. 10,082 , 88,159 68,088 
Richmond, Ind. 10,693 : : 60,391, 135 4,793 
Champaign, Ill..... 8,621 F : ,096| 74,693, 256,495 
Chelsea, Mass... . = 14,891 ; : 54,331; 73/5,488 
Great Falls, Mont............... 10,827 60,034, 150.4,690 
Waukegan, III. 11,841 ; , ; 64,267, 615,637 
Tyler, Texas... ode 10,448 s 63,003; 106 5,122 
New Brunswick, N. J...... 17,681 58,391) 100|5, 167 
Kokomo, Ind. ee 9,401 ‘ : 51,587) 202/4,263 
ee ; 12,383 : ; 123, 64,288; 855,313 
Monroe, La..... Ope é m 7,635 d 55,170) 175 4,522 
Orange, N. J.... . ert . : 15,413 ; y ‘ 73,515 226,564 
Joplin, Mo. paint a de cekies J : 10,439 & , - ’ 53,781 215 4,074 
Norristown, Pa. chee habodaked ° ’ 11,333 ‘ 55,341, 995,172 
Fargo, N. D. areas } ; 7,695 ; ‘ . 64,049, 87\5,293 
Union, N. J. J y 8,944 , 68,631, 286,355 
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Per 


W hen Planning Your Advertising .. . 
Take Advantage of the Big Margins Offered hy 
= THE SALEM CITY ZONE MARKET 


Population Families Ret. Sales Food Genl. Mdse. Furn-Hshld 
147.7 39.35 $153,905 46,210 10,636 6,254 
(IN THOUSANDS) 

Autom've Drug Total Income Per Cap. Inc. Per Fam. Inc. 
22,288 4,635 222,772 . 1,508 5,625 


These big margins emphasize the real proportions of the Salem market... 
a solid city zone of 147,700 people living in Salem and the prosperous commu- 
» nities hugging its boundaries. 


Massachusetts’ BUSIEST LARGE CITY 


Shopping in Salem stores by city zone families boosts the city’s sales to 


record tempo—71% above average for a city its size! No other Massachusetts 
city in its population group or larger can keep up with this pace. Food sales are 


iim even higher .. .84% above. 

35'1,805 FF 

22.972 SALEM, MASSACHUSETTS 

41,736 FE CITY ZONE 

e | Plus spending to meet the 147,700 POPULATION a 
vie f living needs of more than 147,000 S. i. Survey tent 

34/1461 : 

181,504 

“ed people piles up a total retail sales i 

atm pf volume of $153,905,000 through- a o 
21,578 ° e t 

6208 f OUt the entire city zone. voxroro 

102,144 

11; 994 

)2/1, 249 

21.75 Surest way to keep your prod- 

9 1,479 : 7 = 

size) uct in step with Salem’s tempo and 32. 
7111 the opportunities offered by its SB 

S2'f big, responsive city zone is a 

55/1, 703 ° ° 

xia Schedule in the Evening News... 

14 2,048 a 

61a only newspaper intimately and 

72.193 © - ; ; 

72) thoroughly covering this market. 

28 1,872 

a i, As b > — Ce me .) | | ke le 
09 1 516 

$f SALEM 

B1 1.595 

27 1 482 

B51 316 By 

=| EVENING NEWS 

531 411 & 

27 1 885 

691.379 SALEM, MASS. P. 

48 1 430 

ae = 7 Represented by 

sclosure. The Julius Mathews Special Agency, Inc. 
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TOO BUSY 


Up here in the Little Falls market, con- 
sumers and retailers aren’t concerned about 
such things as market “superiority”. They’re 


too busy buying and selling ... plenty. Food, 
for example... 


Grocery store sales are 73% above average 
for a city this size. Total retail sales 36% 
above. Prosperous wage-earners in Little Falls 
and nearby towns... as well as farm families 


in the area... use the bulk of their income 
for purchases of staples and comfortable home 
accessories. 


The Little Falls Times . . . with circulation 
almost two and a half times the number of 
city families ... does a superior coverage and 
selling job... assuring a generous response 
to your brand advertising at low cost. 


Little Falls Times LITTLE FALLS, N. Y. 


Represented by 
The Julius Mathews Special Agency, Inc. 


GROUP. 6.—CITIES WITH. POPULATION BETWEEN 25 000 and 50 000—(Continued) 


EFFECTIVE BUYING INCOME— Ms 


POPULA- 
TION 


GyD 
at 
CITIES 1/1/51 
in 
| Thou- 
sands 

West New York, N. J. 
Danville, lil.. 
Cumberland, Md. : 
Watertown, Mass...... 
Moline, Ill... . 
Muskogee, Okla. 
Wyandotte, Mich. 
Biloxi, Miss... 
Pine Bluff, Ark. sida 
Independence, Mo..... Rewaaen 
PN Oe Wiseerecccsceascoesn 
Portsmouth, Ohio 
Revere, Mass. PYRE Sy Pe 
Spartanburg, S.C... ... 
Fort Lauderdale, Fla. 
Hagerstown, Md 
Brownsville, Texas. . 
East Providence, R. | 
Bristol, Conn.... 


Enid, Okla... 

Eugene, Ore. 
Steubenville, Ohio 
Woodbridge, N. J 
Elkhart, Ind... ... 
Lafayette, Ind..... 
Hazelton, Pa,........ 
Pomona, Cal..... i 
Petersburg, Va........... 
Superior, Wis........ 
Alexandria, La... .. 
Danville, Va. 

Nashua, N. H. 

Norwood, Ohio 
Bakersfield, Cal 
Fayetteville, N.C............... 
Lawton, Okla 


Bellingham, Wash 

Boise, Ida 
ee eee 
Manchester, Conn 

Everett, Wash 

Marion, Ohio 

Appleton, Wis.................. 
Bloomington, Ill 

Middletown, Ohio 

Lafayette, La 

Ottumwa, lowa 

Hutchinson, Kans 


44,753 
60,592 
57,543 
36 ,023 
53,175 
39,656 
47,295 
20,135 
43,074 
27,107 
47,786 
51,112 
22,058 
74,144 
74,254 
51,971 
33,584 
25,585 
33,415 
46 ,801 
58 ,809 
53,617 
83,742 
55,760 
21,061 
48 ,009 
54,222 
45,619 
53 ,403 
41,144 
36,209) 


RETAIL SALES — 1950 BY ESTIMATES 


Food | General 
Mdse. 


Thou- |2 | Thou- 
| sands of | 5) sands of 
| Dollars Goce} Dollars | 


| Furn.-House. Drug | Automotive 


| Thou- 
sx xt 
5 €| sands of 5 sands of 
| ‘Dollars \é5c£| Dollars | oe Dollars 


14,426 184 2,184 


10,693 


4,933) 160 998 
10,359, 13, 4,464, 17| 2,186 
13,791 4,101) 1,579 
16 ,287 475) 201! 780 
11,444) | 91) 3,013) 33) 1,773 
8,113 : * * 1,561 
10,162 ’ | 2,237] 

5,252 1,056) 

8,539 + | 

5,993 

11,268] 

10,235) 


1959 SM ESTIMATES 


Net 
Dollars 


in 
Thou- 
sands 


61, 747 
60,979) 
57,797) 
67,462 
65,848) 
48,218) 
57,002 
30,225) 
41,100 
52,622 
52,584, 
52,061 
49,273 
49,774 
55,685 
53,581 
30,094 
58 ,853| 
55,334 
50,851! 
62,098 
54,673 
61,880 
62,400) 
49,051) 
52,707 
57,543) 
59,184 
65,664 
40,132 
48,209 
45,361) 
43 , 596 | 
43,366) 
65,261, 
73 ,462| 
38,891) 
42,683) 
57,166 
51,017) 
55,332, 
45, 700) 
59,892) 
42,281 
48,783 
57,753 
44,926) 
55,178| 
65,394 
57,490) 
36,794) 
45,662 


| Family 


' 


Per 


io 
=| 0 l- 
| lar 


84'5 a 
156 4,655) 
86'5,302| 
14/6, 884! 
57'5,677) 
227/3,827| 
52/5, 758| 
243'3,116| 
240 3,369| 
199'4,278 
148|4,695| 
127/4,911! 
122 4,977, 
143\4, 740) 
153'4,679| 
138'4,784 
245/3,040! 
58/5,659. 
64/5,589) 
167|4,581| 
605,645 
188 4,374 
112'5,072 
27 6,433| 
89 5,274 
136 4,792! 
98 5,184, 
21/6,576| 
48 5,811, 
225 3,859. 
184/4,423) 
193'4,320 
177/4, "4941 
1764, 517) 
32\6, 157 
17/6, 740| 
210/4,094 
226 3,845) 
94)5,245 
152) 4,680 
111| 5, 076 
213 4 080) 
11914 991) 
219/3,951| 
121/4, 978 
103) 5, 157 
19314, 1320) 
78\5,410) 
35) 5,999) 
40 5, 927| 
223 3,914) 
197/4,308 


Per 


| Capita 


Es 
2 
or & | lars 

1,608 
pn 
113/1,513 
38/1, 780 
43/1,742 
195|1,279 
109|1,516 
247| 806 
230/ 1,096 
155| 1,407 
156 1,406 
1631, 392 
183 1,321 
181 1,338 
117 1,505 
137 1,456 
246 820 
77\1,608 
109 1,516 
160) 1,397 
53/1,706 
119] 1,502 
57\1,700 
47\1,719 
177|1, 355 
137)1,456 
82/1594 
68/1,644 
34)1,824 
226|1, 121 
175|1 ,358 
193 1,285 


Mishawaka, Ind 
Butte, Mont. 
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50,694) 172/4,526 
45,426) 151 4, 683, 1761, 
53,366) 1884,374 83\1,° 
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perous small towns. 


Moderate Advertising Investment Goes Far 


IN THE NORTHAMPTON MARKET 


@ ® ®@ Northampton is the key to Hampshire County's $67,486,000 retail sales. 


@ @ @ This city is the lively and attractive shopping center for an unusually diversified but well balanced economy 
big-name plants in varied industries with more than 9,800 wage-earners, modern farms, famous colleges, pros- 


@ @ @ The Hampshire Gazette parallels this ideal living and shopping patter with 70% coverage of the entire ABC 
trading area—enables you to sell the year-round .. . or test . . . with excellent results at low cost. 


DAILY HAMPSHIRE GAZETTE 


NORTHAMPTON, MASS. 


——' Represented by The Julius Mathews Special Agency, Inc. 
== — GROUP 6:—CITIES WITH POPULATION BETWEEN 25,000 and 50,000—{Continued) 

POPULA- EFFECTIVE BUYING INCOME— 
mad TION RETAIL SALES — 1950 @YZD estimates 1950 @iy7p ESTIMATES 
serena meen reas oc eeagy 
vita EST. TOTAL Food | General | Furn.-House. | Drug Automotive Net | Per | Per 

- CITIES 1/1/51 SALES Mdse. | — Radio | | Dollars | Family | Capita 
Dol | x, Net sho, fa) tities fac | i ec) oc ae Ce 
= —% —" - lel - - c - - a. - | 
lars 26| Thou- 3e| emis of \3e sands of | 2 sands of | 2 =| cnnaeat 2% | sande of| 2 Phin 2% The- \3¥ Dol- 2 | Dol- 
ol Gc} sands |Sc| Dollars joe Dollars |c| Dollars |G | Dollars Se | Dollars Ge | Dollars }c| sands |é5cc| lars Sa | lars 
’ —s eo en eee oceans cet (aie | omens 
588 | Te, 134, 33.5] 18) 75,000) 87, 10.783 |  * | 28) 4,807; 2] 4,450 | 8 42| 67,737| 38)5,942) 17|2,022 
1513 Burlington, Vt................... 137, 33.4) 90} 49,325] 104) 10,247) 67) 6,842) 41) 4,114) 154) 1,010 101| 12,072] 137| 49,065) 101 5, 165| 131)1,469 
1,780 et ae 138 33.3] 242) 21,375) 62) 12,022; ..| * 194 = 1,279) 227) a | CU 36 71,528) 8|7,775| 9 |2,148 
1742 BERGE FMS sido kode dike sa cce 139, 33.1] 130, 43,131) 111| 10,074) 162) 3,367 102 2,753| 170 959| 109) 11,426] 151| — 47,499| 173|4,524) 145|1 436 
1279 Paducah, Ky............eeeeeee. 140, 33.0] 123) 44,056) 200, 7,565) ..| * mt * | ..] © | 72} 13,784] 199) 40,359) 214\4,077| 211/1,223 
518 Amsterdam, N.Y.................] 141] 32.9) 125) 43,689| 81| 10,936| 137, 3,938 125 2,380| 185) 872| 169 8,360] 193 40,796) 204)4,250) 205)1,240 
808 Newport, R. I...............0000- 142, 32.8) 217, -29,747| 128) 9,519) 188 1,889 190| 1,418) 179) 906| 213} 5,464) 87) 58,056) 455,864) 40/1,770 
096 Belleville, N. J.............0000- 143, 32.6) 248/ 20,034) 204 7,430) 222) 426 210 777| 223, 532| 203} 6,004] 125) 50,986) 685,542) 97,1,564 
|, 407 ee ere eee 143] 32.6) 88) 49,436) 83] 10,852 102} 5,116) 30, 4,676 118, | 1,170) 74) 13,601] 172, 44,043} 181/4,449| 178/1,351 
408 Cheyenne, Wyo................66. 145) 32.5] 119) 44,851| 167) 8,463) 144) 3,725| 134 2,256 ..| * 60| 14,233] 63, 62,693) 765,452) 24)1,929 
| 392 Newburgh, N. Y................ 145, 32.4] 48) 60,078) 21) 15,430, 74, 6,218) 45, 4,042| 125, 1,131] 59| 14,243] 166, 44, 680| 198 4,296, 169|1,379 
| 301 Columbia, Mo.................... 147; 32.2] 169, 37,765| 224) 6,542 174, 2,648) 183] 1,571] 75) 1,438 164) 8,570] 146, 48,322) 1175,035| 120'1,501 
338 Clarksburg, W. Va............... 147; 32.2) 78) 52, 598] 144, 9,082) 61) 7,166} 46) 4,032] 140, 1,065) 84/ 12,794] 150, 47,720| 125}4,920| 127|1,482 
505 Billings, Mont.................... 147) 32.2) 45| 61,026] 119) 9,799) 109) 4,876) ..| * 49} 1,634) 29! 17,239) 101) 55,223 755,468) 49/1,715 
456 Bangor, Maine.................. 150} 31.9} 75) 53,388) 116 9,895 30 9,118! 66) 3,473) 172! 951| 36 16,350) 140 48 ,935| 104/5,151 105|1,534 
820 Galesburg, Ill................00. 151 x) 99, 47,948) 150, 8,924) 54| 7,540, 114) 2,491 81, 1,405} 121) 10,776) 153, 47,287) 134/4,825| 126 1,487 
608 Ashland, Ky................06. 152, 31.7] 185, 35,595] 179, 8,233, 93, 5, 354| 116, 2,466) 149) 1,025) 137, 10,195] 216 36,709) 195/4,319) 23,1, 158 
516 Wilkinsburg, Pa................. 152) 31.7] 192) 34,429 156/ 8,691) 202) 1,391| 173) 1, 694/ 117; 1,185] 45) 15,386] 34) 72,308) 127,231) 62,281 
| 397 Anniston, Ala.................... 184) 31.6] 170 37,576) 185) 7,969} 156) 3,570, 145] 2, 157| 169) 959 64, 14,118] 228} 33,085) 233 3,636) 235|1,047 
708 Lakeland, Fla............0...... 155) 31.6] 106, 46,888) 121| 9,728 128} 4,234] 84) 3,104, 62, 1,516] 61 14,229] 156, © 46,452| 1434,740| 130|1,470 
502 Newport, Ky........0..eeccceeee. 156, 31.5] 189| 35,039) 97, 10,509, 200 1,428| 169) 1,782! 135, 1,099 ..| * 212) 38,777| 222/3,917) 210|1,231 
700 MOR 6 ons. cic cincdcvoicneaien 157, 31.4} 156) 39,992) 215) 7,112| 157) 3,530, 119 2,412; 143, 1,061| 95! 12,241] 195, 40,694) 179/4,472) 192|1,296 
719 Burlington, lowa................ 158} 30.9] 145} 41,565) 141) 9,171) 7 <@4O8..) * | «i * re 170, 44,280) 183 4,428) 146/1,433 
355 New London, Conn.............. 158 30.9] 85, 50,522) 57| 12,333| 114) 4,574) 85, 3,091, 106) 1,232] 86 2,772] 141, 48,915) 935,260) 91)1,583 
456 | 160} 30.8] 214) 30,470) 142) 9,165) 211 653, 178! —1,650| 208 722| 178} 7,779] 184, 47,216 52 5,758) 106|1,533 
(594 Wausau, Wis.................. ..] 160) 30.8] 104, 47,405, 160) 8,609) 81; 6,087) 73, 3,290) 187, 866| 47) 15,251] 202,  40,132| 185|4,410| 188 1,303 
644 Oak Ridge, Tenn................. 162) 30.7] 236) += 23,810, 157, 8,681, 176) 2,540) 212 710| 113) 1,201] 221/ 4,133] 143, 48, 865| 137,4,791| 85/1,592 
824 | eee 162 30.7] 124, 43,882 109, 10,086 100, 5, 151| 72) —3,303| 145| 1,036] 123, 10,771] 145, 48,445| 92|5,266| 92|1,578 
124 Clinton, lowa................00. 164, 30.6] 162, 39,550 161) 8,581| 125] 4,291) 138, 2,209) 197 802 116, 11,033] 121) 51,286) 65/5,575) 60|1,676 
358 ok 164, 30.6} 154 40,054! 191, 7,900, 83) 5,974 100, 2,775, 102| 1,258) 149, 9,431] 167) 44,554) 180/4,455| 137|1,456 
285 Ti ain civnencaxcencs 166 30.5] 155) 40,005, 216 += 7,097| 122) 4,322 ..) * | ..| * 89 12,593] 226 33,245] 239|3,392) 231|1,090 
085 Ferndale, Mich.................. 167, 30.4] 138, 42,177, 115 —-9,901| 138] 3,877, 176, —-1,657, 194) 822| 18, 20,200] 95 56,605) 13/6,903) 30|1,862 
232 Middletown, Conn................ 168, 30.2] 180 36,210) 153} 8,850| 148, 3,649, 166! 1,817; 161] 993} 193) 6,899] 152) 47,293) 565,698) 96 1,566 
854 Grecaville, Miss................. 168, 30.2] 204, 31,879 228, 6,275 172) 2,703, 172, 1,720) 198| 796, 130, 10,507] 240, 28, 116| 246 2,929| 244) 931 
087 Fond du Lac, Wis................ 168, 30.21 134. «42,881 193, 7,885| 123) 4,307, 115, 2,474| 93/ 1,326 141| 10,083 180,  43,035| 155 4,678! 149|1,425 
08 Rochester, Minn................. 171) 30.1] 110} 46,325) 241) 5,653, 113, 4,580, ..| + | “ | 111) 11,177] 189] 41,207] 159/4,630) 173 1,369 
03 Massiton, Ohio................. 171 30.1] 151, 40,740) 91) 10,607) 126; 4,264) 154, 2,058) 211| 705| 158 8,879] 164) 45,331 83'5,333| 115/1,506 
38 Lincoin Park, Mich.............. 173, 30.0] 233, 24,661) 188 7,920) 205 928] 174 1,677) 165) 982| 180} 7,698] 157; 45,810! 44)5,873| 107|1,527 
166 ccgigtl. eC ERE rene 173, 30.0 132) 43,033, 190 7,906| 92) 5,385 ..|  * | 128} 1,122] ..) * 219|  35,160| 212,4,088| 220|1,172 
90 Dayiona Beach, Fla.............. 173, 30.0] 86)  50,210/ 69) 11,538) 80) ~ 6,002) 50) 3,855] 14| 2,299] 126) 10,676] 142; 48,900 163/4,613| 73|1,630 
17 Hur’ington Park, Cal............ 173 30.0] 29 68,703| 106, 10,200, 38 8,540| 13, 6,539 13/ 2,301| 8] 27,213] 72| ° 61,380 46\5,846| 15/2,046 
26 meg ee 177, 29.9] 159, 39,757, 123, 9,674 136, 4,029 141 2,191 151) 1,021] 138} 10,148] 176 43,445) 229/3,811| 140,1,453 
; WB Ca EW coos sbenloov ions 177 29.9] 122, 44,209| 102; 10,285) 96,  5,271| 139, 2,202) 175 922} 156} 9,027] 124, 51,009) 54/5,731| 53/1,706 
44 Pari orsburg, W. Va...............] 177, 29.9] 141 41,836 159 8,618| 84, 5,951) ..)* | 122, 1,143) 150) 9,392] 187, 41,441 190 4,362| 165|1,386 
em East Hartford, Conn............. 180 29.8] 227° 26,675, 248 +49 4,033). * | 217) 429) 131] 1,109} 96, 12,190] 118) 52,508) 186,732) 41|1,762 
306 Hatt esburg, Miss............... 180 29.8} 175 37,287 230, «6,213, 99, 5,152) ..| * | 202 761| * 241 27,803) 247|2,837| 243) 933 
04 hen TR i cccckevvecnveoas 180| 29.8] 96, 48,073 78} 11,129) ..; * | * | 83) 1,378! * 136, 49,110) 107|5,116| 67|1,648 
201 New Albany, Ind..............00. 183, 29.7] 199, 33,183 194) 7,848| 187/ 1,895) ° | . oe oe I ie 229| 32,997) 235/3,548) 227|1,111 
2 Fairmont, W. Va............-- ..| 183, 29.7] 179 36,223, 174, 8,301 86) 5,727] 182, 1,589) 199 786| 170 8,357| 192, 41,045) 147/4,718| 167|1,382 
079 Hot Springs, Ark..............-. 183 «29.7, 116, 45,265| 187, 7,926 127) 4,253} ..) * | ..| * | .. . 220| 34,898) 243,3,116| 218|1,175 
93 Cu, oga Falls, Ohio............ 186, 29.6] 229 26,077) 165, 8,475) 204| a 200!  1,106| 220 630, 174 8,091} 104) 55,056} 23/6,554| 311,860 
31 Saniiusky, Ohio................. 186 29.6] 163, + 39,374 138 «= 9,223] 163, 3,362} 98) 2,819 82 1,390) 190 7,030) 133) 49,343, 675,544 62|1,667 
ang Haciensack, N. J..........0000. 186 29.6] 8 88,208 3 22,396, 20 10,154 6 7,273 77| 1,414) 31 17,023] 112, 53,310, 316,199 36/1,801 
}, 363 Nortompton, Mass...............) 189 29.5) 213° 30,489 235° += 5,982| 183, 2,224 199] 1,163, 193 840| 195 6,814] 185) 42,008) 124.4,942 150|1,424 
gure. . 951 * Withheld to avoid disclosure. 
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In every sales factor Torrington breezes past its population rank by sub- 
stantial margins. Torrington's food sales, for example, are higher than in 
sixty-six larger cities in the 25-50,000 group. Torrington beats twenty-four 
larger cities in general merchandise . . . nineteen in furniture-household . . . 


seven in automotive ... and five in total retail. 


And in family income . . . that is, the ability of local families to respond 


to advertising . . . it is better than 101 larger cities! 


Compared with all cities in its group, Torrington . . . busy shopping center 
and "metropolis" of Northwestern Connecticut . . . stands out as one of 
the very best—with eight out of nine superior points. A preferred adver- 


tising investment. 


In city and trading area, the Register is a must . . . for news and 
advertising. 


TORRINGTON REGISTER 


TORRINGTON, CONN. 
Represented by The Julius Mathews Special Agency, Inc. 


Among cities in the 25-50 thousand group TORRINGTON Ranks 206 in 


Population... NOW LOOK AT ITS RANK IN —— 
SALES IN THESE CLASSIFICATIONS. . . 


HERE'S YOUR 
CHALLENGE 


How do your sales rank 
for cities in this group? 


Population 

Retail Sls. 

Food Sales 

Gen. Mdse. 

F.-H. Sls. 
Automotive Sls. 
Total Income 

Per Family income 


Per Capita income 


Rank 
206 
20! 
140 
182 
187 
199 
205 
105 
157 


Poon RETAIL SALES — 1950 BY) ESTIMATES 
JSM 
©) TOTAL Food General Furn.-House. 
CITIES 1/1/51 SALES Mdse. Radio 

— i — - |e Thou- (¢ Thou- ic - ie 

Se —_ se oun se conde of Se, sande of se oa of |3 

Se sands [5 Dollars Se Dollars ce! Dollars \Sc! Dollars |S 
Beverly Hills, Cal. 189 29.5 4d 109,056 75 11,280) 186 1,954 1 11,679 
Granite City, HI. 191 29.4] 232 25,260, 212 7,163 197 1,573 196 1,266 
Provo, Utah 191 29.4] 187 35,432) 233 6,042 130 4,206 136 2,243 
Kingston, N. Y. 191 29.4) 98 48,002 44 12,972 107 4,998 71 3,308 
Beverly, Mass. 194 29.3} 234 24,214 189 7,916 203 1,351 205 1,009 
Bessemer, Ala. 195 28.9} 207 31,495 169 8,433) 166 3,052 148 2,110 
Michigan City, Mich. 195 28.9} 193 34,155 139 9,188 134 4,098, 168 1,806 
St. Cloud, Minn. 197 28.8} 136 42,744 223 6,599, 25 9,318 ° 
Bloomington, ind. 198 28.6} 203 31,931) 226 6,484) 175 2,616 ° 
Vancouver, Wash. 198 28.6} 149 41,150 136 9,271, 152 3,601; 111 2,558 
Shaker Heights, Ohio 200 28.5) 235 24,078 183 8,032 : i 209 848 
Athens, Ga. ; 200 28.5} 188 35,215 213 7,128... . ° 
Concord, N. H... ey 202 28.4) 205 31,785) 192 7,894, 139 3,825 195 1,278 
Barberton, Ohio.. 202 28.4) 215 30,227, 172 8,404 181 2,239 189 1,460 
Lebanon, Pa. ; ; 202 28.4) 127 43,549 175 8,295, 104 5,098, 55 3,757 
Bremerton, Wash. 205 28.3} 143 41,769 120 9,753, 101 5,118 144 2,175 
Torringten, Conn.. 206 28.2) 201 32,821 140 9,173) 182 2,234 187 1,537 
Framingham, Mass. . .| 206 28.2) 186 35,588 134 9,322) 178 2,500 99 2,812 
Johnson City, Tenn. ‘3 ...| 206 28.2) 164 39,278 238 5,713, 89 5,435 161 1,966 
San Lean dro, Cal... 209 28.1} 190 34,820 29 14,087 191 1,810, 197 1,253 
OS Eee 28.1} 202 32,760 246 §,221| . . 171 1,721 
Rocky Mount, N.C........... 209 28.1) 146 41,414 217 7,068) 90 5,412, 101 2,774 
Lackawanna, N. Y. vt 212 28.0) 243 21,312 244 5,425) 213 558 201 “1,077 
Tallahassee, Fla... ‘ieee ae 27.9} 152 40,351 181 8,165, . . ° 
Mason City, lowa. . ; .., 213 27.9} 100 47,873) 201 7,456) 62 7,133 105 2,721 
Maywood, Ill. sc ae 27.8} 244 21,289 225 6,492; 224 268 204 1,013 
Vicksburg, Miss... . — 27.7] 225 27,040 220 6,681, . . 159 1,986 
Manitowoc, Wis. me 216 27.7] 208 31,385, 171 8,416 111 4,781, 149 2,088 
Norman, Okla. — 27.4] 246 20,719 242 5,512, 194 1,670... ° 
eer 219) 27.31 176 37,227 221 6,661) 112 4.686 181 1,615) 121 


GROUP 6:—CITIES WITH POPULATION BETWEEN 25,000 and 50,000—(Continved)_ 


EFFECTIVE BUYING INCOME— 
1950 @y7p Estimates 


Automotive Net 
Dollars 
2 _| Thou- je in 
Se sands of se Thou- 
gc Dollars jcc) sands 
7\ 27,236 5 


157 8,949] 227 33 , 163 


219 4,431] 248 15,782 
183 7,645| 178 43 ,243 


Per Per 
Family Capita 


x $ 
= Dol- © 
So 


Rank 


110809, 13.371 
220/3,948, 225 1,128 
110 5,089 158 1,402 
145,4,738 112 1,515 

555,700 71 1,634 
236 3,543) 237 1,042 
955,244 125 1,488 
231/3,799, 238 1,029 
191 4,361, 219 1,174 
123|4,952, 83 1,593 

49,266 3 2,666 

203|4 258, 199 1,255 
74'5,469 64 1,656 
42'5,909 86 1,602 

141/4,760 164 1,391 
80/5,398) 13 2,079 

105'5,138 157 1,408 

228'3,820) 239 1,016 

182/4,441, 216 1,197 
146|4,732) 168 1,381 
102'5,158) 141 1,450 


234'3,619) 242 


200/4,277) 222 1,161 
160'4,628| 144 1,443 
66/5,549| 86 1,591 
24'6,519, 33 1,82 
238 3,409) 224 1,157 
97'5,186, 99 1,554 


248 1,948 246 


905,274 90 1,504 


OSM, 1951 
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SALES MANAGEMENT 
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GROUP 6:—CITIES WITH POPULATION BETWEEN 25,000 and 50,000—{Continued) 


> POPULA- EFFECTIVE BUYING INCOME— 
TION RETAIL SALES — 1950 BY LD estimates Wd Gary ESTIMATES 
GD a MPa Eee renee meres Fs : 
a EST. TOTAL Food General Furn.-House. ‘a Drug | Automotive Net | Per Per 
4 CITIES 1/1/51 SALES Mase. Radio | Dollars Family | Capita 
7 | ' | j | j 
Pe e 2.| Thoue |e_| Thou- |=.| Thou: |e . = " j area a, 
3 Se Thee- se nhs a se conte Se conte of a ames Ba sands of| 2 aoied 3% thew | 3 =| pol. ae Dol- 
¥ 6c sands cc Dollars Sc! Dollars (Sc! Dollars Oc Dollars GE | Dollars se Dollars || sands _ lars |S cc | lars 
‘ Gainesville, Fla... 220 27.2] 158 += 39,921 163) 8,549 185, =. 2,104, 132) 2,291) 116! apo 105) 11,830 213) 38,325) 168 4 , 563 154/1,409 
Charlottesville, Va. 220 27.21 157, | 39,947, 211. 7,224 141, 3,785) 147s 2,114) 133 099| 163 8,642] 222, 33,619, 19614,310| 207/1,236 
Grand Forks, N. D.. 222, 27.0) 109, 46,424 239 «S45, 672). . . 203 “a 33, 16,857] 207, 39,393] 130|4,863| 135|1,489 
Panama City, Fla. 223 © 26.9] 216 += «29,953, 218 §=- «6,885, 173, 2,648 * * * 224 33,302) 206,4,215| 206|1,238 
Sharon, Pa. 224 26.6] 107, + 46,840 113, 9,959, 70 6,552 "74 3,262 108, 1,222) 102, 12,000] 171 44,183 43/5,891| 63/1,661 
Aliquippa, Pa............. 225 © 26.5] 220, «28,836, 186 = 7,936 116 —4,539| 203, +=: 1,017, 209 720, 218, 4,515] 230, 32,940, 113|5,068| 204/1,243 
Alliance, Ohio... 225 «= 26,5] 194 «34,150 202,» 7,448' 121/ + 4,330 86 3,082) 205 748| 176, 7,929] 225) 33,258) 201/4,264) 199/1,255 
Salina, Kans. 225 «= 26.5] 92 48,845, 208 7,293 69 6,623 * | * | 46! 15,252) 204 39,591! 12814, 888) 122|1,494 
Pocatello, Ida................ 228 26.3] 173, 37,462, 209 7,288, 129, 4,216 «=. 155 1,005) 166 8,447] 198 40,397) 5,050 104)1,636 
Kankakee, Il... . 228 26.3] 65 84,530, 146, © 9,067, 42/ 8,184, 107 2,712 104) 1,241) 19, 20,011] 196 40,449) 118)4,994) 102)1,838 
Washington, Pa..................] 230, 26,2) 115 45,398, 77 11,223 75) 6,207, 106) 2,716, 74) 1,441| 167) 8,422] 197, 40,400) 60/5, 7m 101/1,642 
Roswell, N. M............00005 231 = 26.0] 171 37,545, 227, 6,405) «| * 188} 1,50) .|/ * |.) * 208, 38,896, 115/5,051| 121|1,498 
Redwood City, Cal. 232 © 25.9] 209 ©-31,246, 162, 8,571, 180, 2,250) 162, 1,951, 216 663 197, 6,426] 203, 39,808, 96/5,238| 103/1,637 
Palo Alto, Cal........... 233. ««-25.8] 120 44,818 195 = 7,792) 132, 4,134 103 © 2,749, 101 1,267, 87, 12,691] 132 49,562) 346,119) 25/1,921 
Rapid City, S. D.......... 234, 25.8] 139 © 42,156| 243, 5,496) 95) 5,316, 150 2,073, 152) 1,020; 48 15,081] 184, 42,028 81/5,388, 741,629 
Morgantown, W. Va............. 235, «25.71 211 «30,598, 229 «= «6,256 124 4,308 ..* ..  * | 168 8,390] 215 36,777) 170|4,540| 147|1,431 
New Kensington, Pa. 236 25.61 129 43,242 117, 9,869 145)  3,713| 122) 2,395 132 1,099, 85, 12,781) 173 43,699, 375,986, 52/1,707 
Lockport, N. Y. _......] 237, 25.5] 168 =. 37,960, 137, 9,249, 142, 3,747) 158, 2, 006| 168 965| 125 10,692] 243, 27,438, 232|3,658| 233|1,076 
Gloucester, Mass.............. 238, 25.4) 218 = 29,525 154 8,763 177, 2,531 155, 2,052) 142, 1,063, 223| 2,814) 218, 35,560, 153/4,679| 159/1,400 
Winona, Minn. 238 «© 25.41 210: 30,635, 222, «6,632, 154 3,586 198 ~=—s-_:1, 165 * | 187 7,250) 232, 32,233, -209/4,132| 196|1,269 
Jefferson City, Mo. 238 «= 25.4] 200 «32,879 236 «= «5,844 | * 180 61,641 ..| * | 118 10,966] 174) 43,663) 33/6, 150) 4711, 719 
Temple, Texas 238 25.4] 184 ©«-35,890 203 7,433, 168 2,982 124 —-2,392| 112, 1,201] 106 11,740] 233, 32,055, 217/4,058| 197/1,262 
La Grange, Ga. 242 25.3] 238 «=. 22,614) 232, «6,110, 195, 1,667, 140, ~— 2, 193| 207 724 206 5,866] 245 26,413) 216 4,064, 236/1,044 
Laurel, Miss. 242 25.3] 206 31,648 237 +=, 747| 133) 4,109 128 2,332| 215 6644... * 247, —-21,201| 242'3,164| 245 838 
Fort Dodge, lowa 242, 25.3] 118 44,869 214) + =—7,122| 45, 8,041, 165 —-1,848| 196) 809 135 10,309] 190 41,138, 895,274) 761,626 
Las Vegas, Nev. 242| 25.3] 117, 45,262) 180, 8,218, 119, 4,436, 113) 2,532) 127, 1,124, 53 14,420) 135 = 49,209 39'5,929, 21/1, 948 
North Tonawanda, N. Y.. 246 ©. 25.1) 239» s-22,571 240 © 5, 666, 210 724) 214 617) 228 317, 216 4,723] 246 ©=—-25, 125| 221/3,926| 240/1,001 
= ‘Texarkana, Texas 246 25.11 197 33,553 207 7,375 «| * 175) 1,661/ 119 1,160, 154) 9,179] 242, 27,786) 237 3,430) 229/1,107 
‘ Janesville, Wis. 246 «=. 25.11 177, 36,567 170 © 8,419 146) 3,707) 163, 1,926) 195 817, 189, 7,117] 211, 38,805) 108)5, 108, 100)1, 846 
— GROUP TOTALS.... 8,752.2)....11,758,072).... 2,846,207,....'1,189,114.....| 688,527)... 306,129|....|2,733,e711....|13,365,468....'6,110... 1.627 
i 
=f GROUP 7:—CiTIES WITH POPULATION UNDER 25,000 
f Rock Hill, S. C. 29,908 82!  6,630| 80| 3,608! 41)  2,423| 171 667| 175, 7,080) 161| — 24,078| 294|3, 648| 329| 967 
= 5 Shawnee, Okla. 29,199 196, 5,259, 61) 3,853, 160 1,615, 32 1,059, | 31,719] 258/3,965| 229|1,279 
= [% = Bur'ington, N.C............... 40,046) 73 6,796) 34 4,619, 9| 3,769, 57| 923, 40) 37,671) 60 5, 460) 1141,519 
fm = Longview, Texas................. 43,496 70 6,848, 32) 4,700, 14| 3,152) 67, 901 4| 38,043) 136/4,816| 102|1,634 
Chicago Heights, IWl.............. 29,595 20 8,684) 67/ 3,764) 203) 1,382) 312 259 227 33,345) 121|4,904| 199|1,350 
_ Walla Walla, Wash.............. 42,812) 57) 7,201) :.| * | 43 2,304) 23) 1,149) ..| 38,819) 9315, 108| 77\1,678 
pita Leominster, Mass............ 22,534, 83 6.625) 281) 1,245) 141) 1,691) 215) 589) 296) 29,057) 226/4,211) 271/1,186 
Lancaster, Ohio... .. 29,604. 92) 6,553 123, 2,992 114 1,839, 54, © 937| 152 32,683) 195/4,417| 202/1,334 
in East Liverpool, Ohio.......... 34,665, 29° 8,422) 27° 4,926 42 2,420 103, 794! 74 35,991| 108/4,999) 138|1,469 
Dol- Whittier, Gal.............csceeee 34,433, 63, 7,018 137, 2,875, 26, 2,677) 44, 992) «19 42,041) 83/5,190) 40|1,723 
lars Port Chester, N. Y............... 33,497 8 (9,773) 262) 1,553} 12) 3,506) 96 814| 314) 42,212) 18|6,700| 39|1,730 
san te a ne 33,592, 64) 6,990) 224 1,998) 70, 2,161) 98 812, 59 25,631) 325)3,273| 313|1,066 
118 fy Casper, Wyo... 42,927, 109, 6,204) ..| * | 27) 2,668) .| * | «| 43,971 50/5, .637| 26|1,817 
4 Florence, Ala.............., 26,807 251) 4,769, 164, 2,618 .| * | 138 721; ..| 28,052) 250 4,066 27611, 184 
‘5s (Gloversville, N.Y... ee, 32,747, 34, 8,179, 103, 3,224) 37 2,472 163, 679 164) 28,608) 304)3, 532) 267\1,102 
up Pottsville, Pa. sche kai 38,647 141, 6,881) 7, 6,659, 3) 4,575, 94) 822) 106) 34,631 77/6,247, 150 1,449 
‘ow fe Norwich, Conn.}................ 36,659 24, 8,549) 259, 1,585) 15 3,145, 97 813) 246) 30,202| 200'4, 377| 235) 1,269 
1,409 fe (Butler, Pa... 49,373 7 9,894, 8 7,301 28, 2,655, 31) 1,089] 28) 37,485, 57/5,513| 79|1.576 
om fy «LAWrence, Kans... 24,133) 229° 9 4,985| 209 2,217) ..| * 86, 843) 156) 34,294) 247/4,083| 153/1,447 
‘in b a, RD 50,159 3 10,867) 47° 4,257, 8 3,957) 60; 913 5 36,380| 164/4,664| 96|1, 836 
1 583 Harlingen, Texas................. 38,424,167, 5,533 11 5,975, 106) 1,884| 116) 762) 21| 31,058) 215/4,314| 210/1,316 
» ees Arcadia, Cal. amareess 20,940 81| 6,671) 316) 280 306 712, 200} 617, 320) 48,598} 306,182, 10/2,068 
105 = Etglewood, N. J... 35,003) 17 8,893) 298 964 51) 2,337) 168} 672) 20 45 ,426| 17/6, 780) 16| 1,933 
1 ess Ashtabula, Ohio................. 33,304 35 8,057, 49) 4,103, 144 1,678 127, 746) (173| 32,571 185/4,720) 180|1,386 
1 ea RR ETE: 23,385 186 5,349, 146 2,752) 309 593) 156} 686| 196 31, 169| 220/4,270) 203 1,332 
‘on Wilson, N.C... 29,125 211] 5,146, 134) 2,891 45| —-2,361| 128) 741) (142 28,478| 22914, 188 283|1,217 
oom f Long Branch, N. J... 31,556 5 10,436) 240/ 1,767, 226, 1,295 100,  — 809| 245 40,201) 43/6 ,743| 411,718 
‘a8 OI cies cccconsscee 44,681, 21 8,670 23] 5,112) 18) 3,000, 155) 688, 9 35,123) 232/4, 181) 1221, 601 
1.08 F Ontario, Cal. 26,150 80| 6,694 273, 1,389) 99, 1,932) 164, 678, ‘107 28,333| 262/3,935| 266/1,216 
1,197 Austin, Minn, 29,866, 135, 5,936 230/ 1,924 117) 1,820) 167) 675) 145 29,638, 189/4,491| 234|1,272 
iat Baytown, Texas................. 29,284 40 7,874 227, 1,962) 31, 2,571) 81 845 73 39,004) 65/6,572 60)1,674 
a Dorado, Ark................... 33,209 160/ 5,605 221 2,008) . ° 14) 1,280) 23) 29,288) 276/3,804 237\1, 257 
«6 P jastonia, N.C....... 6.2.2... 47,612, 16 8,898 15| 5,653, 7, 4,038, 18) 1,214 10 28,985) 148'4,752| 242|1,244 
110 |, arn 38,270| 18 8,793, 37; 4,641/ 186 1,466, 69 895 109 33,014, 119|4,927| 166|1,423 
‘wf rand Island, Neb... 34,773, 87 6,580, . * |.)  * | 108) 793] 78) 37,168) 98/5,082| 69|1,600 
‘st Demag, . Wo... ....2..0.0- 24,948, 45 7,485 301 921 105 1,888) 219) 685) 275) 28,359) 244\4,110 246|1,233 
1,82 fe Middletown, N.Y.............. 36,619 11 9,059, 116, 3,104) 74) 2,127/ 36| 1,026) 165) 35,374| 165 14,684 94/1,638 
tr PE Natchez, Miss... ooo. 23,867 174 5,464) ..| * | 145) 1,677] 69] 915) 205) 17,450) 363'2,327 360 762 
1's Pottstown, Pa...............000. 36,191, 43  7,729| 159) = 2,640| 21! 2,940, 35, 1,032) 52| 31,671) 139/4,799| 163/1,383 
on cee, ee 26,790, 157 5,694 125, 2,989 215, 1,333) 62 911) 181 16,598) 362/2,338| 362) 728 
su Danbury, Conn............. 39,504. 2) 10,949) 84) 3,475, 23) 2,771| 70! 893; 88 34,291) 73/5,276| 120/1,604 


SM, 1951 


NOVEMBER 


10, 


1951 


tBy consolidation on July 18, 1951, Norwich now has a population of 37,633.” 


* Withheld to avoid disclosure. 
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SUPERIORITY 


Where It Counts 
IN OUR OWN MARKET 


No other newspaper can begin to match the circu- 
lation, readership ... and SALESMANSHIP... 
of the Transcript in this “corner” market of Massa- 


chusetts and 


Vermont. 


More than 48,000 people . . . with $50,000,000 retail 
sales ... look to North Adams for news, advertising 


—and merchandise. The Transcript reaches 96% 


of the families in the area... does a thorough job 
of keeping store traffic in North Adams at a high 


level—resulting in retail sales 132% of average... 
food sales 133% . 


133% ...and automotive 156%. 


THE NORTH ADAMS 
TRANSCRIPT 


NORTH ADAMS, MASS. 
Represented by The Julius Mathews Special Agency, Inc. 


. furniture-household sales 


GROUP 7:—CITIES WITH POPULATION UNDER 25,000—(Continued) _ 


CITIES 


Florence, S. C. 
Freeport, Ill. 
Missoula, Mont. 
Gulfport, Miss. 
Marshall, Texas 
Richland, Wash 
Santa Cruz, Cal. 
Minot, N. D. 
Midland, Texas 
Pekin, Ill. 

Paris, Texas 

East Point, Ga. 
Dothan, Ala. 
Oxnard, Cal. 
Decatur, Ga. 
North Adams, Mass. 
Cape Girardeau, Mo. 
Monroe, Mich..... 
Rahway, N. J. 
Denton, Texas 
Goldsboro, N. C. 
Westfield, N. J. 
Bluefield, W. Va. 
Waukesha, Wis.. . 
Aberdeen, S. D. 
Elmhurst, Ill. 
Kingston, Pa. 
Orange, Texas 


Westfield, Mass. 


Wellesley, Mass. 
Logansport, Ind... . 
Augusta, Maine 


Biddeford, Maine....... 


Marietta, Ga. 
Harvey, Ill. 

River Rouge, Mich. 
Hannibal, Mo. 
Longview, Wash. 
Monrovia, Cal. 


Uniontown, Pa......... 
Jacksonville, Hll....... 


Sedalia, Mo. 
Kenmore, N. Y. 
Greeley, Colo. 
Endicott, N. Y. , 
Ponca City, Okla... 


Brownwood, Texas........ 


Sherman, Texas 
Staunton, Va. : 
Chillicothe, Ohio. . 
McAllen, Texas 
Hastings, Neb. 
Salisbury, N.C. 
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Food 


Thou- 
sands of 
Dollars 


6,049 
8,184 
6,291 
5,797 
6,212 
5,990 
8 ,967 
5,316 
5,889 
6,170 
5,553 
5,255 
4,749 
6,122 
6,586 
6,136 
5,814 
9,200 
7,207 


EFFECTIVE 
RETAIL SALES — 1950 BY ESTIMATES 
General Furn.-House. Drug Automotive Net 
Mdse. Radio Dollars 
2¢ Phas 2¢ ome 2% aun of 32 amie 3 Thee 
6c Dollars gc Dollars gc Dollars 6c! Dollars |-5c) sands 
29 4,850 40 2,441, 186 638, 89 8,854} 240 19,152 
58 3,874 81 2,033) 117 762 53 10,232] 29 35,230 
* * 17 1,225 . 26, 35,934 
181 2,456 52 2,326 148 702 135 7,842] 157 24,657 
117 3,096 ? ; . ° 130 26,235 
266 1,520 308 610 7 1,410 319 1,725} 36 34,384 
90 3,352 63 2,219, 68 899 163 7,252] 55 32,357 
24 4,979 . 16 1,230 38 11,159] 65 31,220 
297 979 98 1,947, 12 1,318 87 8,935} 42 33,766 
268 1,515 249 1,192 : ° 177 7,068} 53 32,487 
21 5,131) 137 1,709 34 1,050 64 9,603} 154 24,794 
315 300 167 1,565 221 574 7 # 15,076} 47 33,419 
237 1,836 154 1,638 190 632 ° 175 23,477 
275 1,357, 224 1,299 273 462 265 5,306] 129 26,236 
293 1,004 247 1,193 29 1,100 33 11,392] 33; 35,040 
192 2,368 163 1,595 224 567, 199 6,700} 120 26,718 
65 3,787, 110 1,849, 33 1,056 128 7,986; 46 33,463 
53 4,015 104 1,890 5 1,556 159 7,344) 30 35,185 
288 1,094 11 3,685 250 508 293 4,554) 41 33,852 
219 2,062 248 1,193 45 990 91 8,740) 199 22,156 
25 4,975 44 2,376 153 692 81 9,079} 152 24,825 
295 1,002 153 1,639 37 1,023 187 6,887} 1 53,546 
43 4,370 82 2,031 ; ° . 70 31,068 
217 2,091 243 1,220 135 725 112 8,319} 32 35,110 
6 7,129 78 2,099 130 740 65 9,522} 51 32,659 
255 1,618 290 900 208 606 192 6,810} 23 36,744 
ed ° 312 478 309 313) 2; 18,082) 19 37,664 
264 1,548, 36 2,481 108 790 : 230 19,581 
306 806 275 1,011, 253 506 267 5,190} 121 26,646 
304 851 313 451, 88 836 203 6,607} 2 52,767 
44 4,355 155 1,638, 40 1,009 153 7,482) 73 30,613 
244 1,732 304 748 234 537 214 6,330) 128) 26,312 
257 1,604 168 1,560) 291 411 279 4,925) 159 24,318 
168 2,575 259 1,158 66 902) 118 8,217] 146 25,289 
261 1,570 287 912, 82 845 277 4,932) 44) 33,634 
os ° ' . 92 824 63 9,657) 86 29,702 
225 1,989 148 1,659 ° 208 6,463} 145 25,438 
26 4,963 257 1,163 91) 826, 58 9,887] 28 35,298 
247 1,705 146 1,676 303 368 179 7,057} 16 38,171 
4 7,628 1 5,733 13 1,291, 11 13,969] 95 29,187 
57 3,883 ™ . 69 9,480} 110 28 ,057 
‘ ° . . ’ . . 208 21,692 
311 616 298 824, 50 946 162 7,260} 21 37,389 
73 3,672 67; 2.0 .. ™ 24 12,374] 43 33,702 
75 3,665 161 1,608, 137 723 169 7,199} 123 26,574 
214 2,116 102 1,895 78 850 130 7,941) 54 32,370 
136 2,884 .. . 41 1,004 94 8,679} 132 26,179 
151 2,723, 50 2,341, 43 996 46 10,535] 171) 23 ,698 
98 3,237, 178 1,525, 95 816, 259 5,428} 72 30,743 
202 2.292, 149 1,652 76 871, 108 8,466} 74 30,600 
63 3,814 55 2,297 85 843, 104 8,537] 246 18,676 
51 4,057 197 1,412 55 934 13 13,792] 68 31,161 
19 5,162) 125 1,758 53 940 34 11,390} 136 25,903 


1950 JM ESTIMATES 


Per 
Family 


Per 

Capita 
in je in 
Dol- | 3 = Dol- 


= 
s 
2 fe 
(o} lars ac 


= 
e 
344 2,859 
95 5,106 
102 5,061 
289 3,680 
268 3,858 
156 4,710 
2813, 762 
154 4,730 
146 4,756 
142/4,778 
282 3,757 
48 5,664 
290 3,668 
236 4,164 
42 5,744 
234 4,175 
63 5,397 
41 5,768 
64 5,373 
333 3,121 
240 4,138 

3 9,394 
85 5,178 
54 5,573 
97 5,103 
23 6,335 
25 6,277 
334 3,108 
223 4,230 

49,257 
204 4,373 
216 4,313 
208 4,343 
238 4,146 
45 5,701 
69 5,304 
287 3,687 
38 5,883 
52 5,613 
140 4,785 
159 4,676 
339 3,013 
28 6,232 
75 5,266 
206 4,356 
103 5,058 
237 4,155 
295 3,646 
915,124 
117 4,935 
327 3,220 
104 5,026 


214.4,317, 233 1,2 


POPULA- 
TION 
yD 
EST. TOTAL 
1/1/51 SALES 
Zz Thew- 3% Pa 
Oa sands {a Dollars 
40 22. 60 33 ,805 
43 22.7] 29 38 ,508 
43 22.7] 57 34,128 
45 —e 149 27,612 
46 22.5) 147 27,865 
47 22.4) 171 26,010 
48 22.3] 45 35,435 
48 22.3) 26 38,920 
50 22.2} 95 30,281 
51 22.1) 246 23,634 
52 22.0} 106 29 ,539 
53 21.9] 247 23,604 
53 21.9} 126 28 ,896 
53 21.9) 188 25,286 
53 21.9) 274 22,696 
53 21.9} 161 26,640 
53 21.9) 112 29,408 
59 a4 44 35,558 
60 21.7] 207 24,654 
60 21.7] 196 25 , 066 
60 21.7] 71 32,754 
63 21.6} 209 24,506 
alia teealies 64 21.5) 140 28 ,236 
64 a3 125 28,901 
64 21.5) 25 39,234 
67 21.4} 332 20 ,667 
67 21.4} 123 29,040 
67 21.4) 168 26 , 186 
70 21.3] 264 23,140 
71 21.2) 165 26 ,430 
71 21.2) 74 32,385 
73 21.1) 245 23,671 
74 21.0) 268 22,932 
75 20.9} 220 24,249 
76 20.8] 288 22,093 
76 20.8} 330 20,731 
78 20.8} 203 24,845 
76 20.8} 97 30,004 
80 20.7} 251 23 ,533 
80 20.7 2 58,702 
82 20.6) 116 29,313 
82 20.6} 99 29,901 
82 20.6} 252 23,483 
82 20.6} 36 37,145 
82 20.6} 78 32,025 
87 20.5] 186 25,354 
87 20.5} 224 24,147 
87 20.5} 113 29 ,408 
90 20.4] 249 23,602 
90 20.4) 79 32,006 
92 20.3] 148 27,732 
92 20.3] 86 30,968 
92 20.3} 46 35,135 


* Withheld to avoid disclosure. 


SALES MANAGEMENT 


SEI REDE E! 


RRM! eet oe 


BGT. 


BIDDEFORD-SACO 


Ath Largest Income... Sales Volume ... Food Sales in Maine 


Biddeford-Saco can be sold thoroughly 


only through the Biddeford Journal — cov- 


ring 90% of 


the homes .. . a Local news- 


oaper in the best sense of the word. 


THE BIDDEFORD 
JOURNAL 


BIDDEFORD 


MAINE 


BUYING HABITS OF BIDDEFORD-SACO FAMILIES 
(Compared with Maine, N.E., U.S.) 


Retail Sales 
Food 
Furniture-Hshld 


% of Income Spent 


Biddeford-Saco Maine 
$3,409 $2,854 
1,052 814 

213 136 

79 79 


N. E. U.S. 
$3,372 $3,177 
898 729 
177 177 
70 69 


GROUP 7:—CITIES W 


ITH POPULATION UNDER 25,000—{Continued) 


CITIES 


a ee 


Cora! Gables, Fla..... 
Vaidosta, Ga......... 
Decatur, Ala. 
Burlingame, Cal.. . 
Sumter, S.C, 
Culver City,Cal. 


Marshalitown, lowa............. 
Aberdeen, Wash.............. 

Gardner, Mass....... 
ok ee 


Muscatine, lowa 


ree 


SM, 1951 


POON RETAIL SALES — 1950 BY ESTIMATES 
yD _ = er eS ae ee . = 
aM TOTAL Food General Furn.-House. Drug | Automotive 
1/1/51 SALES Mdse. Radio 
Zé Thee 2% ame Zz samen 2% aes 2% Pn sx ben of 2% Pa 
ce sands || Dollars gc Dollars \c| Dollars |) Dollars \§ce\ Dollars \5ce| Dollars 
iseutgce 20.2} 295 21,780, 204 5,197) 271 1,406 83 2,021) 125 750) 304 4,257 
sidenarentets 95 20.2) 129 28,861; 25 8,535) 303 885) 169 1,560} 4 1,707| 317; 2,264 
icralaisia lait 95 20.2) 305 21,453) 257 4,694 239. 1,802) 107) 1,866) cal . | 221] 6,209 
nareainse : 95 20.2) 156 26,829 140 5,884) 220 2,033, 97 1,951) 226 549) 102) 8,549 
ee 20.2) 73 32,458) 9 9,682) 270 1,465; 88 2,003) 152) 696, 16, 13,514 
pactaae 100 20.1} 170 26,019) 180 5,415, 59 3,870, . * ; ° | 222) 6,189 
101 20.0) 287 22,109) 187 5,329, 314 369° 303 753, 84 844) 255) 5,501 
101 20.0} 53 34,542) 77 6,744, 41 4,430) 89 1,995 110| 779) 92) 8,727 
..} 101 20.0} 49 34,853) 184 5,378) 141) 2,815, 24 2,752) 170) 667| 22) 12,862 
; ..| 104 19.9} 241 23,782) 91 6,557, 182 2,438 283 958) 79! 850) 287) 4,751 
104 19.6] 33 37,990 127 6,011, 8 6,316, 19 3,075; 58) 920; 30) 11,833 
Aveechnaten 106 i 137 28,359 194 5,269) 150 2,733, 245 1,211) 294 395) 124 8,076 
ane 106 19.8} 153 27,368 67 6,924 194 2,364) 119 1,814) 225 555 117 8,250 


EFFECTIVE BUYING INCOME— 
1950 @y7p ESTIMATES 


Net | Per | Per 
Dollars | Family Capita 
ee |e eel aeons 
in | | in | in 
a | a Q | 
Z| Thou- a6 Dol- | 5 = | Dol- 
Sc; sands || lars Sa | lars 
| | - | = — 


85 29,734) 217/4,309) 134/1,472 
90} 29,330) 199'4,378| 146/1,452 
207, 21,715) 274/3,810) 305|1,075 
204) 21,877) 305/3,529) 303)1,083 
7; 42,864, 117,265, 9\2,122 
223, 20,120) 3113,469) 324,1,001 
113} 27,780) 227/4,209| 179|1,389 
106) 28,240) 181/4,555) 169/1,412 
62) 31,380| 122/4,903| 82|1,569 
76| 30,507) 87/5,171| 105/1,533 
187) 22,646) 2643,904| 292/1,138 
144, 25,483) 263|3,920, 226|1,287 
96.  29,146| 115/4,940| 134|1,472 


* Withheld to avoid disclosure 


| These 


NEW Sales Management figures for 


SALISBURY worth carotina 


show vital leadership in Buying Power and Buying Activity! 


SALISBURY 
15th IN POPULATION 


RANKS 


13th in TOTAL RETAIL SALES 

14th in FOOD SALES 

11th in GENERAL MERCHANDISE SALES 
9th in AUTOMOTIVE SALES 


| 


12th in DRUG SALES 


™ POST 


COVERS 
AND SELLS 
THIS MARKET 


“THE-SALISBURY POS 


Salisbury, North Carolina 


So 
; 
be 


WARD-GRIFFITH COMPANY 
Representatives 


OVER 
16,000 
ABC 
CIRCULATION 


NOVEMBER 


10, 1981 


99 


Portsmouth 


The 


Field! 


Circulations 


SECOND 


CIRCULATION 


In The State 
In The Evening 


NET PAID AVERAGE 
(September 1951) 


11,277 


Member Of The 
Audit Bureau Of 


Portsmouth Herald 


DROP US A LINE... 


Say Twenty or Forty Thousand Lines! 


YOU'LL MAKE NO MISTAKE 


Because, Although Portsmouth Is 
Fourth In Population In New Hampshire, 


PORTSMOUTH IS FIRST 


IN PER CAPITA 
AND PER FAMILY INCOME! 


Get Your Share Of This Surplus Cash! 


New Hampshire 


National 
Representative 


THE 
JULIUS 
MATHEWS 
SPECIAL 
AGENCY, INC. 


Boston 

New York 
Detroit 
Chicago 
Syracuse 
Philadelphia 
Pittsburgh 


GROUP 7:—CITIES WITH 


CITIES 


Kingsport, Tenn. 

Glens Falls, N. Y. 
Pittsburg, Kans... 
Bartlesville, Okla. 

Beckley, W. Va. 

West Warwick, R. I. 
Corsicana, Texas 
Manhattan, Kans. 
Hopkinsville, Ky. 

Muskegon Heights, Mich...... 
Tiffin, Ohio 
Sarasota, Fla... 
Idaho Falls, Ida. 
Portsmouth, N. H. 
Vincennes, Ind. 
Mankato, Minn... . 
Meadville, Pa. 
Waycross, Ga. 
Benton Harbor, Mich. 
Ypsilanti, Mich. 
Adrian, Mich. 
Bismarck, N. D. 
Columbus, Ind. 
Bridgeton, N. J. 
Kinston, N.C..... 
New Castle, Ind. 
Frederick, Md. 
Waterville, Maine 
Cortland, N. Y. 
Brunswick, Ga. 
Mattoon, Il. 
Dunkirk, N. Y. 
Bryan, Texas 

Santa Rosa, Cal. 
Sault Ste. Marie, Mich. 
Summit, N. J.... 
Carisbad, N. M.... 
Borger, Texas 
Greenwood, Miss. 
Batavia, N. Y...... 


Pentewe, 1. Vi... cecee ae 


Corning, N. Y. 
Peekskill, N. Y. 
Ardmore, Okla........ 
McAlester, Okla.... 


POPULATION UNDER 25,000—{Continued) —__ 


POPULA- 
TION 
@yD 
EST. 
1/1/51 
3% Thou- 
Oe sands 
106 19.8 
109 19.7 
110 19.6) 
11 19.5 
111 19.5) 
113 19.4 
113 19.4 
115 19.3 
116 19.2 
118 19.2 
116 19.2 
116 19.2 
116 19.2 
121 19.1 
121 19.1 
121 19.1 
121 19.1 
125 19.0 
125 19.0) 
127 18.8 
127 18.8 
127 18.8 
130 18.7] 
130 18.7 
132 18.6 
133 18.5 
133 18.5 
135 18.4 
135 18.4 
137 18.3 
137 18.3 
137 18.3 
137 18.3 
137 18.3 
142 18.2 
142 18.2 
142 18.2 
142 18.2 
142 18.2 
147 18.1 
148 18.0 
148 18.0 
148 18.0 
148 18.0 
148 18.0 


EFFECTIVE BUYING INCOME— 
RETAIL SALES — 1950 @yD ESTIMATES ee a, SOrenares 
TOTAL Food General Furn.-House. Drug Automotive Net Per Per 
SALES Mdse. Radio Dollars Family Capita 
hou- 2 Thou- « - |e hou- (<2 - |2 hou- }c in 2 in (c in | 
3 aan of 3 sande of se ene se oe ae oon of Se mame S= Thou- (3 Dol- 5 Doe | 
6c Dollars ce! Dollars ~c Dollars oc Dollars (Sc! Dollars «ce! Dollars |o5c, sands Gc) lars |e lars F 
35 37,227 226 5,018 40 4,438 10 3,687, 65 904 32 11,614} 147 25,285, 114 4,958) 231 1,277 
18 42,073 12 9,032, 38 4,507 34 2,498 75 881 57 9,973} 140 25,610) 242:4,131: 219 1,30 
218 24,258 183 5,399 105 3,192, 315 218 113 772, 144 7,631} 191 22,481, 328:3,166) 285 1,147 
197 24,991 223 5,035. . 219 1,315 48 968 tc ® 34 34,671, 625,417 311,77 
65 33,483, 227 5,018 12 5,959, 32 2,553; . ° 72 9,450} 197, 22,269, 270 3,839, 290 1,142 
270 22,848 143 5,831 287 1,103 86 2,005) 228 546 310 3,537] 261 17,751) 315|3,414! 340 918 | 
162 26,608 123 6,058 64 3,788) 222 1,305 162 679 120 8,174} 201 22,116, 307'3,510 291 1,140 
258 23,360, 269 4,504. " 198 1,412 129 741 161 7,279) 80 30,147 140:4,785) 84 1,562 
311 21,342) 333 3,556 145 2,754. me bd 302 4,392} 249 18,413, 302 3,541, 331 959 
321 21,066 84 6,611 308 730| 193 1,447) 112 773\ 278 4,928} 84 29,798 445,730) 88 1,552 | 
254 23,449 185 5,377, 147 2,751, 196 1,421) 241 522) 216 6,274) 63 31,258) 71/5,298| 63 1,628 
39 36,456 30 8,354 - 47 2,352) . ° ; ° 214 20,851, 331,3,159 | 302 1,086 
11 44,179 78 6,728. ° . 80 846, 25 12,279) 115 27,475 135,4,820| 162 1,431 
217 24,302, 94 6,529 294 1,003, 190 1,454, 218 585) 253 5,536] 45 33,540; 326,098 36 1,75 
93 30,420 171 5,510 18 5,199) 202 1,393, 139 719 150) 7,538] 126 26,473, 190 4,487) 180 1,386 
22 39,557 234 4,937 12 5,959 17 3,091, 122 752, 14 13,545] 97 29,108' 945,107) 111 1,624 
43 35,857, 39 7,902 89 3,353, 64 2,218 99 810 26 12,271] 56 31,859, 795,223) 51 1,668 
223 24,177 247 4,844. ° 53 2,324 131 733, 79 9,187] 206 21,755) 230/4,184 287 1,145 
24 39,430 27 8,479, 72 3,685 87 2,005 1 1,711 125 8,045) 114 27,550| 160:4,669 149 1,450 
108 29,480 101 6,300 299 950) 237 1,248 8 1,400 84 9,006} 127 26,470, 209|4,339| 173 1,408 
80 31,967 54 7,242, 87 3,406 85 2,006 39 1,016 180 7,043} 89 29,384, 1244,897, 831,563 | 
48 34,979, 301 4,114 20 5,133 183 1,495 56 934 a 77 30,494, 615,445 651,62 9 
225 24,147) 205 5,186 179 2,462, 211 1,350 ° 290 4,650} 185 22,739; 290/3,668 255 1,216 
82 31,877, 26 8,515 269 1,470 30 2,573, 244 517, 140 7,735} 192 22,459 275 3,807) 262 1,20! 
146 27,956, 291 4,241, 33 4,639. * ° 116 8,262} 195 22,301; 228.4,208, 263 1,199 
216 24,357, 58 7,141, 160 2,638 204 1,369 211 600, 228 6,009) 133 26,178, 174.4,593) 168 1,415 
66 33,430, 90 6,559 143 2,777 136 1,713, 73 890) 121 8,122) 125 26,529) 152.4,737 159 1,434 
164 26,507) 122 6,072 91 3,345) 108 1,862 191 628 234 5,910) 190 22,522 2354,171) 248 1,224 
142 28,135 107 6,227 100 3,232 165 1,582) 310 307, 198 6,729} 91 29,311 126.4,885) 71 1,593 
343 20,425 236 4,930 . . ° 165 678 274 5,085) 252 18,282, 306'3,516 325 998 
155 26,956 230 4,982) 99 3,233) 240 1,229 232 538 85 8,975) 155 24,778 194 4,425) 198 1,354 
235 23,893 68 6,913) 180 2,458 177 1,536 268 480 249 5,606] 163 24,065 1924,456) 211 1,315 
107 29,499 120 6,081, 200 2,301 ° 229 540 48 10,407] 294 16,342) 343 2,867; 342 893 
6 48,820 650 7,403, 22 5,117 6 4,223 6 1,514, 62 9,702} 109 28,072, 192.4,456) 102 1,534 
226 24,142 176 5,450 122 3,017, 291 892 ? 305 4,203} 40 34,034, 146,946 22 1,870 
219 24,258 71 6,821 312 561 232 1,279 263 487 133 7,886) 6 43,425 78,351 6 2,386 s 
198 24,974 152 5,738, 229 1,929 176 1,537 101 795 182 7,030} 134 26,062 1514,739 160 1,432 
11 29,433 60 7,078) .. . 22 2,841 19 1,186 71 9,456] 107 28,174 1294,858) 92 1,548 4 
88 30,822 261 4,659 192 2,369. 7 239 529 sa 283 16,853, 338 3,064) 337 926 q 
83 31,708 95 6,521; 82 3,502 92 1,986 216 588 103 8,541) 138 25,666 147/4,753 | 167 ‘418 
127 28,882 142 5,841) 39 4,459, 223 1,303 174 658 184 6,984] 177 23,328) 180/\4,574' 221 1,298 § 
267 23.041) 161 5,595) 191 2,382, 225 1,297 213 595, 188 6,874] 162 24,066 202|4,376| 201 1,337 
122 29,095 23 8,554) 258 1,591, 54 2,298 63 909 282 4,874) 88 29,520, 655,367) 57 1,640 
280 22,407, 295 4,160, 129 2,965) 262 1,153 105 793 167 7,226] 203 21,906; 285 3,713) 253 1,217 
294 21,835 289 4,252) 121 3,043 253 1,179, 159 680, 157 7,371| 229 19,674, 312 3,452) 299 7 093 
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BRIDGETON, N. J. 
eS & 
. |. A Food-Producing Market...And A Phenomenal Food-Consuming 
—— iy <n 
4 One! 
: 's Not ALL 
Ff BUT That's No a 
« EL 
BRIDGETON'S RETAIL SALES 
Total Food Gen. Mdse. Furn. Hsde. Auto. Drugs 
$31,877,000 $8,515,000 $1,470,000 ' $2,573,000 $7,735,000 $517,000 
= . ’ . . 
Bridgeton’s retail sales are almost double a large and prosperous outside area. Few 
average volume... 85% above par! Food is markets anywhere offer you sales in these 
116% above! Furniture-Household sales plus proportions. Can you beat Bridgeton 
= 171! as a sales center? 
-— 
. 9 . . . . 
ome Bridgeton’s total retail sales volume is $9,- The Bridgeton News alone sells this mar- 
bd . . . e 
= 418,000 higher than the city’s total income. ket ...as no other newspaper, or combina- 
1E— 
, Why? Bridgeton is the shopping center for tion, can. 
Per 
apita g ] 
= Bridgeton Evening News 
Dol- § . . 
lars Represented by The Julius Mathews Special Agency, Inc. 
127 
1,300 meee sememeeattacenhseaniatna of Saeed cans 
1,147 mand aetna patent 
17 GROUP 7—CIMIES WITH POPULATION UNDER 25, (000—{Continued) _ 
1,142 = —— 
= POPULA EFFECTIVE BUYING INCOME— 
110 | TION | RETAIL SALES — 1950 @Y2D estimates 1950 @jy7p ESTIMATES 
958 | EST. TOTAL Food General Furn.-‘4ouse. Drug Automotive Net | _ Per _ Per 
1,582 | CITIES 1/1/51 SALES Mise. Radio Dollars | Family |" Capita 
} 1,628 | . . ° Pome f a ae a | ——— 
; | 
1,088 | 5 in Jo.) Thoue (2 | Thou- 2_| Thoue |2_| Thou- |2.| Thoue |e.) Thou- Je.) in (oy in joy! i 
1,431 Se Thou- |3¢, sandsof 3 sands of 3. sandsof 3 sands of 5 | sands of 5 © sands of 3 =| Thou- |B S| Oot = © | Dol- 
1,756 occ sands cc, Dollars gcc! Dollars oe Dollars oe Dollars Oe | Dollars | loc Dollars oa | sands _ |G | lars Occ | lars 
: —— — -_ — _ — | | -|—— 
| 
inp Blue island, I... | 153, 17.8] 293, 21,856 118, 6,089 206 2,236 314) 335 25 506 183, 7,025] 64  31,239| 216,375 37 1,755 
“ Bowling Green, Ky... ..| 153) 17.8] 138, 28,309 266, «4,535 81 «3,546 142) ‘1,689 * |...)  * | 282, 16,857) 336/3,065, 334) 947 
Ine tland, Vi... 153, 17.8] 101 29,799 76| «6,770 177 2,500, 128 1,752 255] 504) 171 7,126] 78| 30,474, 33/6,095 4411, 712 
po vin Falls, Ida. 153 17.8] 19, 40,742 253 4,751 74 «= «3,667, 84 2,009 109, _785| 15 13,844] 117 27,359) 138/4,800, 95/1,537 
bap Helena, Mont. 157, -17.7| 259, 23,306 222, «5,054 210, 2,215 279 e7 | * |.) * 92) 29,311) 137,4,805, 53/1,656 
lea Ridgewood, N. J. 187} 17.7] 134, 28,438, 52) 7,362, 310 665 124, 1,764) 38 1,016, 43| 10,821) 12 39,082) 107,516, 8|2,208 
en Piqua, Ohio. . _.| 157, 17.7] 298, 21,668 259 © 4,670 138, 2,847, 233 «1,272 209, ++ «606, 215, 6 282] 179, 23,187, 249/4,068| 213/1,310 
bee a 157, 17.7] 1) 83,446, 1, «11,700, 3; 9,359, 13, 3,484, 3| «1,708, 1) 22,666] 83, 29,948) 665,348, 49|1,692 
bap Clovis, N. M. | 161) 17.6] 141, 28,195 287, 4,285 110, 3,143 205) «1,369, | * | 41) 10,992] 135) 26,048) 106/5,009) 129|1,480 
a Bradford, Pa. ..| 161 17.6] 144, 28,072, 55, 7,230) 236, 1,840) 134) 1,728) 124) 750, 122) 8,110] 66, = 31,205 37/5, 888, 32|1,773 
- Denison, Texas _....] 161) 17.6] 193, 25,107, 88 6,570 156 2,701 157, 1,628 197, 620, 90) 8,812] 131) 26, 189) 205/4,365 127/1,488 
ne Martinsville, Va. ..| 161 17,6 301, 21,585 327 3,681 183, 2,436, 166) 1,568 287; 424) 223, «6, 151] 217, 20,434) 167/4,644| 278)1,161 
“eo &\g Spring, Texas ...f 161 17.6} 90 30,802) 170 5,510) .. . al - 8 om i. 54) 10,206 218| 20,416! 280/3, 781) 27911, 160 
1593 1 Porte, Ind... . ..| 166 17.5] 124 28,985 100 6,321, 197 2,349) 122) 1,774) ...| * 86; 8,936] 119} 26,880) 110/4, 978| 97/1, 538 
= Greenfield, Mass... | 166 17.5] 81| 31,917, 62) 7,019 108, © 3,164, 73, 2,143, 201, +614) 968, 637 100| 28,910 5615,560) 55|1,682 
a Seaver Falls, Pa...... ...| 166 17.5) 59) 33,831, 32, 8,213 50) 4,071 35, = 2,483) 102) = 794) 70, =: 9,468) 184) 22,873 161/4,668 214/1, 307 
1318 Medford, Ore....... 166} 17.5] 14, 43,283 79 «= «6,700 28, «4,873, (18, 3,145, 72} +890, 6 —««15,375] 102, 28, 560| 133,4,841| 621,632 
= jeneva, N.Y... 2... 170, 17.4) 115, 29,382, 47, «7,446, 104 3,208, 131) 1,740, 144) 715) 209, 4,488] 186) | 22,724) 218/4,288 215|1,306 
- Chambersburg, Pa. 170, 17.4] 133, 28,596 178, 5,431 203, 2,275 96, 1,985| 202, 614) 197; 6,743] 215, 20,549) 283|3,736, 273/1, 181 
‘an Norristown, N. J. 170 «17.4 21, 39,660, 22, 8,650, 48) 4,122, 20, © 3,035) 26, 1,138) 77; 9,232] 61) 31,511) 35/6,060) 30|1,811 
> 986 Greensburg, Pa... 170 17.4) 12) 43,913) 46 7,481 9) 6,274) 4 4,307) 106 790) 56, 10,000) 58) 31,703} 22/6, 341) 26|1,822 
1 a Coffeeville, Kans. 174 17.3} 276 22,531) 201 5,244) 199) 2,303) 229) 1,294) 189 632) 220) 6,219] 151) 24,843, 186 4, 517) 158|1,436 
a Ottawa, II. 175) 17.21 177, 25,784) 130, 5,988) 108, 3,175, 171 1,859) 64) 905) 261| 5,377] 150, 25,148, 134/4,836, 142/1,462 
- Fayetteville, Ark. 175, 17.2] 286, 23,399 313, 3,971, 126) 2,989) 268] 1,162 214) 593) 149] 7,543] 149) 25,181) 179\4,578) 140|1,464 
Mount Clemens, Mich... ..] 175 17.2) 78, 32,191, 36, «8,000 ..| = * =| 180) 1,509) 22} 1,164) 42) 10,854) 122) 26, 591| 81/5,214| 93/1,848 
7 Asbury Park, N. J. 175, 17.2) 3, 84,640, 6, 10,006, 2 «= 9,689) 5} 4,256, 9] 1,353| 36, 11,215] 108) 28,088) 70/5,200 60/1, 633 
-: Highland Park, III. 179, 17.1] 212, 24,400, 83) 7,243) 260, © 1,571] 302, 764) 194) 625, 98} 8,603] 38) 34,234, | 9\7,961 12/2,002 
po" Kewanee, Ill... 179, 17.1] 286, 22,112 214, «5, 106| 94| 3,280) 252) 1,184) 175 651, 240, 5,803] 160 24,111] 184/4,549) 1701, - 
OF Mesa, Ariz... . 179, 17.1] 350) 20,083) 262, «4,586, 54 3,963) 159| 1,623, 285 426. 213, +6339] 250 «18,331, 292/3,666) 306)1 
_~ # Statesville, N. C.. 179 17.1] 228, 24,083 210, ©, 160 166 2,603 174, 1,553 212, 595 168 | 7,2151 232) 19,545! 256|3,989) nt ap 143 
: er oO ll 
os A OSM, 1951 * Withheld to avoid disclosure. 
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above the national average in 1950. . 
payroll of $13,951,451 in 1950... 
tura ranks as it does. Compare Ventura statistics . . . 
in Ventura county. 


FOR COVERAGE 


A JOHN P. SCRIPPS NEWSPAPER 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


VENTURA ¢ 25th Amone sss superior cities 


@ SM PREFERRED CITY—5 STRAIGHT MONTHS 


. with a farm income 2\Ist in the nation . 
with annual naval facility payroll of $23,000,000... 


write for information . . 


Yes, Ventura, California is being recognized more and more every day as one of the top marketing cities of its 
size in California and the nation. We refer you to Sales Management High Spot Cities, The Annual Survey of 
Buying Power and this issue which you are reading. Ventura, with retail sales according to population of 145% 


IN VENTURA COUNTY YOU MUST HAVE THE: 


VENTURA COUNTY 


Star-F 


VENTURA CALIFORNIA 


. . with a crude oil production 
is it any wonder Ven- 
. advertise with us and get results 


ePress 


GROUP 7:— 


CITIES 


Shamokin, Pa. 
Traverse City, Mich...... 
Greenville, N. C. 
Bristol, Tenn. 
Logan, Utah 
Englewood, Colo. 
Concord, N.C... 
Ventura, Cal. 
Fremont, Ohio 
Texas City, Texas 
Clarksdale, Miss... . 
Braddock, Pa. 
Pampa, Texas 
Streator, tl. 
Jonesboro, Ark. 
Ironton, Ohio 
Ambridge, Pa. 
Alice, Texas 
Huntsville, Ala... . 
Monterey, Cal. 
Corvallis, Ore... 
Blytheville, Ark. 
Ossining, N. Y... 
Carlisle, Pa. 
Clarksville, Tenn. 
Nampa, Ida. 
Marietta, Ohio 
Bristol, Va. 
Victoria, Texas 
Dalton, Ga. 
Owosso, Mich. 
Clayton, Mo. 
Texarkana, Ark. 
Dover, N. H. 

New Bern, N. C. 
Ada, Okla. 
Olympia, Wash. 
Klamath Falls, Ore... 
Holland, Mich. 
Clearwater, Fla. 
Mount Vernon, Ill. 
Emporia, Kans. 
Birmingham, Mich. 
Keene, N. H. 
Long Beach, N. Y. 
Sunbury, Pa... 


CITIES WITH POPULATION UNDER 25,000—{Continved) _ 


Saratoga Springs, N. Y...... 


Shelby, N. C. 
North Platte, Neb. 
Escanaba, Mich. 
Duncan, Okla. 
Hornell, N. Y. 


OSM, 1951 


POPULA- 
TION 
SM | 
EST. 
1/1/51 
2. in 
oct Thou- 
Gc. sands 
179 17.1 
179 17.1 
185 17.0 
185 17.0 
185 17.0 
188 16.9 
188 16.9 
188 16.9 
191 16.8 
191 16.8 
193 16.7 
193 16.7 
193 16.7 
196 16.6 
196 16.6 
196 16.6 
196 16.6 
196 16.6 
196 16.6 
202 16.5 
202 16.5) 
204 16.4 
204 16.4 
204 16.4 
204 16.4 
208 16.3 
208 16.3 
208 16.3) 
208 16.3 
212 16.2 
212 16.2 
212 16.2 
215 16.1 
215 16.1 
215 16.1 
215 16.1 
215 16.1 
215 16.1 
221 16.0 
222 15.9 
223 15.8 
223 15.8 
223 15.8 
223 15.8 
223 15.8 
223 15.8 
229 15.7 
229 15.7 
231 15.6 
232 15.5) 
232 15.5 


TOTAL 
SALES 
Se ae 
cc Dollars 
250 23 ,578 
91 30,620 
215 24,364 
266 23,072 
163 26 ,597 
291 22,042 
238 23,835 
32 38,200 
190 25,232 
329 20,763 
271 22,847 
41 36 , 266 
77 32,050 
175 25,821 
178 25,718 
285 22,113 
135 28 ,398 
331 20,679 
56 34,229 
102 29,746 
260 23,265 
110 29,437 
318 21,129 
214 24,365 
344 20 ,284 
152 27,384 
240 23,807 
317 21,143 
89 30,807 
349 20,097 
181 25,586 
69 33,219 
189 25,244 
300 21,603 
236 23,871 
233 23,910 
58 34,057 
8 48 ,033 
182 25,540 
131 28 650 
194 25,102 
232 23,916 
151 27,427 
340 20,448 
302 21,560 
213 24,380 
202 24,847 
244 23,752 
143 28 ,080 
352 20,041 
304 21,509 
289 


22,088 


RETAIL SALES — 1950 @YZD estimates 


~ EFFECTIVE BUYING 


Food General Furn.-House. Drug Automotive 
Mdse. Radio 

Thou- = Thou- = Thou- |2_ Thou- sc Thou- 

sands of 3€ sandsof 3€ sandsof 3 sands of 5© sands of 

Dollars gc Dollars (cc)! Dollars ga Dollars gc Dollars 
5,511 162 2,634 76 2,111 172 662 308 4,006 
5,541 36 4,554, 231 1,289 ° 68 9,481 
4,443 86 3,411 158 1,624 237 529 172 7,121 
3,407 17 5,362 123 1,774 198 618 250 5,601 
3,455 55 3,921 113 1,840 136 724 139 7,790 
6,041 252 1,643) 256 1,171 21 1,173, 115 8,273 
5,828 79 3,640, 56 2,287 185 639 233 5,938 
7,407 46 4,296 115 1,834 27 1,115 29 11,898 
5,446 128 2,969, 60 2,239 272 469 256 5,497 
4,962 251 1,659, 133 1,730 166 676 254 5,531 
4,508 208 2,224 288 905, 206 610 151 7,535 
7,786 93 3,292, 2 5,701 142 716 «61 9,750 
6,465 ’ 264 1,120 11 1,346 49 10,390 
6,608 107 3,172 173 1,555 256 503 239 5,810 
3,940 174 2,540, 59 2,252 169 672. 45 10,614 
5,250 242 1,761 200 1,403 ° 269 5,189 
9,000 274 1,360) 147 1,674 90 832 272 5,122 
4,442 234 1,854 . 207 607 241 5,799 
4,528 14 5,689 7 118 761 . 
5,714 205 2,246 139 1,702 266 482, 39 11,108 
4,077, 189 2,391 . ’ 138 7,802 
4,114 97 3,248, 112 1,848, 150 701 35 811,345 
5,534 309 680, 238 1,238 280 444 306 4,097 
5,202 173 2,552, 79 2,063 210 602 263 5,352 
3,680 . 292 888 . . 
4,042 88 3,364 212 1,340 203 613 82 9,072 
5,325 187 2,405, 135 1,717| 230 540 226 6,056 
4,351 211 2,214 126 1,755, 242 521 311 3,381 
5,777, 132 2,923 ” . . 
5,307 as 118 1,817, 204 613 273 5,089 
6.358, 70 3,697 179 1,524) 223 569 193 6,799 
7,557 7 305 718 10 1,346 17 13,456 
4,325 . 201 1,396, 238 529, 260 5,391 
5,493 276 1,341 185 1,475 178 645 309 3,537 
4,337, 85 3,471 175 1,540 ss 268 5,189 
3,956 163 2,626 199 1,406, 240 526 31 11,626) 
6,949 161 2,637 57 2,276) . ; 101 8,553 
7,921 10 6,016 . . 15 1,266 3 17,224 
5,089, 263 1,551, 46 2,353 71 893 147 7,597) 
6,282) 226 1,984 49 2,349 49 956 113 8,308 
4,571, 142 2,781 ? 233 537 136 7,830 
4,693 = 255 1,172) 83 844 211 6,407 
6,393 305 809 132 1,737, 2 1,710 18 13,045 
5,525 302 915 296 850, 283 437, 307 4,065 
8,296 313 407| 278 994 161 680 316 2,424 
4,803 155 2,715 71 2,156 180 643 186 6,937 
4,396 265 1,537, 230 1,290, 179 644 247 5,622 
4,011 76 3,660 103 1,891 248 508, 204 6,585 
5,957 109 3,150 140 1,694, 173 659 174 7,091 
5,507 101 3,229 235 1,259 231 540) 313 3,144 
4,901 171 2,564 254 1,175 217 586; 207 6,490 
5,629 204 2,261 270 1 249 508 281 4,887 


INCOME—_ 
1950 @|y7p ESTIMATES 


Net Per Per 
Dollars Family Capita 
a ! 

~| thou | 2%! pol-| 2% Dole 
& sands oe lars |e lars 
196 22,281) 132.4,844 217 1,303 
224 19,887, 272, 3,824) 277 1,163 
255 18,224 265 3,877) 306'1,072 
202 22,100 1704,604 219 1,300 
181 23,035 1234,901 197 1,355 
325 13,520 346 2,759 348 800 
274 17,373 267 3,861) 316 1,028 
59 31,671, 395,865 191,874 
112 27,787 785,243) 541,654 
124 26,561) 1874,502 741,581 
299 16,216 3403,003) 328 971 
142 25,518 405,800) 107 1,528 
176 23,430 209 4,339) 175 1,403 
164 24,037| 107/5,008, 151/1,448 
256 18,044 303.3,538) 301 1,087 
269 17,546 2843,733) 312 1,057 
210 21,480) 127\4,882, 222 1,294 
340 11,587, 350 2,465) 353) 698 
301 15,654) 335 3,069 335 943 
156 24,734 162/4,667| 124 1,499 
169 23,793 196 4,406) 157/1,442 
318 14,416 348 2,720) 343) 878 
69 31,160 206,492 181,900 
211 21,336 2304,184, 218)1,301 
290 16,531; 326 3,241, 322,1,008 
189 22,592) 207.4,345| 180)1,386 
178 23,211) 182 4,551! 164 1,424 
238 19,283 175/4,591, 272 1,183 
194 22,315 203 4,375 191)1,369 
334 12,134) 347 2,758, 351) 749 
143 25,499 825,204, 81|1,574 
15 38,313 87,982) 72,365 
278 17,114 319 3,356) 310 1,063 
198 22,266 152.4,737| 183/1,383 
298 16,261 316 3,388 321 1,010 
247 18,628 277 3,802, 2821, 157 
116 27,418 865,173) 461,703 
82 30,123' 535,578, 211,871 
205 21,840) 183 4,550, 192,1,265 
231 19,557 296 3,622 247 1,230 
236 19,339 2603,947) 248 1,224 
182 23,021, 170 4,604) 143 1,457 
11 39,279 59,135 22,486 
167 23,905 995,086 116 1,513 
81 30,131 127,007 171,907 
228 19,703 2613,941 2401,247 
216 20,504 2454,101 215 1,306 
327 13,424 3323,122 344 855 
254 18,236 278 3,799 274 1,169 
137 25,823 585,494 521,556 
286 16,694 3203,339 304 1,077 
221 20,297| 224 4,229 208 1,318 


SALES MANAGEMENT 


* Withheld to avoid disclosure. 


GROUP 7:—CITIES WITH POPULATION UNDER 25,000—(Continued) 


POPULA- EFFECTIVE BUYING INCOME— 
TION RETAIL SALES — 1950 GD ESTIMATES 100) Garey ESTIMATES 
SM oF 
&D TOTAL Food General Furn.-House. | Drug Automotive Net Per Per 
CITIES 1/1/51 SALES Mdse. Radio | Dollars | Family | Capita 
" | 
— i - 2 - le - |e be | _ ” | i 2 
st ‘Ta 3 eae of Se Ps a ae Ro ae Pas 3x | bes of Sx | Pon 3x to 3x Dol- 2x | Dol- 
(jc sands [éc) Dollars |=! Dollars (ce! Dollars || Dollars Ge Dollars |\c£| Dollars |c| sands SE | lars |e | lars 
= cinsata steel hie : wich nara Be vere ae _ hovel 
Lufkin, Texas... 234 4 25,929 235 «= 4,932 196, 2,354 80 2,041, 111, sz77|_-..| «= * ~—«| 339,11, 781| 351/2,356) 349| 765 
ant Oe. 234 7 38,663 117 «6,110 140, 2,825, 29 ©2649] 151/701, 67, ©~—«9,481] 180, 23,038, 169/4,608| 126/1,496 
Salisbury, Md..... 234) 40 36,400 182 5,399) ..| ° 48 2,352) 132 730 99 8,583} 302 15,523) 323 3,303} 322| 1,008 
Annapolis, Md...... eee 255 23,443) 112 6,167, 285) 1,178) 280 981; 28 1,108) 270 5,141} 170 23,746 27 6,249] 88/1, 552 
Poplar Bluff, Mo......... 238 313 21,297 298 4,134 144 2,764 =. ° 260 498 160 7,307} 295 16,340; 310 3,477) 309/1,068 
Gien Cove, N. Y... 238 334 20,653 179 5,423; 300 943| 77 2,103 308 318) 301 4,404] 158 24,327) 34 6 ,082| 72/1,590 
West Chester, Pa... 238 92 30,576, 89 6,564 170 2,564) 93 1,977; 157 685; 55) 10,043] 174 23,486) 955,106) 98)1 ,535 
Fort Collins, Colo. 242 279. 22,428) 243 4,856) 195 2,358 207 1,366) 183) 641) 218 6,266] 266 17,602) 299 3,592) 280)1,158 
Frankfort, Ind. 242 342 20,438 293 4,166) 279 1,296 246 1,200. * | * 193 22,390 163 4,665 133)1 ,473 
Moorhead, Minn.. . 244 222 24,180 75 6,773 ° : * 307 333) 236 5,857) 322 14,100; 336'3,065| 336) 940 
Hickory, N. C. 244 139 28,242 110 6,171, 69 3,701 65 2,200) 281 443, +80 9,138] 259 17,955) 233.4,176) 265\1,197 
Laconia, N. H.... Ans own de 336 20,532 195 5,260, 296 996 94 1,977| 288 424) 298 4,486} 280 16,941) 288/3,683) 293)1,137 
Cambridge, Oltie.......:......... 246 316 21,206 294 4,162, 130 2,953, 191 1,454 304 359, 252 5,548] 288 16,628 298|3,615) 298/1,116 
a | 246 167 26,277, 237 4,928 77 3,650) 187) 1,466) 154 690 126) 8,039] 303 15,496 329'3,162 315|1,040 
Warren, Pa. ms 246 34 37,365 148 5,793 1 15,910 220) 1,311} 262 492) 257) 5,444] 262 17,731| 286'3,694| 269 1,190 
Anaheim, Cal............. 250 353 20,028 297 4,144 253 1,640, 216 1,329) 235) 536, 190) 6,872] 279 17,005; 297'3,618| 284'1,149 
Fremont, Neb............. 250 200 24,892 245 4,851 152 2,723 210) 1,351) 300 373) 212! 6,375} 241) 19,033) 253 4,050) 227/|1,286 
Grand Junction, Colo... . 252 105 29,547 221 5,063 66 3,770 172) 1,559) 93) 822) 60) 9,809} 222 20,213) 173|4,594) 188) 1,375 
Hayward, Cal. eae 128 28,865 96 © 6,475| 232 1,890, 66, 2,197| 133, 729| 1291 7,956] 188, 22,615 90'5,140, 911,549 
I Ns vic sco acameicees 253 303) 21,539 238 4,910 284 1,201, «. .| * | 141 717| 141 7,653] 165 23,929 31/6,136; 581,639 
Painesville, Ohio eee 132 28,643 69 6,876) 35 4,557, 294 867| 147 702) 119 8,204] 268 17,578) 219|/4,287, 261/1,204 
San Luis Obispo, Cal..............] 256 195 25,101 213 5,124) 188 2,397) 127) 1,753) 298 386; 176 7,069} 139 25,651) 46/5,700| 33/1,769 
A, a ee 257 172 26,002 271 4,491, 120 3,045 38 2,461| 276 455. 258 5,439} 209 21,593, 120/4,908, 118|1,510 
Griffin, Ga. 5 sds heastia ee 297 21,710 225 5,021) 254 1,619 129 1,748) ..| an ee . 300 16,145) 255'4,036) 293)1,137 
NS, ee 258 150 27,591, 296 4,158 154 2,717 285 934) 196 623) 225 6,086} 233) 19,497, 212/4,333| 189)1,373 
a 258 136 28,386 250 4,802, 149 2,745 241) 1,229) 120) 757, 202 6,612) 225) 19,880) 131/4,849| 176|1,400 
RIE TID. ioc csc scavicwos 258 63 33,546 206 5,177; 62 3,815, ..| . | 25) 1,138| 44 10,821} 337) 11,999) 345\2,790| 345, 845 
BIN. go d.6s wv osessevescxees 258 7 48,698 15 8,933' 30 4,834, 109 1,855; 30 1,095 8 14,567] 94 29,252, 166,803) 112,060 
Hobbs, N.M........cceeeeeeees 263 221 24,234, 278, «4,376 218, 2,102 276, 1,008] 243, 618 66, 9,504) 258 18,020 271 3,834) 230\1,278 
Lewistown, Pa.............0.-+ 263 204 24,833 106 «6,239 95, 3,276 95, 1,966| 134 —727| 286, 4,806] 213| 20,868 1304,853 129|1,480 
San Rafael, Cal...................) 263 75 32,269 121 +6072, 42) 4,383! 206! 1,387 123) 752) 83| 9,052] 153, 24,816 495,640, 34)1,760 
8 Sa 312 21,313 265 4,543) 249) 1,685 260| 1,155 236| 531| 210) 6,409} 200) 22,120 89/5, 144 75|1,580 
aS 229 24,076 312 3,977, 190 2,387, 239) 1,234| 17| 645) 114 8,306} 227) 19,726) 176 4,587) 172|1,409 
ION, Fine sic sccccesiee ces ..| 266 262 23,259 153 5,730, 112 3,123) 221) 1,311) 51) 945 224 6,096] 285) 16,730 308 3,485) 266'1,195 
Coatesville, Pa. 266 314 21,292 193 5,277, 282 1,218) 120) 1,810} 87) 838, 288 4,715] 235! 19,348 113/4,961) 185'1,322 
Greenwood, S.C..... i 270 210 24,495 239 4,908) 212 2,199 62/ 2,229) 89) 834) 166 7,233} 291 16,513) 176|4,587 270 1,188 
Sweetwater, Texas...............] 270 327, 20,814, 311, 4,003 114. 3,114 «| ~S*~—s«|:s«6t|~—s 93] 219; 6,230] 260, «17,820, 239.4,144) 228|1,282 
Willimantic, Conn.. 272 176 25,786 162. 5,589, 280 1,268) 181) 1,509| 277 449) 131) 7,939} 306 15,415, 300 3,585) 297|1,117 
Napa, Cal. 272 121 29,108 119 6,088; 111 3,132) 217 1,325) 145 708) 100 8,576] 168) 23,888) 100/5,083 38|1,731 
Pere PH Wes asec cusacccass 272 283 22,238 220 5,065) .. . 251 1,187) 305| 336; | ° 321| 14,104) 318 3,358) 317/1,022 
Oneonta, N. Y.... ee | 179 25,689 154 5,723, 16 5,525 274) 1,016 182| 642) 284 4,831} 251 18,299) 250 4,066) 206/ 1,328 
Aibert Lea, Minn............... 276 208 24,534 288 4,255 56 3,913). | . 284) 427 231) 5,957] 287 16,659} 252/4,053 255/1 ,216 
Fort Wierd, File. 5. cc cccccvs 277 191 25,191 175 5,460 148) 2,747, 184 1,494) ba s | - - 323 13,676) 313'3,419 320) 1,013 
Connellsville, Pa... . 277 335 20,621 341 3,259 133 2,915 150) 1,646, 115) 764) 248 5,620) 234 19,494) 109.4,998| 155)1,444 
Niles, Mich...... 279 322 21,014 149 5,779| 233 1,883) 307 648 192 628; 238 5,836} 219) 20,395 149 4,743) 112/1,522 
Maplewood, Mo... 279 109 29,441, 228 4,998 185 2,411, 227 1,295; 42 1,000; 12 13,917] 183 22,901 1104,978 45/1,709 
Wenatchee, Wash... . 281 130 28,804 241 4,866 31 4,771, 261 1,154) 46 982) 123 8,082] 237 19,298; 157 4,707 147\1,451 
San Fernando, Cal. eae 282 159 26,682, 209 5,163, 243 1,736, 213 1,339; 20 1,175) 110 8,405} 245 18,757, 101.5,069) 166/1,421 
PN IIs o5c so vests deans 282 346 20,213) 335 3,489| 228 1,954 286 921 270) 476 283 4,831} 244 18,902) 188 4,500) 160/1,432 
PO Mos so inate vieisee 284 306 21,453) 318 3,823) 223 2,004, 209 1,352) 286) 425) 189 6,873} 330, 12,890 341,2,998| 326) 984 
Lewiston, Ida.......... 2.00.0. 284 82, 34,593 231 © 4,964 45 «4,209 121] «1,786, 126, 748) 27, 12,026] 220, © 20,384) 211.4,337, 86/1,686 
Sterling, IW... .. 286 341 20,443 270 4,498 135 2,886, 236) 1,254) 257) 503) 289) 4,709} 243 18,902) 16814,610) 144/1,454 
Huron, S. D.... 286 299 21,605 344 3,147 a 267| 1,086) . 251 5,579) 264) 17,654) 1444,771| 195|1,358 
Watertown, S. D.. 286 184 25,487, 347 3,057, . 188 1,464) , . 7 239) 19,240 67 5,344| 129|1,480 
Scotts Bluff, Neb............. 289 114 29,399 216 5,095 71 3,692, 164) 1,588) 246) 512| 75 9,369) 277 17,157; 145|4,766) 204)1,330 
Salem, Ohio 289 308 21,406 260 4,667 218| 2,069 194 1,433) 247| §11| 217 6,271} 173 23,491, 366,023) 27/1,621 
Vernon, Texas 289 323 20,994 317 3,899 =| = * =| 293} Sst} | | | * | 297; 16,280) 266 3,876) 236 1,262 
Red Bank, N. J... pene 289 17 42,220 28 8,428 165 2,610 39) 2,459| 47) 972) 47) 10,519] 166 23,917, 24 6,294) 231,854 
Ei Centro, Cal... . 293 160 26,646 326 3,681) 238 1,813 310 549) 107’ 790 93 8,692) 148) 25,216) 13,7,004) 131 ,970 
Great Bend, Kans............. 293 243 23,757 309 4,014 201 2,296 192) 1,450! 271| 472| 105 8,486] 265) 17,613) 197 4,403) 187 1,376 
Brainerd, Minn. 293 261 23,262 191 5,302 176 2,505) 301 771) 274) 460 185 6,955) 332) 12,198) 324 3,297, 333) 953 
i, rr eee 296 337 20,522 304 4,098 307 761) 266 1,097; 114 767, 285 4,825) 75 30 ,569 29,861 §|2,407 
Tulare, Cal... 296 154 26,997, 318 3,873 131 2,949 244 1,220) 195 623) 209 6,449] 281 16,878, 158 4,688) 205/1,329 
Suffolk, Va... 298 284 22,185 306 4,070 92 3,304 234 1,271) 146 704) 294 4,546] 316 14,452) 221.4,251) 2851,147 
Chico, Cal...... 299 85 30,975 138 5,909 153 2,719, 242 1,226) 121 754| 78 9,200} 212 21,250| 845,183) 471,700 
Astoria, Ore. 300 205 24,704 208 5,174 248 1,694; 218 1,321) 279) 446) 148) 7,548] 248 18,625) 185 4,543} 121|1,502 
Mitchell, S. D. 300 183 25,528 348 2,961 83 3,485 170 1,560} _.| * : - 242 19,022, 128 4,877; 102|1,534 
Fredericksburg, Va........ 300 192 25,120 276 4,421 169 2,569 101 1,915) 143 715; 201 6,647] 276 17,236| 795,223) 178|1,390 
Kearney, Web...........00cccec. 303 326 20,862 345 3,141 124 2,991| 130 1,742) 295 390; 244 5,732] 312 14,762, 279|3,786 258,1,210 
Mount Vernon, Ohio 303 278 22,458 283 4,331 115 3,110 299 822) 252 506) 235 5,876) 329 12,908) 322 3,310, 311|1,058 
La Grange, Ill. 305 187 25,304 252 4,787 102 3,227 269 1,065, 74 888 154 7,458] 172 23,522 68,712; 15 1,944 
La Salle, tll. ; eS 333 20,656 280 4,359 267 1,519 68 2,169) 261 493, 300 4,411} 267 17,581, 875,171) 145|1,453 
Gainesville, Ga............... 305 68 33,298 336 3,467 231 1,917| 61 2,232 149 702) ..| - 338 11,834) 309 3,481 327| 978 
ae 308 96 30,079 181 5,406 96 3,261, 72 2,153, 176 646) 127 8,021} 263 17,664) 143.4,774, 134 1,472 
Pendleton, Ore. 309 234 23,909 324 3,730 250 1,683) 284 958, 193 626, 111 8,365) 315 14,530 272.3,824) 251/1,221 
Indiana, Sete 309 145 28,011; 244 4,852 78 3,648) 91 1,988) 205 610, 95 8,657] 307 15,399 198.4,400| 222|1,294 
©SM, 1951 
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lf OCALA ranked 309 in its group in Retail Sales, it would be 


GOOD... but it RANKS 94th...HAS MORE RETAIL SALES 


THAN 215 LARGER CITIES! 


Putting it mildly ... Ocala is terrific! Huge sales volume—almost triple 
average expectations—makes Ocala a better retail sales market than hun- 


2 
ALL-ROUND SUPERIORITY 


LUUNLUN AULA 


in the U.S. and Florida 


it 


iz 


RANK = 
dreds of larger cities ... including the largest in the group! = **In Group InState = 
oo (Thousands) (All Cities, = 
In food sale s, 107 lar ger cities ste p back as Ocala shoots past them... Population 119 309 25 = 
68 give way in general merchandise sales . . . 198 in furniture-household | Sal 30.322 94 15 = 
... AND 232 in drug sales! Retail Sales .$30, = 
Food ....... 5213 202 22 & 
In the nation ...and Florida... Ocala is superior to its population rank Genl. Mdse. . 1,762 24\ 17 = 
in every possible sales and income factor . .. by wide margins.* A Perry — — ei = 
Newspaper market .. . of course. Total income. 14798 284 19 = 
Per Capita = 
OCALA STAR-BANNER jis 
= Per Family = 
OCALA, FLORIDA RADIO STATION WTMC = !ncome — ww 8 F 
= * Automotive sales withheld. = 
Representatives: John H. Perry Associates = ** Group 7—under 25,000. 
New York — Chicago — Detroit — Atlanta — Philadelphia — San Francisco — Los Angeles EMULATION TUUITMTA MUON 
GROUP 7:—CITIES WITH POPULATION UNDER 25,000—{Continued) 
POPULA- EFFECTIVE BUYING INCOME— 
TION RETAIL SALES — 1950 @YZD estimates 1950 SM ESTIMATES 
@D en im 

EST. TOTAL Food General Furn.-House. Drug Automotive Net | Per Per 

CITIES 1/1/51 SALES Mdse. Radio Dollars | Family Capita 

a i a - — Thou- |c - jc - ie . - i i i 
ae Thou- ae amt se Pate at ae Ba a€ Ra of 3 Be of 3x ones 3x thee 3x Dol- 3x Dol- 
‘Sc sands }5c/| Dollars (Dollars Ge) Dollars (Se) Dollars (Sc) Dollars | Dollars |oce, sands (Se) lars (Se) lars 
Ocala, Fla. 309 11.9] 94 30,322; 202 5,213 241 1,762, 111 1,849 77 857 sd | 284 16,755 1654,654 173)1,401 
De Kalb, Ill. 312 11.8} 310 21,380, 278 4,391, 186 2,407 277 999, 181 642) 155 7,390} 271 17,476 172.4,599| 128|1,488 
Watsonville, Cal. 312 11.8} 263 23,148, 224 5,027, 167 2,583) 265 1,108 267 482, 295 4,542) 304 15,482, 248)4,074) 212'1,312 
Dixon, lil. 314 11.7} 351 20,059, 264 4,563) 172 2,556; 271 1,064, 269 479| 297 4,524) 270) 17,538 150'4,740' 124'1,499 
Somerville, N. J. 314 11.7] 211 24,474, 113 6,161 245 1,721, 116 1,825) 119 758, 262 5,361) 317 14,438 243.4,125, 244.1,234 
Du Bois, Pa. 314 11.7] 277 22,474 207 5,175, 119 3,079, 90 1,994; 293 397 232 5,943] 343 10,752; 329'3,162) 339! 919 
Tupelo, Miss. 317 11.6} 319 21,093 346 3,072 222 2,008 214 1,335, 259 500 ° 348 9,419) 349\2,546| 347 812 
Sheridan, Wyo. 317 11.6} 320 21,075 300 4,125 ° 162 1,607, 187 636 266 5,285) 253 18,270, 116,4,938 79/1,575 
Port Angeles, Wash. 319 11.5] 347 20,197 218 5,082 207 2,232, 282 971, 302 369 242 5,786} 273 17,377, 9215,111) 117/1,511 
Dodge City, Kans. 320 11.4) 185 25,394 316 3,920 . 25 2,697, 160 680, 178 7,062} 292 16,507 178.4,585 151'1,448 
Norfolk, Neb. 320 11.4) 242 23,763 330 3,634, 113 3,119 75 2,121, 306 334 243 5,740} 313 14,706 2464,085) 2241,290 
Dover, N. J. 25,953 41 7,842 246 1,716 152 1,640 258 502) 191 6,818} 305 15,470) 685,334) 196|1,357 
River Forest, lil... 20,485 93 6,535 . 311 520 * ° 118 26,970 19,989 4 2,408 
Oskaloosa, lowa 21,453 343 3,225 139 2,831, 268 1,069, 227 547 280 4,909} 328 13,339, 321:3,335, 268 1,191 
Garden City, Kans. 24,036 325 3,711; 291 1,069 ° 289 416 9 275 17,358 76/5,260 77/1,578 
Harrisonburg, Va. 23,816 352 2,630 158 2,645| 138 1,703; 199 618 276 4,952) 310 15,147, 125.4,886) 186/1,377 
Jamestown, N. D. 22,257 350 2,789' 292 1,033 ° ; ° 137 7,809} 326 13,500 225 4,219 239)1,250 
Caldwell, Ida. 20,229 340 3,362 213 2,188 297 835 245 513 146 7,597] 314 14,552) 254.4,042) 194 11,360 
Santa Maria, Cal. 22,895 329 3,660 286 1,167 189 1,458) 299 376 194 6,791} 226 19,864, 196,621 191,874 
Petaluma, Cal. 34,490 303 4,101, 272 1,401 250 1,190 278 449 318 1,875} 320 14,278 257/3,966, 200 1,347 
Barnstable, Mass. 23,452 125 6,048 289 1,091 300 800 188) 635, 229 6,004} 257 18,039 505,637 411,718 
Redding, Cal. 29,247 134 5,937 175 2,536 263 1,150 158 683, 51 10,256} 324 13,565, 222.4,239 209 1,317 
Albany, Ore. 26,287 246 4,844 157 2,692 228 1,295 282 443) 195 6,777) 347 9,782; 342'2,964 331; 959 
Presque Isle, Maine 20,907 342 3.200} .. a : ° 303 4,380) 311 14,908 29'6,212 132)1,476 
Homestead, Pa. 23,604 61 7,038 290 1,070 58 2,256 52 942 312 3,232] 296 16,291; 26)6,266 68)1,613 
Hanford, Cal. 25,598 331 3,620 278 1,309 33 2,520 222 571 230 5,969] 293 16,480, 475,683, 56,1,648 
Charleroi, Pa. 24,690 254 4,750 68 3,740 69 2,168 290 411 158) 7,367] 308 §=-115,280_74'5,269) 107 1,528 
Kilgore, Texas 24,065 - - 182 1,504 184 640, 37 11,212] 309 15,157, 213.4,331| 106 1,531 
Kalispell, Mont. 23,076 320 3,785 118 3,087 272 1,051 265 7| 237 5,847] 335 12,064 293.3,656 2461, 231 
Yuma, Ariz. 21,385 321 3,783, 198 2,320) . ° ° 291 4,646] 319 14,294 1184,929 951,537 
Lumberton, N. C. 22,785 349 2,904 60 3,868) 281 980 301 370 206 6,498} 349 8,956, 301 3,582 330) 963 
Roseburg, Ore. 24,868 307 4,059 127 2,976, 143 1,683 220 577. 97 8,618} 353 8,543) 314 3,417, 319 1,017 
E! Monte, Cal. 20,509 351 2,640 277 1,311; 100 1,920, 24 1,142 132 7,888} 342 11,379) 200'4,377, 190 1,371 
Vineland, N. J. 30,842 131 5,977, 256 1,606, 151 1,643 140 718 200 6,674) 336 12,046 1055,019 138 1,469 
Grants Pass, Ore. 21,976 286 4,307, 235 1,843) 295 867 . 264 5,325] 346 9,785 317,3,374) 260'1, 208 
Marysville, Cal. 33,735 242 4,859 . ° “ 50 10,290} 331 12,440; 112'4,976 871,555 
Kittanning, Pa. 21,286 292 4,207, 178 2,490 195 1,427) 264 487 134 7,874) 351 8,837) 269|3,842) 295,1, 133 
Spencer, lowa 20,197 332 3,597 - ” 296 390 = 345 9,930) 2404,138 2071, 324 
Patchogue, N. Y. 21,780, 128 5,991, 52 4,024 289 904 311 301 315 2,628} 333 12,180 725,296} 641,624 
Porterville, Cal. 22,788 322 3,781) 184 2,413 156 1,635, 254 504 170 7,133] 352 8,708 259 3,958 2421, 244 
Turlock, Cal. 20,767, 334 3,526 283 1,203 273 1,023 297 387, 292 4,639} 341, 11,516 595,484) 251,828 
Coos Bay, Ore. 22,058 323 3,778) 216 2,102 208 1,356 292 400, 143 7,639} 350 8,930, 1914,465) 140 1,454 
Jenkintown, Pa. 22,320, 248 4,813 os 275 457, 271 5,130} 344 10,218 156,812) 141,985 
GROUP TOTALS 9,870,845 2,008 , 263 907 ,783 547,645 227,798|... .|2,483,663 8,458 ,837) 4,620 1,398 
TOTALS, ALL GROUPS 91 ,092.530 19,514,233 12,926, 207 5,531,812! 2,414,909) 18 , 247 , 967 116,152,069, 5,515) 1,659 
©SM, 1951 * Withheld to avoid disclosu’®. 
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By Population Size Groups 


Warranted Rankings for Multiple Cities 
With Retail Sales Over $20 Million 


GROUP City and State 


GROUP 1—Cities with Population 


Over 1,000,000 
None 


GROUP 2—Cities with Population 


Between 500,000 and 1,000,000 
None 


GROUP 3—Cities with Population 


Between 250,000 and 500,000 
None 


GROUP 4—Cities with Population 


Between 100,000 and 250,000 


Little Rock-North Little Rock, Ark. ........... 
PY, Bee. 00-066 600 6d6sb ses ee cee 
Moline-East Moline-Rock Island, Ill. .......... 


GROUP 5—Cities with Population 


Between 50,000 and 100,000 


Brownsville-Harlingen-McAllen, Texas .......... 
a 
re rrr 
PIN, TEES. 66 6:50 -c:6:0:0:00 eeeweweeuais 
Meriden-Wallingford, Conn. ....ceccccecceees 
Be a er 


GROUP 6—Cities with Population 


Between 25,000 and 50,000 


Monroe-West Monroe, La. ......cecccccccceee 
Newhurgh-penten, WY, cic ck ceccincevee sens 
BUTTON, TOON, oo oe csccncceesecewcns 
Florence-Sheifield-Tuscumhia-Muscle Shoals, Ala... 
Pasco-Kennewick-Richland, Wash. ........ee00. 
FOR, GOS one 6 bien cwadeiomecees 
Beaver-Rochester-Aliquippa, Pa. .......ceeseeees 
North Tonawanda-Tonawanda, N. Y. ........... 
New Kensington-Arnold, Pa, .....eceecececees 
Gloversville-Johnstown, N. Y. .....eeeceeeeeee 
WOU PMN. inna arate rere now woewaliawen 
NS RS ook eccinesumereb.oddesreiewe 
Homestead-West Homestead-Munhall, Pa. ...... 
Benton Harbor-St. Joseph, Mich. ............. 
Carbondale-Herrin-Murphysboro, Ill. .......... 
Beaver Falls-New Brighton, Pa. .............. 


Martins Ferry-Bellaire, Ohio .............000. 
Bismarck-Mandan, N.D. 
Dunkirk-Fredonia, N. Y. 
Neenah-Menasha, Wis. 


GROUP 7—Cities with Population 


Under 25,000 


LaSalle-Peru-Oglesby, Ill. 
Marlboro-Hudson, Mass. .......ccceccecceces 
Mankato-North Mankato, Minn. 
State College-Bellefonte, Pa. 

WPOMMATEORE, GREG. on iiciciccccccsccccovces 
erin niet, a, ee 
Helena-West Helena, Ark. 
Centralia-Chehalis, Wash. ................... 
Stroudsburg-East Stroudsburg, Pa. ............ 
Coos Bay-North Bend, Ore. .......cceecececee 


a 


ee eee erasers ees 


eo 


POPULATION 
1/1/51 


: in 
Thou- 
| Sands 


rn, for 
Rank in | Combined 
Group Cities 


24 145.4 
44 124.3 
67 101.1 
34 80.6 
78 64.9 
85 63.2 
91 60.1 
102 56.5 
127 50.9 
2 49.5 
20 46.8 
30 44.9 
41 43.8 
43 43.0 
58 41.2 
65 40.2 
67 39.9 
108 36.0 
117 35.1 
138 33.3 
160 30.8 
180 29.8 
191 29.4 
195 29.1 
221 27.1 
228 26.3 
231 26.1 
238 25.4 
246 25.1 
r 24.8 
12 24.2 
15 24.0 
36 23.0 
46 22.5 
125 19.0 
166 17.5 
256 14.5 
276 13.7 
303 12.2 


RETAIL SALES, RANK IN GROUP, 1950 


Total 


Sales 


49 


107 


126 


127 


Furn.- 
Food General | House.- 
* Sales Mdse Radio 


52 * 49 | 


34 64 a7 
61 x 62 

94 33 62 

87 84 97 
119 63 97 
131 104 104 

96 103 97 
134 106 97 

88 * 14 

3 172 35 

21 140 68 
118 36 * 

43 64 * 

68 * 88 

33 128 125 

70 . 198 | 
45 * 114 «| 
62 138 71 
196 53 63 
127 193 139 
112 205 126 | 
65 85 93 
195 192 109 

78 99 92 
196 202 193 
237 83 127 
150 177 163 
219 * . | 
45 223 25 

43 275 158 
130 10 14 
142 252 163 

37 286 238 

53 123 79 
291 238 178 
165 86 67 
176 54 308 
163 164 95 


EFFECTIVE 
BUYING INCOME 
RANK IN GROUP, 1950 


Auto- 
motive 


15 
60 


| 


Drug 
Sales 


27 
65 


| 


net | 


Dollars | 


37 


55 


Per 
Family 


Sak 


60 


23 


143 
278 
112 
213 
297 
311 
343 
157 
212 
143 


NOVEMBER 


* Dollar figures withheld to avoid disclosure. 
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1. Milwaukee Journal (E & S) 
2. Chicago Tribune (M & S) 
3. Los Angeles Times (M & S) 
4. New York Times (M & S) 
5. Miami Herald (M & S) 
6. Washington Star (E & S) 
7. Detroit News (E & S) 

8. HOUSTON CHRONICLE (E & S) 

9. Baltimore Sun (E & S) 

10. Philadelphia Inquirer (M & S) 

11. Dallas Times-Herald (E & S) 

12. St. Louis Post-Dispatch (E & S) 

13. Minneapolis Star & Tribune (E & S) 


14. New Orleans Times Picayune & States (M & S) 


15. New York News (M & S) 

16. Akron Beacon-Journal (E & S) 
17. Atlanta Journal & Constitution (E & S) 
18. Cleveland Plain-Dealer (M & S) 
19. Indianapolis Star (M & S) 

20. Toledo Blade (E & S) 

21. Newark News (E & S) 

22. Dallas News (M & S) 

23. Philadelphia Bulletin (E & S) 
24. Dayton News (E & S) 

25. Columbus Dispatch (E & S) 


The Chronicle's success as 


family newsP2 


per 


Both Six-Day and Seven-Day Papers, as Measured 
by Media Records, Inc., First Eight Months — 1951 


asanere 26. Los Angeles Examiner (M & S) 18,508,975 
28,574,111 a. Pittsburgh Press (E & S) 18,137,554 
27,548,720 28. Memphis Commercial-Appeal (M & S) 18,098,490 
26,159,445 29. Syracuse Herald Journal & American (E & S) 18,020,470 
25,074,616 30. Kansas City Star (E & S) 17,889,470 
25,050,766 31. Denver Post (E & S) 17,732,303 
24,105,744 32. Toronto Star (E) 17,443,771 
23,819,463 33. Cleveland Press (E) 17,403,179 
23,708,501 34. Cincinnati Enquirer (M & S) 17,320,050 
23,376,867 35. Boston Herald (M & S) 17,070,706 
22,376,320 36. St. Paul Pioneer Press & Dispatch (E & S) 16,854,596 
21,623,134 37. Oakland Tribune (E & S) 16,336,851 
21,559,363 38. Montreal Star Evening & Standard Sun (E & S) 16,331,932 
21,263,058 39. San Francisco Examiner (M & S) 16,134,483 
21,055,192 40. Houston Post (M & S) 16,038,525 
20,725,929 41. Buffale Evening News (E) 15,799,782 
20,262,264 42. Washington Post (M & S) 15,547,077 
20,144,913 43. Rochester Democrat & Chronicle (M & S) 15,484,215 
19,432,219 44. Louisville Courier-Journal (M & S) 15,399,066 


19,390,130 45. 
19,365,015 46. 
19,311,425 47. 
19,280,716 48. 
19,115,030 49. 
18,528,700 50. 


Fort Worth Star-Telegram (E & S) 

St. Petersburg Times (M & S) 

Seattle Times (E & S) 

Montreal La Presse (E) 

Baltimore American & News-Post (E & S) 
Grand Rapids Press (E) 


15,071,655 
15,039,406 
15,024,437 
14,921,208 
14,787,172 
14,755,752 


the Number One paper in 


the South’s Number One market continuously mirrors 
the success of national and local advertisers who find 


this paper an outstandingly profitable medium. 


The Houston Chronicle 


R. W. McCARTHY 
Advertising Director 


M. J. GIBBONS 
National Advertising Manager 


THE BRANHAM COMPANY 
National Representatives 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 38 CONSECUTIVE YEARS 


TABLE Il: CITIES WITH SIX OR MORE SUPERIOR POINTS 


(arranged in order of population sequence) 


Cities with Superior Points 

In the main tables each city is 
ranked in each of the 10 classifica- 
tions for its particular population 
group, and following the very popu- 
lar innovation in the November 10, 
1948, issue, these rankings have been 
further refined into ‘“‘superior points.” 

Taking the population rank as a 
base or index figure, a city achieves 
a superior point if any of the rankings 
for the other nine items are equal to 
or better than its rank for population. 

As a rough yardstick of quality 
such a compilation of superior points 
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is useful and important but there are 
limitations and drawbacks. The rat- 
ings are more important in the case 
of population groups with a score or 
more of cities than in the smaller 
groups, such as the five cities with 
populations of one million or more. 

Furthermore, the leading city in 
population is heavily handicapped, 
while the city at the bottom end of 
the classification group receives an 
automatic boost which it does not 
necessarily deserve. Cities in the first 
four population groups may be used 
to illustrate this point: 

New York City being first in popu- 


lation, has no chance to exceed that 
rating in any other classification, 
whereas Detroit, ranking at the bot- 
tom of this group—fifth in popula- 
tion—cannot be worse than its popu- 
lation rank in any of the other classi- 
fications. 

The position of Seattle and Long 
Beach at the top of arbitrary popu- 
lation divisions prevents them from 
showing at their best; but each of 
these cities when consolidated with 
the population group next above 
comes out with the maximum number 
of points. They are therefore included 
in the list that follows. 


SALES MANAGEMENT 


} 


| AO clic 
Pittsburgh Posi-Haz 


ee ry NEWS Pf | ERS CAN 


18,975 
7,554 
8,490 
10,470 
9,470 
2,303 
3,77) 
3,179 
0,050 
0,706 
4,59 
6,851 
1,932 
4,483 
8,525 
“ye Effectively and Economically 
4,215 | 
9,066 j 
18 TO SELL MORE DRUG PRODUCTS 
9,406 
4,437 
1,208 
7,172 
5,752 
f 
IN PITTSBURGH for example, THE POST-GAZETTE 
double-teams with your salesmen perfectly 
in sending the million central city folks 
en into Pittsburgh’s Drug Stores—then travels beyond 
— to send two million more around the corner 
a in their own hometowns to buy your products ws 
a from the drug stores in the 144 neighboring cities fA 
a of 1,000 to 75,000 population. 
® Second in Central City Circulation 
with one-third the population. 
@ First by Far in the 144 neighbor- 
that ing cities within a 50-mile radius 


tion, —two-thirds of the population. 


bot- e MA uf 

yula- i J * 

Opu- > . OR in ’ 

lassi | [ * 

Ang . 

= POST-GAZETTE 
from | 

2 One of America’s Great Newspapers 

_ REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 
uded 


NOVEMBER 1951 


10, 


rere ae reece eececeecats 


COVERS THE RICH 


*800-MILLION AKRON MARKET 


Akron’s ONLY daily and Sunday newspaper enjoys the 
unique distinction of covering one of the country’s 
largest and richest markets. 
John S. Knight, publisher Sell every Beacon Journal reader and you sell the entire 
Story Brooks & Finley, Akron market. That’s why we say, “In Akron, ONE and 
a cee ONE ALONE can do an adequate selling job for you.” 


CITIES WITH SIX OR MORE SUPERIOR POINTS 


GROUP 1 GROUP 3 (con't) GROUP 4 (con't) 
eae ° SUPERIOR SUPERIOR 
Cities with Population CITY AND STATE POPULATION POINTS CITY AND STATE POPULATION POINTS 
Over 1,000,000 TOE, GAM cecsccees - 306.6 7 Waterbury, Conn. ....... 105.9 & 
SUPERIOR Fort Worth, Texas ...... 281.3 7 DOI, TH. cccciccvces 105.7 7 
CITY AND STATE POPULATION POINTS i ee 277.9 6 is OEY ecanscccsess 103.2 3 
New York City, N. Y. ++. 7965.6 6 Providence, R. I. «s+... 253.5 7 Little Rock, Ark, ........ 102.7 8 
Chicago, Ill, ....+eeeees 3651.5 S ek WER 4sanaceserss 253.4 9 Richmond, Cal, ......... 101.4 6 
Los Angeles, Cal. ....... 2000.5 S Omaha, Neb. .........4. 250.5 9 Lynn, MaSS. ....esseeeee 101.1 “ 
ees: TO Seews dvees 1881.6 9 2821.5 2850.3 
15499.2 
GROUP 2 GROUP 4 GROUP 5 
Cities with Population Cities with Population Cities with Population 
Between 500,000 and 1,000,000 Between 100,000 and 250,000 Between 50,000 and 100,000 
Washington, D. C. ....... 811.8 8 Long Beach, Cal. ........ 249.5 9 Lansing, Mich. ........6. 93.9 6 
San Francisco, Cal. ..... 777.4 8 Hartford, Conn. ........ 180.0 7 Fresno, Cal. .....ccccees 92.5 7 
Pittsburgh, Pa. ......... 682.6 7 GO, WOR. vscsccssices 166.6 6 Harrishurg, Pa. ...cccecee 90.3 7 
Houston, Texas ......... 603.5 6 Sacramento, Cal, ........ 138.8 3 Springfield, 1. 02.0000. 81.8 7 
Minneapolis, Minn. ...... 524.7 9 REE, TF. scceccswes 136.6 6 PONE, THM, ceccnseess 74.8 6 
Cincinnati, Ohio ........ 509.2 9 Shreveport, La. ......... 127.6 7 Davenport, lowa .......- 74.5 6 
3909.2 Scranton, Pa. ...cccceee 126.3 6 Evanston, U0. ..ccccccece 73.9 8 
Knoxville, Tenn. ........ 125.8 6 Charleston, W. Va. ...... 73.8 6 
COG, Be seccesccse 118.3 8 Stockton, Cal. .ccccccccs 73.3 9 
South Bend, Ind. ....... 117.5 9 Cedar Rapids, lowa ...... 73.0 i} 
Eneneete, F.6d. cccoccsce 114.4 6 Santa Monica, Cal. ...... 72.9 & 
GROUP 3 POG Mh. Sesecccecuen 112.9 9 CO. TE vee tcccces 68.7 6 
— , 4 Wilmington, Del. ........ 112.1 8 Springfield, Mo. ........ 67.3 6 
Cities with Population Evansville, Ind, ......... 111.6 7 Galveston, Texas ........ 66.9 5 
Between 250,000 and 500,000 Reading, Pa. ............ 110.5 8 Chester, Pa. ......c000. 66.7 6 
Seattle, Wash. .......... 472.7 9 Corpus Christi, Texas .... 109.7 8 We, TB. © kccccocecs 66.1 7 
Indianapolis, Ind. ....... 431.4 8 We, Gs ciceacices 107.7 8 Waterloo, lowa ......... 65.2 7 
A errr 389.0 & oo a 107.6 8 Vere Wante, Und. .. ccc 65.0 7 
ee: SN ch cckawanes 377.9 8 a a 106.3 9 Cae, TE. cescccnecs 64.5 .8 
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FIRST AGAIN IN WASHINGTON 


ACCORDING TO THE PEOPLE 


Harris & Ewing Photo THE BIGGER AND BETTER 


TIMES-HERALD IN ITS 


All Washington has acclaimed the new and improved format NEW $3,500,000 DRESS 
of the Times-Herald . . . the latest step in its program of 
— tees HOME 
is | expanded service to readers and advertisers. The capital's Mees GimeshBerala * = 
most widely read newspaper is now larger in page size, easier TAFT SAYS HE’LL RUN IN cy) 
end ; , , 
> read and richer in features. Each page provides proof that Pubinen’s Prime Minbar Ste be “Assassin US 
o expense or effort is being spared in order to make it Wash- UAT SHO === OI IGT [er mar) 100 Fae ALIGANS 
AS WE RISESLPR ==. | f = | 3Coptinked ier 
ington's most readable newspaper as well as its most informa- TOE TAN: = = Cl wea a gar pia 
tive. | a ee a 
NET PAID DAILY CIRCULATION 
Sept. 30, 1951, Annual Post Office Statements 
Daily Times-Herald ..268,310 Morning Post ...... 190,966 
Evening Star ....... 228,152 Evening News ...... 136,551 
WASHINGTON, D. C. 
National Representative: Geo. A. McDevitt Co. 
THE LEADER IN THE NATIO N° S CAPITAL 
NT 
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why this GROWING city 


34th among the 248 cities in the 


WEST PALM BEACH GIVES YOUR ADVERTISING THE 


For every dollar of sales rung up in an average U.S. city West 
Palm Beach retailers ring up $2.41! Retail sales are more than 
double .. . 141% above . . . the national sales per capita. That’s 


25-50,000 group—is SIXTH in total retail sales! 


, : i " oe — 
No matter what your product may be, West Palm Beach offers you a giant-size plus. Food sales are 77% 


above average! General merchandise 91%. Furniture-household-radio sales soar 208% above! Automotive sales 


are almost FOUR times average volume .. . 


The “box score” 


at the right shows how this sales activity 


rates this city one of the top markets in the national group and 


in the state ... for any product! 


West Palm Beach offers vou big sales extras. And its Perry 
d t=] ¢ 


Newspapers enable you to get your full share swiftly, economi- 


cally 


by providing thorough coverage of city and trading area 


a prosperous year-round market of more than 128,000 


people with $165,000,000 retail sales. 


The Palm Beach Post and Times 


Representatives: 


New York — Chicago — Detroit — Atlanta — Philadelphia — San 


GROUP 5 (con't) 


West Palm Beach, Florida 
John H. Perry 


Associates 


GROUP 6 


Francisco — Los Angeles 


279% above par! Drug store sales 166%! 


OUT IN FRONT 
When It Comes to SALES 


RANK 
In State 
(Thousands) In Group (All Cities) 
Population 44.2 34 
Retail Sales $98,134 6 
Food 16,494 ll 
Genl. Mdse. 9,297 26 
Furn-Hshld 6,923 8 
Automotive 32,381 3 
Drug 2,812 
Total Income 79,781 
Per Capita 
Income 
Per Family 
Income 


AINA 


1,805 


5,002 


GROUP 6 (con't) 


SUPERIOR Cities with Population SUPERIOR 

CITY AND STATE POPULATION POINTS Between 25,000 and 50,000 CITY AND STATE POPULATION POINTS 
San Bernardino, Cal. oe 64.2 6 SUPERIOR Newburgh, N. Y. ...ceeee 32.4 6 
fo i ee 64.0 9 lar r 4 ene Z 
Gohustown, PA. cccccccce 63.6 8 CITY AND STATE POPULATION POINTS fee The ” ee — - 
Ritentie Clty, BH. db. cccces 62.5 8 eremeet, CO ccccceene 47.0 6 eee, TO vescretees 31.9 § 
New Rochelle, N. Y. ..... 60.6 8 Wu, FRE. sacciccesces 46.1 7 Gees TE oc cesnces 31.8 8 
Te PR dcevenenesonns 60.5 8 West Palm Beach, Fla. .... 44.2 8 Ee a 31.6 8 
Wheeling, W. Va. ....... 59.2 6 White Plains, N. Y. ...... 44.2 9 New London, Conn. ...... 30.9 9 
Peents, ©. 6. cocceccees 58.7 8 SU, GIR. cece cstsvess 43.9 6 itie, GO ccccccicces 30.7 9 
Greenville, S$: C. wcccccece 58.7 7 Peer, I Ge cectenses 42.9 8 Clinton. TONE <icccccece 30.6 8 
Kalamazoo, Mich. ....... 58.7 9 Newport News, Va. ...... 42.6 6 SS ere 30.6 6 
Port Arthur, Texas ...... 58.3 8 a a 39.9 7 Ferndale, Mich, ........ 30.4 7 
Brookline, Mass. ........ 57.8 6 Waukegan, (0, wccccseccs 39.5 6 Middletown, Conn. ...... 30.2 7 
Se  beactaneves 57.7 7 WI, CE ctw nccvienees 39.5 6 Fond Du Lac, Wis. ...... 30.2 7 
Ramee, UR. ccccccedes 55.4 8 Vakiee, WHER. csciciccs 39.2 8 Massilon, Ohio .......... 30.1 g 
Holyoke, Mass. ....-..++- 55.2 6 Farge, FH. BD. ccccccsocce 38.7 7 Daytona Beach, Fla. ..... 30.0 a 
Pittsfield, Mass. ........ 53.9 7 Ey re 38.4 6 Huntington Park, Cal. 30.0 9 
Gy Gi WR. ccccicccane 53.6 8 ee ee 37.8 8 Bete WE. kécccccscces 29.9 8 
Seen Fale, $. DB. ccccece 53.4 8 Fort Lauderdale, Fla. 37.0 6 a SS, Sees 29.9 9 
eee Ge, GER. ccccccoss 53.1 7 Port Huron, Mich, ...... 36.4 9 Parkersburg, W. Va. ..... 29.9 6 
SE, TR ckwvccccocces 53.1 8 Eugene, OFe, cccccsesecs 36.4 8 Odessa, Texas .....ccees 29.8 6 
Remote, ©. C. veccceces 53.1 8 Steubenville, Ohio ...... 36.3 8 Fairmont, W. Va. ....++- 29.7 7 
CUR, FU. ceccccecces 53.1 9 Lafayette, Ind. ......... 36.1 7 Seniesiy, Ge 2 scccccee 29.6 8 
eae, GE cc cccsees 52.4 6 SEL SE. -Gaaawaewss 36.0 6 Hackensack, N. J. .....-- 29.6 9 
dacksen, Wich. ..ccccces 52.1 9 Pee, GH occiiesecee 36.0 8 Beverly Hills, Cal. ....... 29.5 9 
McKeesport, Pa. ........ 51.9 9 BakersHeld, Cal. ..cccecce 35.2 9 Se Deen eee 29.4 8 
Berwyn, a tinbweesaseee 51.8 7 Dk Ck sadceepes wees 34.9 8 Kingston, et Ss ieee eee 29.4 9 
SR: GD. sccencccvees 5.7 9 Watertown, N. Y. ...00-- 34.8 9 Michigan City, Ind. ..... 28.9 9 
Woonsocket, R. |. ....... 51.4 8 Boise, Idaho .ccccccccee 34.7 9 Vancouver, Wash. ....... 28.6 S 
Hoboken, N. J. ..c. cee. 51.3 7 Everett, Wash. ...ceseece 34.5 9 Shaker Heights, Ohio 28.5 6 
OE. TE, waccecscnees 51.1 9 Appleton, Wis. .........- 34.4 7 Concord, N. H. ..ceeeeee 28.4 g 
CS ee ee 50.7 9 Bloomington, Ill. .......- 34.4 9 e : 
Warren, Ohio ........... 50.6 9 Middletown, Ohio ....... 34.2 7 acai a op ; 
I MWe ack ccaveens 50.5 S Hutchinson, Kans, ...... 34.0 8 Peete ro Toth 
Norwalk, Conn. ......... 50.3 9 Butte, Mont, .......... 33.5 6 omarion, Ga. «62.00. 3 
Bloomfield, N. J. ......-. 50.1 8 Oe cea ace 33.5 7 Torrington, Conn, ...+++. 28.2 , 
Dubuque, lowa ......... 50.1 9 Gertenien, VE. scccccccse 33.4 8 Framingham, Mass. .....- 28.2 6 
Battle Creek, Mich. ...... 50.0 9 = Re 32.6 5 San Leandro, Cal. ..... - 28.1 8 

3439.5 Cheyenne, Wyo, .....ee0- 32.5 7 Santa Fo, B. B.. cccccces 28.1 6 
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humming like 
a 4-motor plane! 


Rock Island, Moline, East Moline, 
Davenport are busy. In fact the 


Quad-Cities is tagged a critical defense area. Famed as 
the “Farm Implement Capital of the World,” this metro- 
politan area is also home of the Rock Island Arsenal 
plus 300 other diversified modern industrial plants. So 
you can see why 234,256 Quad-Citians are 
rated 14th in Effective Buying Income per 
capita, (Sales Management Survey of Buy- 


7h agus 


THE we QUAD- CITIES ROCK ISLAND * MOLINE «+ EAST MOLINE + DAVENPORT 


ing Power.) The Quad-Cities is humming with produc- 
tion—and likewise with retail activity. 


Good Marketing Men Know This 234,000 Market 


What looks like a tough job is easy when you know that 
the Quad-City Metropolitan area is a 234,000 unit— 
instead of 4 separate cities, Alert space and time buyers 
have learned this fact and are using the knowledge to good 
advantage in schedule preparation. Up-to-date informa- 
tion is now available in a brochure that graphically por- 
trays the Quad-City Market—clearly, concisely, com- 
pletely. For your copy write to Dispatch or 
Argus (newspapers that cover 3 of the 4 
Quad-Cities) or WHBF, Rock Island, IIl. 


Lisedileh 


You ALWAYS Get MORE in MIDDLETOWN 


No matter how you analyze Middletown, it always stands out as a real buy among markets. 
This Sales Management study adds new proof that you always get more in Middletown... 


Compared with all cities in its population group, Middletown scores 7 Superior Points out 
of a possible nine! And no wonder when you note how far above average it is in every sales 


and income factor. 


34% above average in family retail sales . . 


46% above in family food 


sales ... 16% in general merchandise. . . 24% in furniture-household-radio 
... 25% in automotive... 45% in drug... 26% in family income. 


Your Middletown sales can show com- 
parable pluses... when you use Middletown’s Rank In Its Population Group 
(HE PRESS—the only paper covering ani im ne sia 
YT: . . 
liddletow na nd rich Middlesex 1947 1950 1947. 1950 1947 1950 1947 1950 
County. In fact, with THE PRESS you Population _____-27,900 30,200 212 168 31 23 10 += « 9 
iways get MUCH MORE in Middle- Retail Sales ____$29,539,000 $36,210,000 187 180 20 14 9 5 
wn, Food __$7,157,000 $8,850,000 193 153 29 14 = 10 8 
General Mdse. __-$4,047,000 $3,649,000* 143 148 9 24 2 3 
Furniture-Household ** $1,817,000* * 166 * 11 Pi 
7 Automotive # $6,899,000 * 193 . wy * 8 
ij df MIDDLETOWN PRESS Drugs ______-__$760,000 $993,000 18 il 21 27 6 8 
Net Income ___-$30,889,000 $47,293,000 212 154 26 25 9 10 
MIDDLETOWN, CONN. Income Per Family $4,231 $5,698 152 9% 19 9 8 7 
Income Per Capita $1,107 $1,566 182 56 20 13 8 6 
* Furniture-Household included in General Mdse. in 1947 
Represented by ** Not ranked in 1947 
The Julius Mathews Special Agency, Inc. 
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MODESTO KMOD 


CALIFORNIA 
ODESTO* 
Ist in Retail Sales A 1ST IN M 
Ist in Food Sales : N *(Conlan Listener Survey Sept. 1951) 
Ist in Auto Sales D 


3rd in Gen’ Mdse Sales ABC NETWORK 


13th in Radio-Furn. Sales | 
WHEN SELLING CALIFORNIA YOUR ADVERTISING DOLLAR BUYS: 
YOUR ADVERTISING DOLLAR BUYS 
MORE MORE 


9n The Heart Of The Fabulous San Joaquin Valley 


GROUP 6 (cont.) GROUP 6 (cont.) GROUP 7 (cont.) 

SUPERIOR SUPERIOR SUPERIOR 
CITY AND STATE POPULATION POINTS CITY AND STATE POPULATION POINTS CITY AND STATE POPULATION POINTS 
Pane, FR. cccccceas 27.9 6 Texarkana, Texas ........ 25.1 8 Deen, TOME 62 -cecees 17.6 6 ; 
Mason City, lowa ....... 27.9 9 Janesville, Wis, ......-- 25.1 9 La Porte, ind. ........ 17.5 7 s 
Manitowoc, Wis. ........ 27.7 8 3254.8 Greenfield, Mass, ........ 75 8 a 
lowe City, lOWh .ccccccs 27.3 8 ey Cat, PR iv cccccee 175 7 } 
Gainesville, Fla, ........ 27.2 9  E. eaweesiases 17.5 9 ; 
Charlottesville, Va. ...... 27.2 9 GROUP 7 Morristown, N. J. ....... 17.4 9 
Grand Forks, N. D. ...... 27.0 6 es i - ae eee 17.4 9 
Sharon, Pa. ..........0- 26.6 9 Cities with Population Ottawa, Ill, .........0- 17.2 , | 
Aliquippa, Pa. .......... 26.5 8 Under 25,000 Mount Clemens, Mich, ... 17.2 7 
er 26.5 9 Geteee, Th. Ge sesccccecs 23.3 6 Asbury Park, N. J. ...... 372 S 
LS, aca acide aay’ 26.5 7 Monroe, Mich. ......... 21.8 6 Ca, THE sccesceccee 17.0 7 
Pocatello, Idaho ........ 26.3 8 Cee. FR. ccceeedes 20.7 6 Werte, Ge cccecccccs 16.9 9 
a eee 26.3 9 Grestem, Cele, ceveccsces 20.6 7 Pees, TD cciwceeccés 16.8 7 
Washington, Pa. ........ 26.2 9 Burlingame, Cal. ........ 20.2 7 a a eee 16.7 9 
eee Ue E eeecesecs 26.0 6 Se 19.7 6 POE, WOE cvesccsccs 16.7 6 
Redwood City, Cal. ...... 25.9 9 Mankato, Minn. .........- 19.1 8 GE weemanwews 16.6 7 
ee ae GR. ceceeneee 25.8 9 a er 19.1 9 monterey, Cal. .cccscces 16.5 7 ie 
ee Gey Bh. seceses 25.8 8 Benton Harbor, Mich .... 19.0 7 a 16.3 ? i 
Morgantown, W. Va. ..... 25.7 7 Advion, Wich. ccccscccce 18.8 8 Marietta, Ohio ......... 16.3 6 
New Kensington, Pa. ..... 25.6 9 mares, © B cccscees 18.8 6 Vo GS 16.3 6 
D> Ge Ws veccesees 25.5 8 Santa Rosa. Cal. ....... 18.3 8 GE, Te. 6c cccweccue 16.2 8 
Gloucester, Mass. ....... 25.4 9 a a 18.2 8 Se: SE, ce oceceeness 16.2 7 
Winona, Minn. ......... 25.4 8 See, Te OT, cncececses 18.1 7 le SS ere 16.1 6 
Jefferson City, Mo. ...... 25.4 7 See, T. Ve wenscsies 18.0 7 Olympia, Wash. ......... 16.1 i) 
a 25.4 9 a. Se ee 17.8 6 Klamath Falls, Ore. ..... 16.1 8 
Se GN, GR teceveden 25.3 8 Twin Falls, Idaho ....... 17.8 8 Seamed, Tick. cccccccss 16.0 8 
BOG, TR cdccccetcns 20.3 6 Ridgewood, N. J. ....---- 17.7 8 Birmingham, Mich, ...... 15.8 & 
Fort Dodge, lowa ....... 25.3 9 a eee 17.7 9 UNE. caGecsweccis 15.8 6 
ee et UL. eknewn ees 25.3 9 Re SS eeererern 17.6 6 North Platte, Neb. ....... 15.6 6 
North Tonawanda, N. Y. .. 25.1 9 a A See 17.6 8 6 


Escanaba, Mich. ........ 15.5 


The IDEALTESTMARKETIN NEW ENGLAND 
GREENFIELD—Franklin County, MASSACHUSETTS 


You get a LOT for a LITTLE in a one- 


WHAI 8B Cc D 
Morning 47.0 118 48 28 


E 
2 « 
WHAT has MORE LISTENERS than the NEXT 4 STATIONS COMBINED pp ‘Tlemoon 48.9 11.6 83° 14 ; ; 


station area with a high buying index 


", Evening 38.9 3.7 60 3.6 
TOTAL §44.7 89 66 2.2 


Audience Survey by E. J. Noonan, 
Boston — December, 1950 


SALES MANAGEMENT'S MARKET RANKINGS list Greenfield as 
SUPERIOR on 8 out of 9 POINTS! 


Represented by B. Bannan, Boston, and The Walker Co. in all major cities. 
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GROUP 7 (cont.) 


SUPERIOR 
siTY AND STATE POPULATION POINTS 
Merced, Cal. ..-seeceees 15.4 9 
Nest Chester, Pa, ...+ee- 13.3 9 
Hickory, N. C. .eeeeeeee 15.0 6 
sreenville. TexaS .+--eees 14.9 6 
remont, Neb. ..-+ceececee 14.8 7 
srand Junction, Colo. 14.7 9 
Hayward, Cal, ...-eeee-- 14.6 9 
Midland, Mich. ...-+eeee. 14.6 6 
Painesville, Ohio .....+e- 14.6 6 
San Luis Obispo, Cal. .... 14.5 8 
Sanover, Pa. ccccccecese 14.3 6 
Wooster, Ohio ....ceceee 14.2 7 
Winchester, Va. ..-ccecees 14.2 9 

I 14.2 9 
tok TT. kewesegawns 14.1 6 
Lewistown, Pa. ..cccccee 14.1 s 
an Rafael, Cal. wccceces 14.1 9 
GH cc ccecesaecas 14.0 8 
Contalian, WE icc ccssves 14.0 8 
Bradenton, Fla. .....ee.- 14.0 7 
Coatesville, Pa. ...ccccce 14.0 6 
Greenwood, S. C. ..cscee 13.9 8 
Sweetwater, Texas ....... 13.9 6 
Rete Cb pacvcteswwows 13.8 9 
Se We oN! nesweaia ale 13.8 8 
Connellsville, Pa. ......e. 13.5 7 
Miles, WEN. ccccvivecves 13.4 z 
Maplewood, Mo. ......... 13.4 9 
Wenatchee, Wash. ........ 13.3 9 
San Fernando, Cal. ..%... 13.2 9 
Gaet Te awesewe sens 13.2 6 


GROUP 7 (cont.) 


SUPERIOR 


CITY AND STATE POPULATION POINTS 
Lewiston, Idaho ........ 13.1 9 
Sete. Ge sedk veces’ 13.0 7 
Scottsbluff, Neb. ....... 12.9 9 
SE, GE Sesswcaivees 12.9 8 
8, a eee 12.9 9 
El Contra, Cal... ccccsos 12.8 F i 
Great Bend, Kans. ...... 12.8 8 
Co a err 12.7 6 
WT, Bde ecccaccses 12.7 8 
SE. SE cbiwewnwsues 12.6 Ff 
Gere Ge -esewsecsanns 12.5 9 
Rater, GO. cccscvccces 12.4 9 
ee 12.4 6 
Fredericksburg, Va. ..... 12.4 9 
Kearney, Neb. ......... 22 6 
Mount Vernon, Ohio ..... 12.2 6 
a Greet, G. cccecsccss 12.1 9 
oe fewer err eres 12.1 8 
Wee, GUE. ee tewarcncs 12.0 9 
Pendleton, Ore. ........ 11.9 Fg 
Se, TR, setieesceas 11.9 9 
PU. wewwecescees 11.9 & 
Re We BR ve nkcees's 11.8 9 
Watsonville, Cal. ........ 11.8 9 
WE Se etemaewe 12:7 8 
Somerville, N. J. wcccccee an7 8 
a 32.7 6 
Sheridan, Wyo. ......... 11.6 7 
Port Angeles, Wash. ...... 115 i) 
Dodge City, Kans. ....... 11.4 8 
NOG, Mee seveenceees 11.4 § 


TABLE Ill: STATE RANKINGS, ALL CITIES $10 MILLION AND OVER IN RETAIL SALES 


GROUP 7 (cont.) 


SUPERIOR 
CITY AND STATE POPULATION POINTS 
Dover, WH. db. cvccccccces 11.4 9 
Oskaloosa, lowa ......... 11.2 7 
Garden City, Kans. ...... 11.0 z 
Harrisonburg, Va. ....... 11.0 8 
Jamestown, N. D. ......-- 10.8 6 
Caldwell, Idaho ......... 10.7 7 
Santa Maria, Cal, ..cccses 10.6 9 
Potninme, GH. scc.0ssvccic 10.6 9 
Barnstable, Mass. ....... 10.5 9 
Redding, Cal. wcccoccccs 10.3 9 
Albany, Ore. ccccccccces 10.2 7 
Homestead, Pa, ......0.. 10.1 9 
a a - eeeercr 10.0 9 
er 10.0 9 
Co a 9.9 z 
Kalispell, Mont. ........ 9.8 9 
Yura, BE. ccccwcevess 9.3 7 
Lumberton, N. C. ....... 9.3 7 
Roseburg, Gre. crccocees 8.4 i) 
EF Mente, Cal, ccccccses 8.3 8 
Vineland, Fd. <ciscccisece 8.2 9 
Grams Pass, GP. 600002 8.1 7 
WMarveee, CH. cs ccccces 8.0 6 
oo a es 7.8 8 
Spencer, IWWA .ccceccvse 7.5 6 
Patchogue, F. VY. ccscece 73 9 
Pertevwile, CR. cccccese 7.0 8 
errr 6.3 9 
Coos Bay, Ore. .cccccces 6.1 9 
Jenkintown, Pa. .cccccce 5.2 8 
1992.5 


ALABAMA ALABAMA (cont.) 
POP. OP. 
1/1/51 P R F S. w.8 «A I IF Ic 1/1/51 P R F G H OD A 1 IF Ic 
Bimini: v0.6 c0ssveews 302.5 | 1 1 1 1 1 1 1 2 2 eT Aisnmnwe*mwye * &@s S&S 
MGbNE . caseaiececens mas 128.8 2 2 2 2 2 2 2 2 a 1 MEE, Saepinwseoeeecm rt i a: a i i ie ae ae 
BIS Ginacieuiseaey w64 3 5 383 §$ ¥ a * 3 Ss EE “eatniereraaaarccaseerece AS wD SRB 8S * 9-7 8 
RNR 5 caveccocsiacun S62 4 4 4 4 3 s S$ & @ az NE Sckacrece we cnteeaaus ma? unm &£SU tet we RB SG 
REE sc havare Gui a'avaacors 46.9 5 S$ 6 F— & € 6 5 4 7 eer a DBD2 ZRBKBRE BPE Bs Bu HH FR 
WON Nocasowstlewses mG §£€§ 6@ FH Fe BE BS SIE init aya aca arpeerre 366 18 73 & * 6s -* 1 4 
B Moca boone wats 28.9 7 8 §S €é6é-ssit Fw DD WEY «Seba swennwans 13.4 14 19 16 17 12 19 * 18 18 21 
* Withheld to avoid disclosure. 
Code Used in State Rankings 
P = Population H = Household-Furniture-Radio | = Net Effective Income dollars 
R = Retail sales, total D = Drugs IF = Net E.B.I. per Family 
F = Food A = Automotive IC = Net E.B.I. per Capita 
G = General Merchandise 


I's WAPX the ABC Affiliate in MONTGOMERY 


> 


> 


uring the ten-year period from 1939 to 1950, the 
lontgomery metropolitan area recorded the follow- 


ng increases: 


Total Retail Sales up 230% 
Food Sales up 264% 


Furniture-Household-Radio Sales up 242% 


Automotive Sales up 304% 


And this does not include the tremendous PX 


Where 1950 Effective Buying Income Was Over 


$150,000,000!! 


< 


< 


and Commissary sales at the Maxwell Field and 


Gunter Field Air Force bases. 


Station WAPX helps you sell this market with radio 
advertising plus the following merchandise aids: 


Mail Promotion 

Express Truck Billboards 
Lighted Marque, downtown 
Promotion Announcements 
Screen Advertising 


Highway Signs 

Bus Cards 

Personal Appearances 
Theatre Displays 
Newspaper Display Ads 


The Progressive Station _-WA eo X — Montgomery, Alabama 


National Representatives: The Walker Company 
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Group 
ank 


Richmond, California 


superior in all six sales classifications. 


Independent. 


RETAIL SALES — 1950 JM ESTIMATES 


General Furn.-House. Drug 


Mdse. Radio 


Thou- <= Thou- 


sx x > 

Se sandsof S¢ sandsof St 
ca i < os 

oc Dollars cc Dollars Se 


66 5,083 63 5,335 65 


Thou- 
sands of 
Dollars Sc Dollars 


again... And it's STILL Richmond, California 


Automotive 


Thou- 


Sx 
St sands of 
jC 


1,683 61 17,120 


This means that Richmond is the only city of 50,000 or more in the entire San Francisco Bay Area 
Still, as always, covered only by the 


Richmond 


ALABAMA (cont.) 
P. 
1/1/51 

ee re 12.4 
De cebtienskaviacus 10.9 
OE. Seexweenewere 9.7 
CO ee 9.3 
tedavedeadeasees 3.7 
NN, alk @ Da wh eo YB 
Reenter CH cccccisvs 6.5 
PE cuhevadudeticecus 6.3 

910.8 
ARIZONA 
PNG -caecedsncweneas 107.7 
DOD Ldetsiweeesseue 46.1 
Dl. ccs ekedaneeuwme we 17.1 
ED aw Wiaeeewe es 9.6 
PE cctenveeerdoetaees 9.3 
ee 6.9 
SEE. © oo kiauiae aweweuie 6.8 
. awesaunceweaowe 6.3 

209.8 
ARKANSAS 
Re GEE ovcescesvecevs 102.7 
File Ge deeeweseiowcs 48.5 
North Little Rock ....... 42.7 
Pe GT Sbeesweunnees 37.5 
kk eer 29.7 
eR: Soe wedireewed 23.3 
PUD eckcoeveceves 17.2 
DD crctsrevetre% 16.6 
DE eoesaatcn aden 16.4 
WE inasbeceeaces 16.1 
SN: av add-nceeeneees 23.5 
DN cmusdecawmees ae 5.3 
PE ¢eenvevdceers 9.8 
Dad véasscanasees 8.7 
DE ntC6e Gane eeeneens 8.7 
DG GON. vecceecs eas |e 
DEE. eagle crake 7.0 
DE dedwcoonenens 6.5 
NUE) wads wc ww eiaciena'aa 6.3 
DN, inmwtadmacebmnes 6.1 
DEE: aatickekewes ee 5.9 
WE Vide wecwunkesnee §.1 

445.3 
CALIFORNIA 
Se EE gb aewedwecees 2000.5 
Be SHED vedneeenes 777.4 
a reer es 389.0 
er eer 328.5 
BOG GED. ve cvsccccudec 249.5 
POE icttvineueads 138.8 
EE -serseneseceuads 115.6 
NUD «aie aw aa aceae acer 106.3 
DN acctecseseaes 101.4 
DE cence eenve eats 97.5 
SCD: debe amenewenae 97.1 
PE bide numeNneeaaen 92.5 
 cibwaacdne'ee euate 80.0 
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CALIFORNIA (cont.) 
POP. 


1/1/51 
Pe ere eee 73.3 
Senta Mawes oc csccvves 72.9 
ROGGE 6c 6eteceo“sion 64.8 
San Bernardino ......... 64.2 
SN ck ev ewetscvus 52.4 
GE ceesosevncss 51.8 
Pe 2k seve rewweaee 49.0 
Peer ree ee 47.4 
NS rks anwar 47.1 
WEEE kctievrcesees 47.0 
er 46.5 
Die GED kaccscwsss 45.8 
Te OE bcacaseaseaws 42.4 
PEN nic wemacenes ewan 36.0 
oo eer eee %.2 
Huntington Park ....... 30.0 
er 29.5 
ee  eereerrer ee 28.1 
RO Se asscustaCwnn 26.1 
a er 25.9 
Redondo Beach ......... 25.8 
PD. Keeuckaekneee 25.8 
> ich veimaisioanatene 24.4 
DD * a eeesdiasas ewes 23.7 
RE -ckscceetonmeden 23.5 
NN acne eaten Sere 23.4 
NE Uisicecidcuaaecaec 23.3 
PEE: cacembennwaw es a2.t 
Ne GE kbc ecewceses 22.3 
DEE. waka ewey-o 22.2 
DE ceausncewdeeene 21.9 
Be GO nc cacevens 21.6 
PE Gucaaneeswnees 20.7 
re ee 20.6 
a ere 20.6 
SIND is ue cavemen 20.2 
Cet GP a sisswcesvenwe 20.0 
South San Francisco .... 19.7 
IR: ce. er wraneit ace monseracers 18.8 
ee GONE cccietaenedees 14.4 
reer rey a 18.3 
PE sideuesnevenews 17.9 
a ee rere 17.7 
South Pasadena ........ 17.3 
NS co asigeeinn ames 16.9 
WONG. bc ccceccceses 16.6 
DINOS a cwopawe cbateas 16.5 
I NE. Sd occ aware 16.2 
OEE | data/auetkcevwardateacereces 15.5 
er er rr 15.4 
Be saacwcusioseuua 15.4 
PE vtevoscveesades 14.8 
RNIN 6 on e'olaraveediaraia-are 14.7 
Be GNU i xcseickcenn 14.7 
ern ere 14.6 
Sow Gels GhWee 6 6ccsiss 14.5 
ee 14.2 
Co eer ae 14.2 
GE kv ic sceneees 14.1 
NE. elas Wiatehw ores arn wieieres 14.0 


64 73 57 71 66 64 72 48 
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SALES MANAGEMEN| 


its no place in 
nhich to move 
mountains of 

merchandise 


~ 


SOME NEWSPAPERS may cover 


“Stickville” like a blanket, but we con- 


_ 


4 1 - - rt > + N ic ‘= - = 5 mM Ul & P v Q ~ ~» Ww 
PwWOKFARAOSNOMWBOrPKP KEW SDOIHNEDREHGCANRDARBROS 


centrate our circulation in the Los An- 


geles ABC City Zone. (In population it 


exceeds corporate Philadelphia; in retail 


sales it exceeds the cities of Philadelphia 


— 


and Cleveland combined!) In this popu- 


105 | lation-packed ABC City Zone we lead 
- by thousands of circulation daily! 

1 d / 

13 Wise advertisers seek volume 


where volume exists. That’s why 
yise advertisers choose the... 


4 Lor Ungeles Lrencig 
| HERALD 
EXPRESS 


REPRESENTED NATIONALLY BY MOLONEY, REGAN AND SCHMITT, INC 
‘OVEMBER 19, I95I 115 


BIG r) NEWSpaper! 


Profile of a"PLUS” Market... in a RICH State 


nk i te 

STAMFORD — “as Rank in Above U.S. Average i 
Population z 74,293 46 100 ms een —_ ‘ 
Total Income .... $144,439,000 22 147 Population ........... 5 a 

: Retail Sales ....... 5 27% 14%, =| 

Per Family Income 7,080 9 349, 28% “4 
Per Capita Income 1,931 14 147 Feed ....--..-- . = Hf 
Automotive Sales .. 25,709,000 37 178 reaintehnemen : 7\"% 18% | & 
= Automotive 2 78% 4% | 
Total Income ......... 5 47% 21% 4 

Over 20 000 Families Per Family Income ... 3 57% 19% 4 
4 = . Per Capita Income ... 5 47%, 21%, 4 

. » » Over 21,000 Circulation | 

STAMFORD ADVOCATE | stamroro, conn. | 

Represented by The Julius Mathews Special Agency, Inc, i 

= = ——— = _— _— - ——— — — =— $ 

H 

CALIFORNIA (cont.) COLORADO (cont.) ; 

POP. POP. 

1 a a a a 1/1/51 P R FGHODA tt KEK 
| Ree ee 13.8 74 50 53 35 60 5G 46 64 52 39 SE OS 202 5 8 6 9 5 5 9 5 10 § 
1 ee 13.5 75 96101112 78 43 87 66 60 43 WINGO: asian srocrcnes mS ¢ +7 5S 7S 8 & Baws 
San Fernando .........- 13.2 76 53 63 53 58 33 48 81 53 77 Fort Collins .........6. 2768 S$ 7Té6é ET HD 
SIE aca: cru era eierwieewia 132 76 83 78 85 80 94 82 93 119 116 Grand dunetion .cccccoce 14.77 8 5 F 3 ¢€© @ ; € © F 
Pittsburg eae 13.0 78 75 72 47 61 64104 97 108 117 WHEE caiwseccceves 124 911 9 616 * * ll 16 16 
WAIN ao oss cesneaces 12.8 79 54 88 50103 44 45 59 4 18 Longmont ..........--- 3.2 10 10 11 * 10 8 10 10 12 10 ; 
We UNE ceaneucecens 12.7 80101 59 * *108 97 82 66 75 Ra RE ecincsncscamans Sn Be tHnBwe & 2 3 
WOR cx asicsovwewens 12.7 80 52 82 37 68 60 62 85 71 90 Me ice coe en eee: ~78 NMbW’ UW 7 WB 13°42 
WONG ies cine cereaces 12.55 82 46 57 40 67 45 42 74 47 45 ES EE pnd Rene pe 474@363b Smet €eHTw Ss §s 
Newport Beach ......... 12.5 82 78 94 * 88 57 70 86101 91 MEER, sdb eeecceccs 75 14 13 12 12 14 * * 144134 
NN se ia a pues 12.2 84 82 81 78108 90 94 70 5 28 MEE Sateeceneunues 6.9 15 17 15 13 13 10 15 16 15 15 
Hermosa Beach ........ 12.0 85 90100 86102 72 68 79 89 49 Fort Morgan .........-- 54 16 16 17 14 15 12 1415 ll 9 
| Ee oa 12.0 85 47 60 34 39 58 49 83 64 72 WIRE a4 6 ccccarrnckc cies BS WTWwWwMBHR OHH ¢ dk 
Watsonville ........ee- 11.8 87 60 66 42 73 71 77 88 94 93 686.6 
NS oo ene ie 11.3 88 106 109 88 79103 86 92 83 96 
I Soca rca saeuns 11.2 89120 99106 93 101 111 104 115 118 
CG. cc ou vocwaxens 11.1 90113105105 * * 92 94107 100 CONNECTICUT | 
IN cnn G ahewenes 10.6 91 71 79 80 84 84 74 90 58 87 Hartford ...ssseeeeeees me zti2egthisz 2 4 35 
Santa Maria ........06. 10.6 91 61 90 73 54 85 61 78 13 23 New Haven ........005. an or i a a A ee 
Petaluma oc eeeeeee 106 93 40 77 61 69 75109 91 99 &8 PE cccenescteues 161.9 3 2 1 2 2 2 2 2 & 
DE. cudoncsoreuncus 10.4 94118 106 98 94 107 107 105 116 115 Waterbury ..........0e- 1055.9 4 4 4 4 4 4 5 4 10 2B 
WEN ose ae oan us 10.3 95 49 56 41 72 54 39 95 86 92 Stamford .....2-+-eeees me S$ S$ & FS 6H ss Ff 5S 
ee SS eee 10.0 96 56 91 64 34 62 66 87 30 48 New Britain ........+.+- 48 6 6 65 65 6 7B NU 
Te 9.5 S7 73 75 67 99 47 65 77 12 8 Norwalk .......eeeeeees me FT FFB IPA Ft Se tS 
DER coeeeesoecet ues 8.9 98 85 95 72 85 * 83101 62 94 West Hartford .......... S62 @¢@8@me*nmirfrtwyeweiti 
I oc wd ene nar 8.9 98 95102 91 81 99 71100 93 89 Meriden .....eseeeeeeee 449 9 9 8 9 I ll ill 21 BY 
a oss aa annes 8.6 100 99 92 75104 96 96 96 49 58 Greenwich ......+-.000. 411 10 10 11 10 13 9 13 9 2 2 
DODD Saw auoaee se aes 8.4 101 103 110 87 74 88 81 108 105 107 Bristol 22. seen eeeeee 3511146315 15 19 155 12 12 
SRS as aera 8.3 102 67113 63 43 34 51103 81 8&3 er 345 12 15 14 12 14 14 16 16 20 19 
Marysville ......csceeees 8.0103 42 69 * * * 38 98 57 59 EE bc eeweseicesas 33.7 13 22 19 24 26 17 20 10 5 4 
Palm Springs ........-. 7.6 104 108 116 56114 48116 89 95 21 West Haven .........-+- 32.4 14 20 18 23 24 13 26 13 8 8&8 | 
Porterville ......ccceces 7.0105 62 85 43 50 68 53110100 99 New London ......+.-+- 309 15 8 10 6 10 8 8 15 16 lL} 
Piendite occ cncccencs 6.8 106 80103 83 * * 67 113 120119 Middletown .......+..--- 30.2 16 14 16 9 16 15 17 17 9 2 
COMRNEO cc cccccvsccces 6.5 107 112 98 59113 91112 99 2 27 East Hartford .......... SteVvnupa*anhrsemMm 6 7 
Se eee 6.3 108 94108 71 * * 90109 63 66 TOO 66 cescceceses 28.2 18 17 15 14 18 20 18 18 18 20 
Laguna Beach .......... 6.3 108 87 96101 87 69 88106 75 51 Norwich ..+seeseeeeeeee 23.8 19 13 17 16 8S 18 19 20 24 22 
WOME ok vcikivscccasrxi 6.3 110 66 93 70 77 81 76102 37 29 Danbury ....+seeeeeeee 22.8 20 11 12 11 11 16 12 «19 15 16 
North Sacramento ....... 6.1111 88 64107 70 95 89107 44 50 Ansonia ....e+.eeeeeeee 19.0 21 21 21 20 17 22 21 22 23 3 
I os..: awacsetaus 5.4112 74 62 45 82 79 75 114 118 102 Naugatuck ....++.+++ee 17.8 22 24 23 22 21 23 23 21 19 2 
Grass Valley .........0- 5.4112 116 111 89 100 105 98 117 113 113 Willimantic .....++.+00- 13.8 23 19 20 19 19 21 14 24 26 2 Fe 
BINGE kc cccccccecseces 5.1114 115 118 97109 93110116 98 97 Wallingford ........++.- 12.1 24 23 22 21 22 25 24 23 17 15 FF 
Ne | Pree a 5.0 115 104 120 68 107 109 99112 77 74 BN akce nes ewesons 10.4 25 25 26 18 20 24 22 25 22 24 Fy 
Pi GUS occvsevesees 4.9116 98117 77111 100 80 119 111 108 Putnam City ......-+++. 8.3 26 26 25 17 23 26 25 26 25 2% FF 
MN co wcnccuswsaens 4.7 117 105 115 74 97 98 102 115 104 82 1328.4 i 
OS ee 4.4118 117107 * *106 *111 19 32 
Reedley ........ceceeee 4.2119 111119 95 96111 93120 85 102 
AEA 3.8120 84114 79 64104 56118 39 60 DELAWARE 


Co er 


te NER ee 53 253 2242 2 3 2 DISTRICT OF COLUMBIA 

EE Salciaccae ach aadwae’ 646 22223 * 22 7 6 Washington .......eee0. SS ae oe ee oe ee ee ee ee ee 
Colorado Springs ........ ae $+ $¢$ ¢ * &e RBS SFE BS SA 811.8 

DY idcccentsenweee 20.6 4 4 4 4 4 * 4 42121 


* Withheld to avoid disclosur 
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Recognize it? You should... 


sets asa 


|e 

a 

° ‘ 

Inc, 

F Ic 

D5 

71 

413 7 7 

5 7g 

5 16 | 

2 10 

: WING MARKET! 

4 2 = # 

5 8 

3 14 7 . . . a . . . . 

5 15 It’s Miami in Florida!...a city which, in but 30 

1 9 

Bu years, bean-stalked from a tiny town on Biscayne 

Bay to its present bright “Place in the Sun” of 

American enterprise. Today, Miami -- now 34th 


we 


among the nation’s major markets--is the year round 
home of some 500,000 prospering individuals 
who spend at the rate of a billion dollars a year. 


~ 


wworrnk 
~ 
seonw © © 


1 
7 6 Miami’s most productive advertising medium -- the 
11 ‘ ae 
1 Bt Daily News -- is as well one of America’s fastest- 
. 2 growing newspapers...netting a 29% gain in circula- 
: . tion within a 24 months’ period. Today, the Miami 
8 8 Daily News:-- Florida’s Largest and Liveliest Evening 

ui | oh, ; —_ 
ot Newspaper -- is paying handsome dividends to alert 
. h- | sales managers who are cashing in on this ever- 
: - thriving market. You'll discover, as they have, that 
3 23 
19 21 DOLLAR-FOR-DOLLAR YOU’LL ENJOY A 
6 25 
17 15 GREATER ADVERTISING RETURN IN THE 
22 24 
5 26 
11 
229 MIAMI DAILY NEWS 

_ 

11 
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North Florida's CITY OF PROGRESS 
A National PACE-SETTER in Ten Years 


In ten years, Panama City’s population has more than doubled . . . retail sales have 
multiplied eight times! 


Today, this great port and industrial center is adding new significance to North Florida 
in the plans of marketing people and manufacturers choosing new plant sites. And it 
is setting a tough sales pace for larger cities... 


This Sales Management study shows fast-growing Panama City ahead of its population 
rank .. . outselling larger cities . .. in every sales category for which data are avail- 
able. And serving notice that its rapid growth is continuing ... as new industries, 
new plant construction bring more people, more buying power. 


Retail sales in 1950 gained 25% over 1948 Retail Census totals . . . compared with 20% 
for Florida, 8% for the nation. Panama City and trading area . . . with a total of 
127,000 people and over $75,000,000 retail sales... is a “Perry” Market. 


PANAMA CITY NEWS-HERALD 


PANAMA CITY, FLORIDA RADIO STATION WDLP 
Representatives: John H. Perry Associates 
New York Chicago Detroit Atlanta Philadelphia San Francisco Los Angeles 


FLORIDA (cont.) 


Gainesville ; Bradenton 
Panama City t . Fort Pierce 


Key West : St. Augustine 
Coral Gakles : Fort Myers 


Sarasota i 4 Lake Worth A 22 
Clearwater Sanford ; * 


* Withheld to avoid disclosure. 


Code Used in State Rankings 


= Population = Household-Furniture-Radio = Net Effective Income dollars 
= Retail sales, total = Drugs = Net E.B.I. per Family 


—= Food = Automotive Net E.B.I. per Capita 
= General Merchandise 


SARASOTA’S Sales Equal to City More Than Twice Its Size 
With WSPB, Market Is Even LARGER 


. »» Adds Up to Rich Share of Florida’s Sales SARASOTA'S OUTSTANDING 
SALES PERFORMANCE 


Shoppers from outlying communities swell Sarasota’s retail sales 

to more than double average volume—106% above the national Sarasota ranks 116 in population 

average! As a result, Sarasota . .. far ahead of fast-growing (among 353 cities in the under-25M 

Florida in population and sales gains . . . is now outselling many population group), BUT 39 in total 

larger markets. retail Sales ... 30 in Food... 47 in 

: ; ; ; Furniture-Household-Radio Sales. 

Sarasota is becoming more and more important in your sales (All other sales withheld). 

plans every day. The surest . . . and economical . . . way to sell 

this booming market is through WSPB, which reaches a two- IN FLORIDA, Sarasota is 17 in pop- 

county area with more than $73,000,000 retail sales. ulation among all cities, BUT 14 in 
total Retail Sales ...14 in Food... 


WSPB 8S RADIO SARASOTA, FLORIDA 12 in Furniture-Household-Radio... 


16 in Total Income. 
Represented by JOHN E. (PEARSON COMPANY 
New York « Chicago * Kansas City 
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FLORIDA IS ONE OF AMERICA’S BIG, IMPORTANT, 
FASTEST-GROWING, YEAR-AROUND MARKETS, 


Ais SO IF YOU'RE...... 


GET YOU 


Look no further, the territory covered by Florida’s three 


big morning newspapers is really something — 80.47% of 


Florida’s total retail sales, 80% of the general 


merchandise sales, 81.13% of food sales, 80% of drug 
sales, and 81.1% of furniture sales — 
even 80% of the effective buying income! 


* Based on counties where combined circulation 
equals 20% or better of family coverage. 


National Representative . Sawyer-Ferguson-Walker Company 


>MIAMI HERALD 


National Representative . Story, Brooks & Finley, Inc., A. S. Grant, Atlanta 


” 
ww 
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NOVEMBER 


ene eo "Pocketbook Guide” 


9) M8 ’ to the BMB area covered by 


WOWO 


the WESTINGHOUSE Station in 
FORT WAYNE, IND. 


Represented nationally by 
Free & Peters 
NBC Affiliate 


Figures compiled from 


Sales Management statistics 


WESTINGHOUSE RADIO STATIONS Ine 


FLORIDA (cont.) GEORGIA (cont.) 
POP POP 
1/1/51 P R F G H OD A 1 IF IC 1/1/51 P R F G H OD A I IF IC 
ee BS Go SE BZ if GB F7 a3 iF 6 is adi ae emus 6.9 28 21 23 21 ‘ . 23 >. 2 
Pee GD + a2 ctekeeees 9.4 26 26 27 22 24 21 16 25 10 18 TON. Swictucetaee 6.7 29 26 21 22 * 13 6 6 
PNY ca caleie Wed wees 9.4 26 27 29 18 * ‘sa Ba eer eee Te 6.2 30 31 30 18 16 19 * 30 27 2 
8 a ee 8.7 28 28 28 , * 26 18 26 8 We DONE cewaneseuees 4g 3% mM * 4 ‘ 4 * 31 28 18 
Winter Haven ...cccccce 86 29 24 26 19 23 19 14 28 18 ll 1070.9 
SNe Gl bose acvediens 77t BAR * 28 19 31 27 26 
EE seaee eewieiee eee ss RRA BAe AaABewWTRBA IR IDAHO 
a MN need eeeare . : 9 5 4 
wae Cenen ane aD se sods Tt te ards my 2%282 32823 8 8 
saa DNR ci circosannues ms 2@22 *78 628 4 
GEORGIA Idaho De vatencwmkwes 19.2 3 2 3 . * 3 3 3 3 6 
- PE Vesaeeeesenwd 17.8 4 3 5 4 2 4 2 4 4 3 
ET “Sane 6 xo eanweme 331.3 1 1 1 1 1 1 1 1 5 5 ss 
; ‘i IN a alate oe die amceatne are 16.3 5 6 7 5 4 6 5 5 6 7 
re ree F | & Se Sa ae 2 * a Ze 4 ‘ 
# IE ox ciciehe saranaiecars mi ©€¢ &S$ @ FS SF & EGE TCS 
ME. “ea osib wanes O63 3 3 2 a ‘ 
Augusta .... 72.4 4 4 4 2 5 18 16 Coeur BD’ AlONe .ccccecse 12.4 7 8 6 8 5 * 8 7 @ 
te ce earl ‘ ri EME icecetecvsanca oaRe 8 7 8 6 6 7 7 § 8&8 9 
MEE 5 w.dind 00 6-01 e wae are 71.0 5 5 5 3 3 4 10 P . 
A ‘ MINED. atc, atecelachinlalecaceteiea 10.6 9 10 9 7 7 * 9 9 8 
SY vac eww emedaea ee 31.4 6 7 8 3 3 6 4 6 8 9 ; ‘ 
. SO cies vane asoswees 6.0 10 9 ll ‘ . + * i § W 
I gi cea ahha hl a crus Riga alg a 30.0 7 6 6 4 * 4 8 14 12 pea . es + 
i 28.5 @ S - § 6 . 9 10 ee 53 ii ii 30 9 8 8 9 i2 i 2 
be Grane 25.3 9141011 6 10 10 11 15 19 ND wie naeeednwe eee ry: az 2 iz "HH is) 
Sere 219 10 13 9 1613 5 5 9 11 ; 
eee on BeBe BM ES 3 10 2 2 
DMNNNY contancinacwunies es 20.9 12 10 13 6 14 #7 8 12 13 1i1 ILLINOIS 
MU ait a dc ea Rrard we word 20.2 13 16 17 8 7 9 14 17 17 ere ee 3651.5 1 1 1 1 1 1 1 1 @ 2 
MINE 3 Gini ein ed x See 190 14 ll 16 4 9 ium PEN ais Sie Sac ace a ommtones 112.9 2 2 2 2 2 3 3 2 25 14 
er 18.3 i5 17 15 * i i Be @ NE aba ne Redcemonue 93.7 3 3 3 3 5 4 6 3 26 
ee 16.2 16 18 ll ie: ae ae ee Beet SE LOOM whicccecnes $3.0 4 8 5 9 8 8 & 8 59 3 
WIS. kc Sc cdesivecs 146 17 20 19 14 20 14 17 29 29 Per eer $1.8 5 4 4 5 4 2 4 5 3S 3 
SY Katka ee waie- die aiee atom 14.2 18 15 14 9 9 * 16 16 14 EE wnat eeaeaw akan 73.9 6 5 6 4 5 s 5 4 8 
EN acaeeoudnelmans mae Ff waft 5s B® 19 24 24 DN. io0¢hedaeaeewe® a7 FFF FF €é€& & F BS wD 
MNES  iiadod awe wusees Ise Dawe weBvilieVUeeBea ws a BOO: <a adeteeuedanes 68.0 8 ll 11 54 15 14 10 2 FF 2 
Americus ; a newer aia ww se * * 20 26 25 ae ee G0 9S 6 F 6 F626 
ee ee 10.3 22 23 25 12 12 18 14 27 30 30 ee ie oe 53.1 10 9 8 8 9 7 Bs B Ss 
ee eee 96 23 30 24 19 15 20 18 22 12 15 BNI | wi ocua ceva si alendiarn-s 51.8 11 24 15 37 24 22 21 10 14 1 
DE . cebawswebuaeeee 95 24 25 28 10 18 ‘RB we SBS 2 RN a aac we cenekeues Sli 12 w@ @ ia i 9 ll 32 24 
BE Swkeskeroesenaee $3 go Do a * * * 26 19 20 ern 492 13 19 13 20 22 16 14 12 33 2 
ND” Sr auig ie are wea & ree 7.5 26 28 29 * 17 17 2 20 2 eras era 44.0 14 16 12 11 21 18 20 14 27 2 
er 34 @F @f 2 FF Wt * 28 21 22 * Withheld to avoid disclosure 
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PEORIA... 


A 
Mighty Market 


Q Points 


Superiority 


9 Point standings 
fr_.n S. M.’s 
Survey 


ILLINOIS (cont.) 


POP. 

1/1/51 
Qu NOY sees ereesecces 41.9 
CONNIE, koicicwccconns 39.9 
WE: Gcuchuwseaeae 39.5 
DE 2séecunenckewes 38.4 
BONNE icine tecuwemuues 37.8 
GUOMMGWR cccceveeses 34.4 
PIPE bb cnceusewoone 33.3 
WE: <aeuct eugene meee 32.6 
CE RO Cre 31.8 
So | 29.4 
WUE creedaswicceesis 27.8 
ME. aie awsuene mee 26.3 
Chicago Heights ........ 24.7 
OU -Ateeeewbicsndsmas 23.3 
FOG Aivwewpeicnenuiwe 22.7 
PIN sa dice toig ta acanere ees 22.1 
UNE. Rauaveqreceacemncs 21.4 
NS eee araiareaeswieeiaes 20.8 
PERM: icceesctwcss 20.6 
Elmwood Park ........00. 19.0 
UNO: aiaccsnicthcacaccacarece's 18.5 
oe Se ee 18.3 
Ee GE a tideuceeeaws 17.8 
NOVEMBER 10, 1951 


. 


Peoria Journal Star 


Peoria 1, Illinois. 


in POPULATION 


In the 100M to 250M Group 


For our latest Fact Folder, 
Write Orville Summers 
Nat’l Advertising Manager 


12th 


Income 
Per Family 


XN 


Nation's 
Bright 


ILLINOIS 


7) 


The 


Spot 


toa 


( 
Covers AU Sf Peoriarea 


Ward-Griffith Co., 


Inc. 


National Representatives 


Daily Circulation Ratio is 96.3% 


ILLINOIS (cont.) 


POP. 

1/1/51 
GREE, asiavivawamewenwete 17.2 
en en eee py 
CO ae a72 
Pik. TD scessceeewes 16.7 
SEE.‘ deacwsietsewes 16.6 
Mount VOrnOn .cccccecs 15.8 
el NN cxias~we~caents Eb 
Pee DR savesesnvese 15.1 
BND. cass annteewacines 15.0 
CIEE. cwwinincwenrweaie 14.5 
East Moline ..cccccseve 14.1 
COE dooce ees sewers 14.0 
Melrose: Park os sscseees 13.3 
SR snsrecoeneesen 13.0 
WY on es hesannesios 12.7 
CRE. sais a vesenwewee wen 12.3 
De NE ecdiaveeawans 12.1 
Downers Grove ........-. pr eI 
Ce SD S86 s.6 eek oe'swere 12.1 
ae 12.1 
COREE we des caicesnees 12.0 
Oe Ge 2éc0s0Snectuns 11.8 


40 35 51 52 61 67 60 
35 47 34 35 59 61 48 
* Withheld to avoid disclosure. 
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Sndianas(gotden Zone illarket 


Ist in the State . . 6th in the Nation 


With $6,240 Effective Buying Income Per Family, Fort Wayne Metropolitan 

MARKET HIGHLIGHTS County ranks first in Indiana... 42% above state average. 

@ A_ self-contained market com- It ranks 6th highest among all Metropolitan Counties in the US... . 38% 
prising 13 counties; population: above the national average. 

50,915. ‘ P : ° 
e wo market of diversified It outranks the average of all Metropolitan Counties in the nation by 19%. 

industries and agriculture. Fort Wayne is the market center for one of the Mid-West’s best ABC Retail 
@ Fort Wayne—a great retail cen- Trading Areas and a great distributing center. 

ter, important wholesale center. nae : ; . 

Excellent transportation and Home coverage by Fort Wayne Newspapers, daily and Sunday, is outstandingly 

ee facilities. Big banking high. Daily home coverage: 100% of Fort Wayne Metropolitan County; 78 % 

-€ oT. . . . 
we Retail Sales. Fort Wayne ABC of the entire ABC Retail Trading Area. 

Area, 1950—$435,830,000. on : F : is more, much more, 
© A $92,000,000 grocery market. Merchandising co-operation offered general advertisers is m re, mu — 
@ Auto ownership 36% above na- than they usually expect . . . and it gets results. Advance mailings, Weekly 

tional average. 7 Grocery Bulletin, Monthly Merchandisers in 3 editions — Grocery, Drug, 
bd a tl 1ne ao Liquor . . . Route Lists, Tie-in ads. Write for complete information. 

Family of all cities in the U.S. 

between Washington. D. C.. and NEW MARKET BOOK GROCERY ‘INVENTORY 

San Francisco. ne a hl 
@ “A Superior, exceptionally well- A new 28-page “ Fort Wayne ‘his monthly Grocery Inventory 

balanced citv’’ — Sales Manage- Market”’ book, complete with market provides a continuous audit of con- 

ment. map, sales records, and other valu- sumer purchases of competitive 

@ Nationally recognized as a great I f . 2 et Brands of grocery products in a 

test market. able market information. Write for panel of stores covering Allen 
a copy today. County. 


The News-Sentinel /22-7 THE JoURNAL-GAZETTE 


Fort Wayne Newspapers, Inc., Agent KAS FORT WAYNE, INDIANA 
Nationally Represented by Allen-Klapp Co., New York, Chicago. Detroit. 
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Wsteslie oo cs cccecccccce 43 82 81 81 64 76 71 69 81 42 31 Shelbyville .......20.0. 118 34 28 29 * 24 * * 32 46 36 
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Washington ........e0 11.0 36 37 41 34 30 * 24 42 56 58 
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I a a 9.4 39 39 35 52 27 29 54 36 9 235 
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ee te 78 41 34 45 32 38 27 46 37 12 5 
ee lh a i a i a a a  Scinninsienens 78 41 43 44 36 53 36 34 50 55 53 
ee 1348 2 3 3 6 62 3 2 . a 1 1 sae 
aie eta a ss’ fe alee So es 7.4 43 56 47 47 54 39 44 55 54 57 
ee rere “a k&ssesh tae es ss Hartford City ........+. 7.3 44 57 52 * 42 16 38 41 24 21 
oa aseeatte anaes Franklin ..cccccccceccs 7.3 * 55 50 48 Sl 34 45 54 53 53 
ee ee maasnaveaeakhanzs EDI 7.1 46 52 48 51 44 43 39 51 51 45 
say Ag aha mete et Soe Sa Se Greencastle ........000. 7.0 47 47 51 * 45 33 * 43 41 
oo ale alana ee a a ae Plymouth .......cces0. 68 48 41 43 27 41 37 42 44 39 32 
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SALES MANAGEMENT 


RICH, RESPONSIVE 
AND READY TO BUY... 


the Indianapolis market! 


Last year “Hoosier Hank” cracked his piggy-bank for 
$612,207,000* of retail sales in Indianapolis alone. 
And the average effective buying income per family 
in Indianapolis reached $6,431,* 42% above the 
national average, ranking 5th among the nation’s 24 
largest cities! 


Here’s a market that’s tops in sales opportunity for 
you... profit proven... with an extra sales potential, 
unique in the nation. It’s a big market... active, grow- 
ing, stable and easily accessible . . . and it’s fully 
covered by two great daily newspapers, The Indian- 
apolis Star and The Indianapolis News. 


The Star and The News not only give you saturation 
coverage of this rich metropolitan area, but an effec- 
tive bonus coverage of the 44 surrounding counties. 
The Star and The News are Indiana's two largest 
daily newspapers. Through them you can get your 
share of over one and three-quarter billion dollars in 

HOOSIER HANK spendable income .. . at the lowest possible cost. 
Write today for full market information. 


KELLY-SMITH COMPANY + NATIONAL REPRESENTATIVES 


* Sales Management's "Survey of Buying Power—1951" 
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Don’t guess! Know your product is marketable by 
testing it first on the big buying families of North- 
east lowa. 

These people buy on a mammoth scale — Retail 
Sales — $243,763,210 — Food Sales — $44,850,898 
— Drug Sales — $6,167,353. 

Waterloo, the heart of lowa’s No. 1 money market 
— has an industrial payroll of nearly $50,000,000 
— lowa’s largest! 


INDIANA (cont.) 


5 
ata 
' 


JACENT COUNTIES 


Blanket this area quickly — easily — by advertising 
in the Courier. Get the facts now. See our repre- 
sentatives or write us. 


Waterloo Dailn Conrier 


FIRST TH 
WATERLOO, 1OWA. 


; Story, Brooks & Finley, National Advertising Representatives 


IOWA (ccnt.) 
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EE Ch areata annarotewGts 6.7 49 44 54 * 53 48 41 
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DE tian cKecaawdoude a23sb Ss SB & DGB * 6 Bw S37 
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* Withheld to avoid disclosure 


Complete data on 


. is available in SALES MIANAGEMENT'S 1951 
vey of Buying Power, 22nd annual edition of 
nationally accepted guide to local market 


included for a// WU. S. 
county ateas and for 


counties, 187 
all cities that had 


families, retail sales, food sales, 
sales, furniture-household-radio sales, drug sales, 
motive sales, wholesale sales, 


Sur- 
this 
potentials. 
Exclusive, up-to-date estimates for the year 1950 are 
metropolitan 
1948 retail 
sales of $10 million or more. Data includes population, 
general merchandise 
auto- 
Effective Buying Income, 


counties, cities, metropolitan areas .. . 


per family and per capita income, ‘¢ of USA potential 


and Quality of 
Canadian 
Survey, 


markets, a 


A limited number 


$4.00 each. Send for the 


Power,” 
Avenue, 


Market Index. 
foreword on 
and pages of rankings and pictographs are in- 
cluded in this 600 page edition. 


A special section on 
how to use the 


of copies are still available at 
1951 
and write SALES MIANAGEMENT, 386 Fourth 
New York 16, N. Y. 


“Survey of Buying 
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SALES MANAGEMENT 


Don’t Leave The $417 Million Dollar Eastern lowa Market 


Untapped By Your Sales Force Kk ee 
%, Ye zette offers adequate 
A 16 county Market, where 435,200 people - comnsgn of (us tiem 

7 e > %, %, t | 
spent $417,054,000 in Retail Sales in 1950 * AW a a a 
| RETAIL SALES* THE MEASURE OF A MARKET & “a, | Sunday. Circulation over 
% | ka 4 56,000. 100% coverage 
Total Retall Sales 2.0... .ccccece sicngronesisieiln biases . -$417,054,000 Tn Godes Cagthe aud sandy 
Food ...ceee- a 69, 400, 000 | % Cedar Rapids 100% amine aslie 

ee HUGE oo ieein5:0 crave sine ebb waiwleoierminiets 33,862,000 F |- 10 9 C 
EE v:daksbarded thtnehe kd SIS REA 9,029,000 % |e |%|% politan area (Linn Coun- 
Furniture, Household, Radio ..............0.% ..+. 20,273,000 “ql | % ty). Home delivered in 
RED Sct seuss cacpoen pisereuat.doeiie anetatareceiteeteee 87,800,000 * |% 129 Eastern lowa Towns 

* All figures from Sales Management's 1950 Survey of Buying Power % | a% \ day of publication. 


Make The Cedar Rapids Gazette Basic on your national lists 


Represented nationally by €he @edur Rupicds Gnsgette Cedar Rapids, lowa 


1g 1OWA (cont.) KANSAS (cont.) 
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21 SNE: sachonie aces wb areca atures 72 DBDANIBIOwBwA HA NH SS 
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HIGHEST QUALITY 
| MARKET IN IOWA— 
INDEX 137 


_ Average 
ramily Income 
Mason City,lowa 


REPRESENTED BY MEMBER 

Jann & Kelley, Inc. ASON ITY LOBE- AZ ETTE Northwest Daily Press Ass‘n. 
New York, Chicago, Detroit, Minneapolis 
Los Angeles, San Francisco, lowa Daily Press Ass'n. 


Atlanta MASON CITY, IOWA Des Moines 
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onctan \ 7% Sell The GOLDEN VALLEY 


; \ 
‘ & V 
\ Clnerser- ’ — ‘ $1 | 0,000,000 
> : e . 
¢ ) : ? ° F 


. 


7 ~ is i . ’ Be a 
yer 2 nates ‘ual : ‘ Walder Retail sales in the Golden Kennebec 
. 


\. : (oundy Valley total more than $110,000,000, Fertile 
—" ‘ farm lands and well-distributed industries 
_— es THORNDIKE throughout the area’s towns and cities 

produce more than $140,000,000 of buying 
= mC a 4 ; power. 
¥ It’s a big market .. . important in your 
x 


Maine sales plans. It can be sold easily 


. and economically ... because of its 


SS “. 
Y ‘ . ‘d ™, . . 
- 
: f \ Knox dependence on Augusta and Waterville— 
i 


ey oe #?%, _* and on the two great newspapers published 
eo ¢ és : ; \° Lncots ‘ in these cities. 
Leeos J % yg? Co. 
— Wy : For a big share of Maine’s retail sales, reach the 
/ i Fi Golden Valley market through the Augusta 
| jeowsoyi Kennebec Journal and Waterville Sentinel. 


. AS, AUGUSTA maine) KENNEBEC JOURNAL 


llines | WATERVILLE (maine) SENTINEL 


Co >. Represented by The Julius Mathews Special Agency, Inc. 
KENTUCKY KENTUCKY (cont.) 
POP. 
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Our 


PROVEN 
TEST 
MARKET 


NORTH OF 
BOSTON 


yse 
pee ral merehandiet old 


us be « 
Geye niche - 929,80 TAIL 
REDAT: 
Banvomotive GH SES IN 1TS 


Portland, Maine : 


BASIC NEW ENGLAND MARKET 


PORTLAND PRESS HERALD — EVENING EXPRESS — SUNDAY TELEGRAM 


Represented by 
JULIUS MATHEWS SPECIAL AGENCY, Inc. 


LOUISIANA (cont.) MAINE (cont.) 
POP POP 
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BIN sciseknances On tees 8 388 8 8 9 291.6 
PUN nes sae ceceee mer @ Fe B@Betietst sts * Withheld to avoid disclosure. 
| Like a L Pr he B 
| ike a Letter From the Boss... 
| 
| A newspaper that links a man’s family intimately the street every day. 
with his job has readership . . . impact like a series ; ; g ; 
of letters from his boss. And it SELLS products That’s one important reason why Sanford with a 
advertised in its pages. retail sales volume of $15,311,000 ranks 8th in food 
sales in the state, 7th in general merchandise, 6th in 
The Tribune and Advocate serves as the “house furniture-household and 7th in drugs. 
organ” for the local Goodall-Sanford plant . . 
covers shop and personnel news thoroughly . . . fills No other medium gets the attention of Sanford 
its columns with names of people readers meet on families like the Tribune and Advocate. 
' 
| SANFORD, MAINE 
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HAGERSTOWN—A Plus Market on Five Counts 


Hagerstown’s superior potential is established by 


five plus market points ... five major sales cate- 
gories where this city outstrips its population stand- 
food, 


furniture — household — radio and 


ing, namely: total retail sales, general mer- 


chandise, 


drug 


sales. 
Combine Hagerstown's excellent 
qualities with the cooperation 
you'll get from the Herald-Mail, 
and you have an ideal TEST 
MARKET 


National Representatives—Burke, Kuipers & Mahoney, Inc. 
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DE ceacdeuceness 57.8 16 16 17 44 18 ll 7wW 2 2 
ere ee 55.2 17 15 14 15 11 14 20 20 44 39 
PONE Sede newe aes 53.9 18 12 15 10 12 23 14 16 28 25 


While Hagerstown ranks 96th in population in the 
25,000 to 50,000 group, it jumps up to 
53rd in food sales 
53rd in furniture—household—radio sales 
73rd in drug sales 
82nd in general merchandise sales 
Alert national advertisers get a full share of this 
plus market by using the 


iija Ft 8S Ff & Re A IF 
Ae eee 49.7 19 30 30 50 46 33 36 25 43 
Rr eee a7asmawewewwvwvweesa wes & 
NINN, -aiarciecg: siete ase ators as nanaseitidskwetna B 3s 
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DION a scarco ok doraemon 44.7 23 34 28 43 42 32 25 17 &8 
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SE ata caieuineniat 425 25 14 18 12 16 19 19 23 19 
Shear ete naia 40.7 26 26 26 26 25 26 37 28 42 
CD ccetasciedeneds 39.6 27 23 21 27 26 21 29 29 25 
NINE accrwitieccmareione%s 37.9 28 24 20 45 56 37 22 22 5 
PIE Solera asses coe meee 73 BeO BES a DK R MB 
RI v6 dc ew atcawuate 33.2 30 47 48 52 45 38 40 35 54 
Northampton ........... SBS NR BEeoEBBH HSH 6H 
Rr ee ere So3 BBA AAR BS 
PORMONUREM oa kssa doses asz2eseaqgvav2ziiveoaxni 3 6 & 
Bee ee ere 27.8 34 49 32 62 64 24 43 27 4 
NINN tha: Shc lacerar ee eeu iw Geas 27.4 35 53 40 61 60 42 50 31 7 
eC eee ee 25.4 36 29 29 21 24 25 56 37 49 
PN, balawiweiriesviviaes 24.8 37 58 41 63 66 62 61 40 46 
rr 245 38 39 36 30 27 41 42 46 57 
ee 24.1 39 44 57 47 31 53 46 36 35 
DE cis kenscivseces 23.55 40 61 56 64 55 56 44 43 29 
ED wiuait see dnwidare 23.0 41 52 47 66 67 30 59 41 26 
ee REAM o5ccssewans 21.9 42 32 38 24 29 43 27 50 59 
NE. a cacwcddwecnate 21.3 43 38 52 39 37 47 #38 51 56 
ee 21.2 44 33 45 42 59 36 28 30 1 
West Springfield : 20.7 45 43 39 65 49 59 35 42 20 
eee er 20.6 46 45 51 37 63 46 53 39 6 
BETS eT ee 20.0 47 63 60 57 30 52 63 49 37 
NE ibs sieenneds 199 48 50 53 56 53 48 32 38 10 
NY = aratttaloas aa otis 19.9 48 36 37 23 41 34 41 45 30 
a swe DW Eb EB SS & SH G2 S22 MM 
Southbridge ........... 17.8 51 42 46 33 43 44 49 53 31 


Greenfield 


Avital wearers 17.5 52 27 34 20 22 40 21 47 21 
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BUSIEST YEAR-ROUND MARKET IN MASSACHUSETTS 


Miles ahead of its National and State population rank 
in sales performance and buying power. Here’s further 
evidence of Greenfield’s consistent quality 
one of the very best markets . 


WITH HIGHEST PER CAPITA SALES 
98% ABOVE U.S. AVERAGE 


through 


New York, 


130 


Greenfield Recorder-Gasette 
Greenfield, Massachusetts 


Represented by Gilman, Nicoll & Ruthman 
Philadelphia, San 


Chicago, Boston, Francisco, Los 


always 
. always easy to sell. 


Angeles 


HERE'S THE PICTURE 


RANK 
In Group In State 


(Superior (All 


Markets) 
17,500 166 
$31,917,000 8! 
7,019,000 62 
3,164,000 108 
2,143,000 73 
614,000 201 
8,673,000 96 
28,910,000 100 
5,560 56 
1,652 55 


Population 
Retail Sales 
Food 
Genl. Mdse. 
Furn-Hshld 
Drug 
Automotive 
Total Income 
Per Family Inc. 
Per Capita Inc. 


Cities) 


52 
27 
34 
20 
22 
40 
2! 
47 
21 
15 
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newspaper 


NOVEMBER 


There's A 
) $146, 132,000 


Appetite In 
WORCESTER! 


Worcester’s food market keeps right on growing: Worcester is 
now the 29th food market in the nation. On the basis of Sales 
Management's Market Rankings, it is the 5th among cities of 100,000 
to 250,000 population. The average Worcester market family spends 
$943 a year on food alone, 29% more than the national family 
average. Put YOUR product on Worcester’s shopping list, where food 


expenditures total $146,132,000 annually. 


S 
oRCESTER'S WONDROUS twi™ 
Advertising in the Worcester Telegram-Gazette gives you the 
most intensive, complete coverage of this buy-conscious market. The 
buying of 91% of 155,000 Worcester County families is guided by § 
the pages of the Telegram-Gazette. Total Telegram-Gazette circula- 
tion over 150,000, Sunday Telegram over 100,000. 


Do you have your copy of “Worcester, Now 29th Food Market in 


. high buying 


the Nation”, the most graphic story of a food market told in years? ~~ 


Sources of above data: 1951 Sales Management Survey of Buying Power, and Sales 
Management ‘Market Rankings By Population Groups’, November 10, 1951. 


The TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS 


GEORGE F BooTH Pubéisher- 
MOLONEY. REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 
OWNERS OF RADIO STATION WTAG and WTAG-FM 


Roll Up Your Sleeves!... 


As a sales producer, Taunton is in step with one of Bristol County’s three top markets to ex- 
Massachusetts ranking cities. It is twenty-sixth in ceed the national family income—by $316. Yet we 
see in the state ond twenty-cinth in total spend only 63% of income for retail goods, against 


: ; F id 67% for the county, 68% for the state and 70% 
«sales ner: oreh: sce ‘ rs, . r ‘ ‘ ° 
ales, food, general merchandise and = drug: for the U. S. Are you getting your full quota of 
Iwenty-fifth in furniture-household. Taunton’s sales? 


Advertiser prospects can roll up their sleeves and The Taunton Gazette gives complete coverage of 


vet more sales in Taunton. We have a big reserve the largest concentration of top income families 
of spending money on tap. Taunton is the only in Bristol County. 
TAUNTON, MASS. Established 1848 


Represented by The Julius Mathews Special Agency, Inc. 


MASSACHUSETTS (cont.) MICHIGAN (cont.) sin 
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DSN ésaneavecnneewes 125 61 55 59 34 32 58 58 57 7 24 Sault Ste. Marie .vcsce. 18.2 28 30 36 26 42 ®° @ 23 6 ii 
North Attleboro ........ 12.3 62 59 62 58 58 63 67 62 48 40 ere 18.2 28 46 30 56 48 35 62 32 23 39 
DE sc contveceooruneetene 11.7 63 56 64 54 40 61 54 63 39 36 eee ee 17.9 30 56 41 * 63 * 41 #34 13 4 
DEE 66 ese eecsaves 10.5 64 37 42 32 44 39 30 60 18 12 ID al antaance mares 17.7 31 36 39 29 28 40 40 28 18 16 
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3644.8 BONE: cikaccveencdesas 16.0 35 2837 3 1 27D SS 53 SS 
SEE cn icedicsecee 15.8 36 26 27 4 23 18 19 21 2 2 
MICHIGAN | eee ee BS WTSEHRHRWHAH SB AU 
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SE ancwiwndyomewss 9.74677 s&€$§nm § &€ 4 & Grosse Pointe Park ...... Bs ai SB@wtekwk ant 3 i 
SD cece csceeesicans 94.6 - 5 5 8 9 6 9 6% ZX ee ee ee 11.7 42 40 43 30 29 * 47 45 48 2 
BE. secre vecokeunes 93.9 6 4 4 4 5 4 4 5 16 9 Mount Pleasant ........ 11.6 43 42 44 40 47 * 36 43 43 3 
PEE eb eeetuscuwrcene 74.8 7 7 6 6 6 9 7 8 40 43 a eer er ee Te 11.4 44 62 55 * 55 * 56 58 67 6& 
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MILFORD Produces MUCH MORE Than Its Share 


| e 

of the State's Retail Sales veecaiinin ead as 
Milford ... fifty-seventh in size in Massachusetts . . . moves ahead of its THE STATE 
state population rank in every sales and income factor . .. produces more rp ll 
sales per person than the state and the nation—in retail, food, automotive,  Sgehiererane 55 
furniture-household and drug. And has more buying power per family General Merchandise . 35 

, Furniture-Household . 34 
and per person than either Massachusetts or the U.S. ey eee 54 
Sold only ... and thoroughly ... by the Milford News. a. ee 
THE MILFORD DAILY NEWS MILFORD, MASS. | pa Cenie 0 2 

Represented by The Julius Mathews Special Agency, Ine. 
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There’s a $92,000,000 
market for you in 
Jackson, Michigan 


Sales Management and Printers’ Ink both give Jackson, Michigan 
a highly preferred rating. Diversified industry, including major 
tire production, pours $92,000,000 annually into Jackson’s buying 
income! 


34,583 Now, more than ever, the Booth-published Jackson Citizen-Patriot, 
daily with practically complete home coverage throughout Jackson 
net paid County, belongs on your newspaper list. Newspapers are doing a 


real selling job at the local level .. . and the Jackson Citizen-Patriot 
offers you newspaper advertising at its best! 


Ask for new market folder. 


Ra lll j A. H. Kuch, The John E. Lutz Co., 


110 E. 42nd Street, 435 N. Michigan Avenue 
For further facts, call— ‘ Wow York 117, New York; Chicago 11, Illinois, 
Murray Hill 6-7232 Superior 7-4680 


Jackson Citizen-Patriot 


one of g Booth Michigan newspapers 
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The UNBEATABLE Combination . . . BUYING POWER and COVERAGE} 


Royal Oak has plenty of both. It ranks as a “Superior” city in total income... $94,842,000... 


and in per family income . . . $7,240. And the Daily Tribune 
daily (108.2%) gain in ten years. 


.. covers 95% of Royal Oak’s homes. 


additional circulation in south Oakland County. 


. . Michigan’s fastest-growing 
. while placing 12,000 


As a result, Royal Oak offers advertisers a huge sales target ... a south Oakland market with 
more than $154,300,000 retail sales and $243,548,000 income. 


South Oakland's 
Only Daily 


THE DAILY TRIBUNE 
ROYAL OAK, MICH. 
Represented by The Julius Mathews Special Agency, Inc. 


Over 25,018 


Evenings 


MICHIGAN (cont.) 
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MISSISSIPPI (cont.) 
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1/1/51 
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MISSOURI 
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DE a ‘Kibo cacekeneee 76.7 
ae ee 67.3 
University City ..ccccces 40.2 
RE er re are 39.0 
Independence .......+s. 37.4 
DEE wc Wencaunedwee S22 
Pg 25.4 
Webster Groves ......... 23.6 
RAG GOOD osc cccess 21.9 
RE RE e rene a 20.8 
.. ctvdnenedvevesne 20.6 
RM civatctenoeren 18.9 
I es ears 16.2 
Pale TO cidvewe culos 15.3 
ts NS das eceeueve areas 14.5 
SE cieecteedenwes 13.4 
NO ui i ai'ei a alsa olay bora aoe 13.0 
a er re 11.8 
I ouriecete kacace eonate 11.8 
SNE. UNiwerGaesalaeres 11.6 
Gee -o.6 Gaede wcierees a3 
 aidrola ua coel wae’wen-ou » 9.5 
SEE Sari eiacawitwal are 9.0 
Eee 8.8 
UNE: © v.0:4:4 Ges weeaeccs &.1 
a err reer 6.9 
DE, S600 wedawnwec eis 6.9 
WON 64 a0cee oe waco 6.2 
SNE. ack es tw ead oun 6.2 
North Kansas City ....... 3.9 
1945.2 
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if you re selling the St. Louis Trading Area 


Sell ALL of it! 


: 
ST. LOUILLMO 


(St. Louis) (Illinois) (Missouri) 


~~ 


— 


S 
Ly 
% a. 
_—— 
METROPOLITAN 
St. Louis 
Ps ILLINOIS 
e 4 
- MISSOURI > ea 


$ 


ST. LOVILLMO has been determined by the always up-to-date NEWSPAPER PREFERENCE 
of the people themselves. This is the territory where St. Louis newspapers outsell those of 
any other metropolis. \t is called St. Louillmo to help you remember that the St. Louis market 
is St. Louis, southern Illinois and eastern Missouri all rolled into one retail area of merging 


towns and communities. 


MARKETING AUTHORITIES PLEASE NOTE. ST. LOUILLMO closely resembles the maps of 


the National Wholesale Druggists and the United States Department of Commerce Wholesale 


Grocery Trading Area. 


FOR EFFECTIVE COVERAGE OF THE REAL ST. LOUIS RETAIL TRADING AREA 


ADVERTISE IN THE 


St. Louis Globe- Democrat 


THE MORNING PAPER IN AMERICA’S LARGEST ‘‘TWO-PAPER” CITY 


VEMBER 


10, 


95 1 


NEW BRUNSWICK, N. J. 


Don't Guess 


Solid justification for choosing a medium and market 
is essential in space buying. Applies in any ad effort— 
testing, supplementing, basic campaigns. 


That’s why you'll welcome (yours for the asking) our 
new fact-packed studies of Central New Jersey: 


1. The 4A-Sponsored Standard Market and Media Re- 
port for New Brunswick, N. J. and 


2. The New Brunswick Daily Home News Duplication 
and Advertising Readership Study. 


Get them, and you’ll see their worth at once. Facts, 
figures and interpretations point to bigger profits in 
using our 63,000 circulation to really cover the $200,- 
000,000 Central New Jersey Market. Get both these 


reports right now. 


THE DAILY HOME NEWS & THE SUNDAY TIMES 


or callour New York Office — 
45 West 45th St.—JUdson 6-3682 
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Grand Island 
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SALES MANAGEMENT 


market is changing...fast! 


‘ NOTE THESE FACTS... 


You may still belong to the two-hours-for-lunch club. But more Fountain & FAST FOOD SERVICE 
and more millions of Americans take twenty minutes to eat! And as the largest circulation of any res- 
they’re getting more and more kinds of food in the fast food eating ‘@Urant p cagnenen jgehadcaamt oye 
places cropping up at every restaurant level from drive-ins to the pais coma pabaagerns oops ssh <1) 


: the November issue. 40,000 guaran- 
snack bars, fountains and coffee shop counters of fine hotels. teed with the January Se 


And the media picture has changed, too, to match the new market. Fountain & FAST FOOD SERVICE 
Now Fountain & FAST FOOD SERVICE serves the growing market of devotes its entire editorial content to 
40,000. fast food service eating places, supplying them with the kind the fast service restaurants and foun- 


of facts and ideas this specialized field needs. tains—the modern way of eating. 


al j Fountain & FAST FOOD SERVICE 
Before you make up your media list for next year in the restaurant _—jimnits its circulation strictly to this 


field, be sure to see our new presentation that shows briefly but type of operation. Add this up—think 


F IC clearly the new market picture. In a fast-changing field, it will tell of your product. Ten to one this is 
; - you how to aim your advertising at the profit-slice of today’s market. the field that you want to hit. 
3 3 

4 4 TO SEE THIS PRESENTATION... WRITE OR ’PHONE... 

7 8 A 

oa 

Z \ Bill Brothers Publication, 386 Fourth Avenue, New York 16, N. Y. 
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Glens Falls’ Sales . . . 232% of Normal Volume . . . Stress Market’s Big Size 
Only WWSC Reaches Entire Market... More Listeners Than Any Other Station 


This tremendous sales activity emphasizes Glens Falls’ 
far-reaching attraction as a shopping center for upstate — yen ee sem 
° » , a \ Oat ‘ot: 5S. Avge. inG * in State** 
New York and southwestern Vermont. Only WWS5SC eases am a : 
arallels is broad shopping pattern—penetrates the opulation z 0 
parallels this broad shopping | sta | Retail Sales $42,073,000 132% 27 
entire Glens Falls market . . . more than 167,000 people, a into 
in 46,090 radio homes spending more than $170,000,000 Food See IS rs 
’ : S--- Ope 5 iglesia General Mdse. 4,507,000 108% 26 
a year. Coverage, Programming, Sales add up to Big Busi- Kurn.Hshld 2,498,000 149% 26 
ness for you at Low Cost. Drug 881,000 88% - 33 
Automotive 9,973,000 162% 24 


cens rauis WWE ase arruare Ie So 


Represented by Everett-McKinney, Inc. 


NEW JERSEY (cont.) NEW JERSEY (cont.) 


POP. 

1/1/51 P R F G H OD A 
Union City 5 Washington 49 74 68 75 35 47 28 49 
Hoboken ; a) Flemington 3.1 75 59 74 * 43 65 * 
Bloomfield ; Neptune Township HRs ee * BRS 
Montclair . 3046.7 
Plainfield 
Perth Amboy : NEW MEXICO 
North Bergen ) 
Kearny 
New Brunswick 


Albuquerque 

OE CC Ee 
Roswell 

Carlsbad 


we 


Woodbridge 
Teaneck 
Belleville 
Linden 
Hackensack 
West Orange 
Garfield 
Nutley 
Maplewood 
Fair Lawn ; 
Englewood NEW YORK 
Long Branch New York City 
Pennsauken ; Buffalo 

Rahway ‘ Hempstead Township 
Westfield i Pochester 

Hillside ; Syracuse 
Phillipsburg , . Yonkers 

Cranford 9. 4 North Hempstead 
Bridgeton 

Summit 

Bergenfield , 5 Schenectady 
Ridgewood ; Niagara Falls 
Rutherford ; Binghamton 
Cliffside Park ; ; Mount Vernon 
Morristown d Troy 

Asbury Park ; Oyster Bay Township 
Millville . New Rochelle 
Collingswood ‘ Elmira 

South Orange % White Plains 
Millburn x Jamestown 

Red Bank 

Princeton 4 Poughkeepsie 
Burlington : Auburn 
Pleasantville 

Somerville : Amsterdam 

South River : Newburgh 

Dover 

Woodbury . Kingston 

Salem ; Lackawanna 
Hammonton q Lockport 

Bound Brook . North Tonawanda 
Vineland ‘ Port Chester 
Freehold 3 Gloversville 

Boonton ‘ Olean 

Westwood 

Ocean City 

Newton 

Wildwood 


Little Ferry ; é * Withheld to avoid disclosure. 
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The BEST NEWSPAPER 
in the 4th BEST U.S. MARKET" 


* Only 4 U.S. Metropoli- 
tan counties equal Al- 
bany County, N.Y. in 
Retail Sales per Capita. 


THE ALBANY KNICKERBOCKER NEWS 


Best in Circulation: 


In the city zone and balance of the Metropolitan 
Albany County, The Knickerbocker News has 128% 


as much evening circulation as does the other 


newspaper in the morning. 


Represented oy J. r. nowy & Son 


I of 22 Gannett Newspapers 


Best in Advertising: 


The evening Knickerbocker News carries 193% as 
much display advertising as does the morning 


newspaper: in fact three-quarters of a million lines 


more than do the morning and Sunday newspapers 


combined—well over a million lines more if allow- 
ance is made for alcoholic beverage advertising 
which The Knickerbocker News does not accept. 


“The Best Newspaper in the Empire State’s Best Market” 


New York 


Chicago 


San Francisco 


From Both Angles CORNING Looks GOOD... 


Whether you view Corning close-up or 
from the trading area viewpoint. it 
looms up as a shrewd advertising buy 
now and especially for future 
cultivation. 
is the home of such industrial 
s Corning Glass Works 
vast output for consumer, in- 
nd seience . . . and Ingersoll 
its highest employment in 
. and not only has. for its 


Corning 
giants 
with its 
dustry 
Rand. 
history 


size. one of the largest manufacturing 
payrolls in the state, increased 20 per 
cent in the past year. but has also 
seen 01 


r 300,000 people visit its famed 
Center in the first five months 
ition. 


Glass 
ot Ope 
The t 


close- 


iding area is jam-packed with 
10 it cities and towns .. . on both 
sides of the New York-Pennsylvania 
line . . . 85.820 people who depend on 
Corn for their living needs and look 
to this city as their “metropolitan” 
cente 


Corn . a market of long-range 


and «\er-increasing strength . . . is 
cove! only by the Corning Leader 
hich delivers a rich share of 
unties with retail sales totaling 
000. 


three 
$125 


Rep -esented by The Julius Mathews 
Special Agency, Inc. 
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Prattsburg | Pulteney 
Cohocton 


DUNDEE 
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Cataubse 


eWayne Reading 
Wallacee oye xo ° Allaye Center 
Avoca® @ e %Ha 
ard oe Rheims ma Sport 
dford *townsend 
e@ Beaver Dam 
@Chambers 
e@Post Creek 
£.eFerenbaugh 
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Adrian Ae, phe Savona: 

the ing; Ween Sam pbell 

= eameron » Coop 

Camer$n Mills 
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Wood hull A Ison® Paving 

Troupsburg Presho 


efreemon Caton 
Bordene Pt —- NY 
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24, fox Hep, Elbridge 
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Corning’-n7y. 


EVENING LEADER 


MBER 10, 1951 
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Right, now 


Drug folder and Food folder await your request. 


The BRANHAM Company, General Representatives 


issue). Sales potentialities are tremendous—for YOU 


pata Superiority 


Make It Easy to SELL IN 
rast-movinc ASHEVILLE! 


check Asheville’s amazing showing in the national picture (this 


General Market folder, 


Hurry! 


st in FOOD, DRUG 


and AUTOMOTIVE 
CLASSIFICATIONS 


+ « « OD 
all comparable North 
derived from S-M SBP). 
too (let us give survey facts). 


cities 
Test 


Aiherille, N.€. 


MORNING 


EVENING 


per capita basis, in comparison wi 
Carolina 
Great 


(figur: 


Mark: 


CITIZEN=TIMES 


SUNDAY CITIZEN-TIMES 


NEW YORK (cont.) 
POP 

1/1/51 
Dos weak ee tee hee 20.6 
PD Cleon 2d.weeesies 19.9 
Glens Falls 19.7 
SNEED tale ca’acannc aia eres ane 18.4 
ee 18.3 
NE: “path awe cae 18.1 
a ee eae 18.0 
DN scnewreowereans 18.0 
ee 18.0 
rere er 17.4 
CE AG nhac ew eeee 16.4 
eee 16.3 
BO WE cccedeeeses 15.8 
Saratoga Sprines ....... 15.7 
ENE uu cge eueadedons 15.4 
MUL sieve ees teeeee 33.3 
ee ee 15.3 
Mamaroneck ..ccccccvee 15.2 
a 14.8 
ere ete 14.4 
Pn vere cenesslecaes 14.1 
SE Gace wo-olne aw elwe 13.8 
rere errr rr 13.3 
POE -cavacinveneee 413.3 
Perr e rere re rr ee 11.9 
Rye 11.9 
erry 11.6 
S. cackeenveaees 11.1 
I, 650th dvdr aca ian niatecaen 10.5 
DE- Lkedwissnbewnns 9.7 
Pn . ¢heecemewen a 9.6 
Se Ce deeweeeeetas 9.6 
Pe CE ceveecccnccen 9.4 
NE eb orca wav ewes 9.0 
IER halen. ana aace Scere 9.0 
SOE pceceuwesouss $.9 
co eae ree 8.5 
ere 7.6 
Mechanieville ..ccccccss 7.6 
ee eee 75 
eer re y 
Cast Reshester oc csccces 7.1 
SENSE GLARE cc ccsesven 7.0 
PORE etewarubecons 6.9 
EE: ekwwe wens wales 6.5 
SENG. iveviousnees 6.4 
D- <22vhecandtesuecs 6.1 
PE cvbcescseueneeee 60 
Me CED -cceeewenwes 6.0 
tata eunedeae kee A 
GONE ceeeecewosonces 5.4 
eee Peer 5.0 
SE cévekesceweeene 4.7 
OGD ce ecesieseces 4.3 

1191°2.6 
NORTH CAROLINA 
DR sc Bicccesveoees 135.3 
Winston Salem ......... 88.2 
eer Tr re 74.9 
DE ncwekaweeenwens 71.5 
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NORTH CAROLINA (cont.) 


POP. 

IF IC 1/1/51 P R F G 
19 18 OM 2k Soceemedeses 66.1 > Ss S&S § 
53 70 Pe ree ae $3.1 6 5 4 3 
74 66 ee Sy Ft F FF F 
39 27 a ee Te 405 8 10 8 18 
62 62 Cee Si FS & we F 
44 45 Recky Mount .....eccece 28.1 10 11 11 10 
54 67 eer rr 248 11 12 12 14 
64 58 MOD 6co cect e ares sues 23.4 12 15 17 23 
27 24 eee 35 23 ¢$ & 3S 
67 63 ee 27MM A i2 
7 SE a cawksredtocaus 2oo3 15 i WM ii 
32 41 NE wb cin cosa eseees 18.6 16 17 20 13 
14 15 DE. <nscecmicedue 17.1 17 19 16 24 
76 64 EEE. sicciweetesacd 17.0 18 18 l& 20 
71 61 eT a ae re 146.9 19 21 15 17 
38 46 PP NN e's Gels wv ddioretars 16.1 20 20 19 21 
20 28 ey eee ee 15.7 21 22 2 9 
ee ee 15.0 22 16 13 16 
45 5 ES eee 13.8 23 28 24 34 
42 3 Elizabeth City ..cecceces 12.9 24 24 23 39 
63 57 SOE digiwawewcwete 12.0 25 34 29 36 
77 59 RE. ewsndsinedad 12.0 25 29 28 28 
47 79 oe eee 11.1 27 25 33 22 
1 3 NS Pe 10.3 28 26 36 26 
35 33 P. a kChiwen<eeewwe es 16:2 2 37 ST O37 
4 4 ER o-a:5:Gn@ereceeien 9.8 30 30 27 32 
43 40 ee ee 93S 3 om 
Si 91 IE, ik cceewincews 8.4 32 40 38 38 
30 26 Roanoke Rapids ......... 8.3 33 33 26 29 
68 71 ee 8.2 34 39 40 30 
85 8&9 NE nt nwa aeri eae 8.0 35 35 32 40 
84 85 ee 7.8 36 31 30 27 
89 82 ee eee 7.3 37 32 34 2 
78 78 NR ie oar aeacat anaes idaiata 64 38 36 39 35 
87 75 Hendersonville .......... 62372 G3 3 
at 62 North Wilkesboro ........ 44 40 41 * 41 
2 3 en re 3.4 41 38 35 31 
22 52 1038.2 
83 87 
28 25 NORTH DAKOTA 
6 EEO ITE a 4a4.% &4 
o « Grand Forks .......000. 270 2 2 2 * 
79 65 eae as $$ = 8 3 
22 Bismarck .....seeeeeees 1838 4 4 4 2 
Sl 72 MINE oocccrecsasen 108 5 5 5 10 
3 1 er rere 76 6 8 9 4 
73 83 I eh acetates 75 7 6 6 6 
72 80 Valley City ........00.. 69 8 9 7 7 
olives eee 68 9 ll ll 8 
80 68 Devils Lake ............ 65 10 7 8 5 
49 49 Wahpeton .........2-5- 5.2 11 10 10 9 
86 8&6 158.1 
41 35 
40 30 OHIO 

ne ere” Saa.3 i 1 az 3 

CIOS 0 onsite scne mee 2222 

Breer rrr mas 6UShlURhlCUUC‘S 
2 2 PD knees veeciesenes 306.6 4 4 4 4 
6 6 BG secteuscenaw scons 277.9 5 6 5 6 
5 4 BE  o0 Ate ena wa wale 247.3 6 S 6 - 
4 5 


* Withheld to avoid disc 
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Investments in the 


SYRACUSE, N. Y. Market 
° pay BIG Dividends! 


Market Rankings* 
place SYRACUSE, N. Y. 


2nd in Food Sales 
6th in General Merchandise Sales 
5th in Total Retail Sales 


*From Sales Management's 1951 Market Rankings 
| in the population group 100,000 to 250,000 


The Syracuse, N. Y., market consistently yields big sales returns for distribution 
and advertising investments. Just dig a little deeper and you'll find that the Syra- 
cuse market also has the desirable character of spending more of their effective 
buying income at the retail counter. Last year this spending represented nearly 


$300 million dollars, from an Effective Buying Income of $309,153,000, and a popula- 
tion of 223,700. 


Whether you are launching a test SYRACUSE NEWSPAPER CIRCULATION 
campaign or planning expansion of 
your present sales program, this 
proven market assures maximum 


provides complete coverage of this key mar- 


ket. Today, more than 205,000 daily and 


Success. 324,000 Sunday circulation delivers the 
| e0b mien & @ message of manufacturer and retailer to this 
PIR in Newspaper - 
a E 5%), Didhaaiiitinn tas Canis Caw great ready-to-buy, able-to-buy audience. 
os ¢ erage of this Important Market at 


ONE LOW COST 


The SYRACUSE Wewssapers 


ALL BUSINESS HERALD JOURNAL — POST STANDARD 


P (Evening) (Morning) 
"LOCAL! HERALD-AMERICAN POST-STANDARD 


(Sunday) (Sunday) 
GENERAL ADVERTISING REPRESENTATIVES MOLONEY, REGAN & SCHMITT 


NOVEMBER 10, 1951 143 


HIRING SALESMEN? 


Write for a free sample of our specialized application blank 


In evaluating applicants for sales jobs, your company — all the basic information you need on each applicant. 
needs detailed information on the education, back- They have been approved by legal experts as conform 
ground, sales experience and individual characteristics ing to the New York State anti-discrimination law 
ot each prospective employe. regarded as the strictest of any state in the nation. 

To fill this need, SALES MANAGEMENT has pre- A free sample of this “application for employment 
pared specialized “application for employment” forms — blank will be provided, with a price list, on request. 
based on the opinions of a group of experts on hiring Write—SALEs MANAGEMENT, 386 Fourth Avenue 
salesmen. These detailed four-page forms will give you New York 16, N. Y. 


OHIO (cont.) OHIO (cont.) 


Youngstown Galion 


Canton ; Norwalk 
Springfield q é Dover 
Lakewood . 4 Ravenna 
Cleveland Heights 3 Bedford 
Hamilton 
Lorain 


Greenville 
Circleville 
Kenton 
Urbana 
Gallipolis 
Reading 


Warren 
Mansfield 


Zanesville 

East Cleveland 
Portsmouth 
Steubenville 


Wilmingten 
Jackson 
Logan 
Norwood ... Lockland 
Newark Celina 


Marion Napoleon 
Middletown London 


Elyria ; Hillsboro 
Massillon : : Medina 
Sandusky 
Cuyahoga Falls 
Shaker Heichts : 
Barberton .. ; OKLAHOMA 
Alliance 

East Liverpool 

Lancaster 


Findlay § Muskogee 
Ashtabula ... Enid 


Lebanon 
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Chillicothe ’ Lawton 


Tiffin Nornian 


Piqua Shawnee 
Niles : Ponca City 
Fremont ‘ Stillwater 
Ironton : * Bartlesville 
Marietta Okmulgee 
Cambridge ... é d Ardmore 
Ashland ; McAlester 
Painesville 
Fostoria t 2 Chickasha 
Duncan 
Martins Ferry " “s Sapulpa 
North Philadelphia * Seminole 
Xenia 
Salem 
Bellaire 
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Bowling Green 

Delaware d Cushing 
Athens , Elk City 
Coshocton : ‘ Clinton 
Sidney . Pauls Valley 
Defiance ; 

Rocky River 

Troy : 

Washington Court House.. 3 . OREGON 
Bucyrus 

Bellefontaine ’ Portland , 1 
Van Wert * 

Conneaut 


I IF 
ae 
> 2? 8 
* Withheld to avoid disclosure. 
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Shakedown Runs This Month For 
New 12-Unit Goss ‘‘Headliner’’ 


All regular editions of the Oklahoman 
Times are now being printed on their new 
Goss ‘‘Headliner’’ press. Following experimen- 
tation and trial runs, the finest letter press, 
full-color newspaper reproduction will be avail- 
able to national advertisers. 


hr Bw Pw PF LP 
oN oS SoS SS oO PS 


sure. 


THE OKLAHOMA PUBLISHING CO. 


YEMBER 10, 1951 


> THE FARMER-STOCKMAN - WKY - 


The Sunday OkMahoman 


260398 Fc - lage 


ag 


The Sunday Oklahoman’s 
market of 260,398 families, 
therefore, tops the list of 
Southwestern markets. It’s a 
real market, not a potential. 
It’s the Southwestern market 
you should put first and fore- 
most on YOUR list. 


No other Sunday newspaper 
in the Southwest, regardless 
of city size and potential 
“market”, can actually deliver 
your sales message into so 
many homes as does The 
Sunday Oklahoman. 


THE DAILY OKLAHOMAN 


DAILY 
COMBINED 


263,179 
EVENING 116,278 


LITY TIMES 


No Sunday Magazine section published or 
sold in the Southwest reaches so many 
homes as The Sunday Magazine Section 
of The Daily Oklahoman. Locally edited, 
locally printed — it enjoys the high reader 
interest that pays off for advertisers. Ask 
your Katz representative for result stories. 


WKY-TV, OKLAHOMA CITY - Represented by THE KATZ AGENCY, INC. 
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Yes! 75% of all ALL the National Advertising 


That Appears In Scranton’s Daily Papers 


Is Published by The ines 


MANUFACTURERS OF PRODUCTS 
THAT ENJOY NATION-WIDE FAME 
PREFER THE COMPLETE COVERAGE 
OF THE SCRANTON TIMES TO BRING 
THEIR ADVERTISING MESSAGE 
TO ALL THE READERS IN THE 
RICH ANTHRACITE TRADING AREA! 


Che Srranton Times 


SCRANTON, PENNA. 


GEORGE A. MeDEVITT CO., National Representatives « New York, Chicago, Philadelphia, Detroit 


RADIO STATION WQAN — AM and FM 


98.407 + ~73.5% — 
met Chey ak 74.90, Si 


° 


ad 
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OREGON (cont.) PENNSYLVANIA (cont.) 
POP POP 
1/1/51 P R F G H OD A | iF IC 1/1/51 P R F G H OD A ! IF IC 
NN. oS wpew newtemeare 36.4 5 2 3 2 2 2 3 3 3 3 ek. eee 49.2 17 17 17 19 18 19 20 22 72 7? 
i erica. 5 wy ahah apaletasa 17.5 4 5 5 5 4 5 3 5 4 4 Lower Merion ........-. 49.0 18 21 20 89 35 10 9 14 3 4 
Corvallis 16.5 5 10 9 § * 9 6 8 9 ere errr er 456 19 18 19 14 21 17 22 20 61 4 
Klamath Falls .......... 16.1 6 4 4 4 4 4 4 2 2 Haverford Township ..... 39.8 20 94 73 105 44 65 21 18 21 
I a chai ee Ge tdivag er aS Se 12.4 7 8 6 12 9 9 11 7 5 5 UP ea ece a wre cceadie B7IMBA A wRWeH BD BS ZA 
UO Ditde wd dae wiatwace 11.5 8 9 14 13 12 7 7 8 14 12 NE. ceteaeernwaced cae G60 2B 8oG6e Beas §& Ba 
BA ee eee 11.5 - ie ee) ee 7 a Os >, & & NED ala nai wih wera we argteran 34° 23 19 18 16 17 21 33 24 50 32 
DE ccdwe Webwiecatesale 10-2 10 6 7 T wMReBH EB Ae po eee 31.7 24 35 29 60 52 2 16 19 4 3 
IN scorers de. Gitte veh Oa 95 11 17 16 15 3 a 6S lCU PD weeeeinaided- oes 29.1 25 96 99 103 67 46 26 22 2 
Eee oe 8.7 12 18 17 14 6 6 «7 BA “dnGins:6 subidee aed 28.4 26 28 30 27 25 28 26 30 79 6 
a ars: data aa a rasanarh 8.4 13 7 #10 6 6 & 6 7 19 20 ND witness AE Sean Sion M67 HSB aAmMaAMABSAA 2 BA 
NS ci rea en eel oat 8.1 14 12 8 10 14 16 14 20 14 Mount Lebanon Township... 26.5 28 65 37 98 109 34 50 18 i 64 
eed nseenens s]s mS DH 2 6 ti2 3B PEL © gw e's Stace crarciecare 26.5 39 32 28 78 42 66 35 56 8&8 
WOE hc sasccuceves 7.8 14 15 18 ll ae > ae) NR iiiriaeicurax.cierdrn 26.2 20 26 22 23 29 20 37 29 35 & 
EO oa sineuieis ewes 67 i7 If I 17 18 18 17 17 New Kensington ........ 25.6 31 29 27 32 33 24 21 26 26 @ 
a ai BH 9 § 12 10 16 7 6 PO gs + pewdecwenes 23.9 32 30 48 20 20 35 36 34 49 &2 | 
PS en pre 5.9 19 22 18 22 13 18 19 19 16 19 NNN etacaitrd-erea ican ena 23.8 33 22 26 17 30 27 24 33 42 37 
eR Pee 5.2 20 16 20 20 18 15 8 21 22 22 ere i 22.9 34 33 35 43 28 29 2 3% 7 3 
OE, © ck ec wrsase a acer mane 4.5 21 20 22 17 16 16 17 20 10 16 ae 22.9 34104112 97106 58 109 31 2 9 
EE, sonia w w.diarneie wis . es ie: Gs es Se a Kingston ..... Terr a — a we 100 92 10 32 15 2 
636.7 ee CT rere 20.7 37 20 24 15 15 22 19 42 77 6/ 
WRMIOONG. ~ 6 cascene Sceows 20.3 36 7 52 84 70 99101 47 80 9% 
PENNSYLVANIA Ree ara ren 198 39 44 40 49 48 55 38 43 65 60 
Philadelphia ..........-2091.8 1 1 1 l 1 1 1 i 19 19 a Peer eer Creer 19.7 40 62 47 92 93 68 67 41 33 5J 
Pittsburgh ............. 6826 2222222212 ER oko h cndeaomens 19.1 41 34 33 35 36 36 23 36 Sl 2 
SS a eee 131.8 3 3 3 7 & S 3 3 45 «46 NN So oeccsu ymca 18.1 42 63 51 58 63 78 56 87 9% 
MI 2 oo On oe 12463 4 7 4 @ <«¢ - 7 4 43 4] Duquesne 17.8 43 92 56 86 99 52107 44 24 55 
ARR coe aor 110.5 5 4 5 9 3 “a «€ 7 64 56 ar ne ee ee 17.6 44 42 38 53 51 40 39 39 32 18 
iin 076 6 56448 8 64 & Beaver Falls ........... 17.5 45 36 31 29 31 37 34 51 83 78 
Harrisburn .......ccecee 90.3 a ny Sy an ; = & Se ¢ Chambersburg ..... --+» 174 46 40 54 50 46 49 44 62102 9 
Upper Darby ........... 85.2 § 15 14 25 22 6 g S$ 12 14 eT er ee 17.4 46 27 36 24 24 38 30 37 14 15 
SS ee eee 77.9 9 14 10 13 11 18 17 16 92 8&5 eee 17.3 48 82 90 82 8&7 56 103° 52 8 7 
Wilkes Barre ..... cace TTS 3 . 2 3 9 13 27 ) 72 49 ere ere reece 17.2 49 51 53 44 39 46 76 55 73 8&1 
Bethlehem ...........-. 66.8 11 16 15 34 19 11 12 10 27 27 Braddock ...-...++-++++- 16.7 50 32 34 36 15 43 32 45 34 47 
DY sere 2 ae 66.7 12 ll ) 38 10 15 18 13 29 33 RERUN. ce sicoscocnws 16.6 51 41 28 61 54 33 57 59 69 83 
Lemeestoy ..... . «oc... 645 13 10 13 10 12 9 15 ll 40 23 Wetdes Weeks osc .0kss 16.5 52 59 42 86 59 93 53 54 74 
Johnstown ........ woe C86 HM FR & MW Mw HS ws Carlisle ....ccessccese. 164 53 49 ST 47 4 SL 55 OO % & 
| RTS Ero: 60.5 15 13 16 12 13 16 13 12 38 16 Carbondale seeeeess 16.4 53 70 60 70 85 85 87 50 5: 
Masta a iatw brates 18 36 «36 * Withheld to avoid disclosure 
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USE THE OREGONIAN’S 


in the Superior Oregon Market 


THE OREGONIAN LEADS 
in Portland Carrier-Delivered Circulation 


More than 80% of Portland daily newspaper circulations 
are carrier-delivered. The Oregonian leads by 3,835. 


The Oregonian goes home and stays home! 


THE OREGONIAN LEADS 
in City & Retail Trading Zone Circulation 


Double gains for you: (a) 10-year population growth of 37%; 
(b) Daily Oregonian circulation up 649% — it’s the leader in City 
and Retail Trading Zone. 


THE OREGONIAN LEADS 
by 35,994 in Oregon Market Circulation 


You get all Oregon and 7 southwestern Washington counties 


when you sell with The Oregonian— the circulation leader! 


— grow with 


PORTLAND'S & OREGON'S GROWING NEWSPAPER 


1950 1951 


the Oregonian 


onian Gain 4,782 . PORTLAND, OREGON 

| 51 Daily Oreg 226,681 

The Great Newspaper of the West 
i ic its a a i a Ga on 
JT Dail 190,687 
"ly 2nd Paper loss 3 a 

Nat | Sources: Sales Management, November 10, 1951, 
Publishers’ Statements to P. O. } U. S. Census, 1940-1950; ABC Publishers’ State 
for 12 Months Ending September 30, 1950 and 1951. ments, March 31, 1940, 1950, and 1951; Publishers 


i 


Statements to P. O. September 30, 1950-1951 


REPRESENTED NATIONALLY BY MOLONEY, REGAN AND SCHMITT, INC. 


10, 


For every dollar of food sold in an average city, Oil City sells $1.65. 


This lively sales activity reflects the spending of families who live outside the city but 
shop in its stores. We like to remind you also that Oil City ranks as a “superior” city in 
income ... with family buying power $419 above the national average . . . and that the 
wage-earning families in this great industrial and oil center need 

The Derrick and Blizzard enables you to sell both city and trading area families . 
in a wide four county market with more than $24,000,000 food sales. Oil City is remote 


from larger centers .. . and equally remote when it comes to invading advertising efforts. 


For complete coverage advertise in 


Derrick - @li33ard 


Mornings - Evenings 
OIL CITY, PA. 


Represented by The Julius Mathews Special Agency, Inc. 


PLENTY COOKING HERE FOR FOOD ADVERTISERS 
Big Food Sales Advance OIL CITY Ahead of 39 Larger Markets! 


Grocery Advertising Earns Big Sales “Helpings”... with All the “Trimmings” 


and buy—plenty of food. 


PENNSYLVANIA (cont.) 


1/1/51 P R F GH OD A I IF Ic 
ee ee 16.4 53 57 41 65 40 80 94 46 39 50 
ED ci cad eccwaen 16.0 56 60 70 67 65 61 92 70 62101 
Pee 15.8 57 48 63 42 38 47 43 64100 8&8 
Went GREE cccccvecces 15.3 58 37 43 46 44 45 29 49 55 45 
eer 15.2 59 68 80 56 49 91110 69 44 90 
MDs a atae wliteae.e'e ats 14.9 60 31 50 11 68 60 52 72103 97 
Mount Carmel ....... 14.5 61 93 87 52 91 82105 79 93 106 
a et ee 14.3 62 45 68 39 32 66 53 58 67 53 
SNE "ir cranes sala wavpaiew 14.2 63 78 76 54 94 8&6 68 8&5 106 108 
DOE Jevcevnnea see 14.1 64 46 45 37 45 41 61 61 71 «59 
DN sv. tevevewoneae 14.0 65 54 55 62 50 32 64 66 63 71 
Connellsville .........0. 13.5 66 56 97 41 56 39 51 55 60 63 
DE (dwnce Walesa eaeemele 13.4 67 87 44 77 57108 76 85 94 
i reer 13.1 68 83 65 74 60103 74 67 47 61 
WON cecnscewes 13.0 69 85 72 87 76 4& S6 73 57 76 


PENNSYLVANIA (cont.) ' 

POP. 

1/1/51 P R F G H OD A 1 IF Ic 
RIE cutee aie era eae 12.9 70 74 67 * 90 54 45 40 2 .@ 
Dt Sccasvtcbheseouewaa 12.9 70 7 74 83 53 98 71 390 74 109 
Pee GONE cs ewe wecews 12.4 72 90 79 93 71101 84 57 9 17 
| en re ret 12.3 73 61 49 76 64 71 58 54 6 13 
SES 5000608 bbe e00 12.2 74113113 96107 97 49 48 10 8 
rere ere 12.2 74 69 66 80 62 76 70 68 21 43 
DO. i cues aeadceeeewe 12.1 76 58 69 51 47 89 69 63 16 30 
I, ar re an Ge aad aie 11.9 77 43 61 33 43 50 35 81 91 8&4 
He eee ee 11.9 77105 92 73 89 74 98 78 59 75 
Te GE cevdcorae acess 11.7 79 52 58 40 42 75 47 98 111 112 
WE ccercccane ens 11.7 79 88 88& 90 4102 72 77 58 69 
SO GED cvccotvewoens 11.4 81 66 81 45 55112112 97 110 110 
a 11.0 82111 95 68 101104111 8&8 81 % 
NE. ait acre wes atmos 10.8 83 75 93 59 75110 s0 93 109 107 
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SUPERIOR 2. . . Of Course—HAZLETON ! 


Top Family Income among Pennsylvania Cities 


HAZLETON’S ranking as a “Superior” city is a natural 
product of the highest Income Per Family ($6,576) 
among any Pennsylvania city of 35.000 or more popula- 
tion. The six categories where Hazleton’s rank exceeds 
its population include the all-important Food. General 
Merchandise and Furniture-Household-Radio sales. In 


the growing Furniture-Household-Radio store group, 


—Radio Station WAZL (N.B.C.-M.B.S.) Hazleton, Pennsylvania— 


National Representatives: Robert Meeker Associates, Inc., 521 Fifth Ave., New York 


Hazleton’s volume outranks 71 cities which have greater 
populations! 

Only Radio Station WAZL gives you 8 out of 10 listeners 
in the complete Hazleton shopping area with its 131,000 
population and $497,753.000 total Effective Buying 
Income. 


Ask about our new presentation ' 


SALES MANAGEMENT 


ite 


No matter how you slice it 


ALTOONA *°3%= FOOD MARKET 


Whether you measure it with “per capita” ranks a distinct plus market in furniture- 
figures or “superior” rankings, a consistently household-radio sales—a significant “Superior” 
above average level of food sales points to rating to the home furnishings and appliance 
Altoona as an extra value market for the food manufacturer. 

advertiser. Home of the largest railroad shops in the 
Altoona’s per capita food sales of $305 in 1950 world (P.R.R.), metropolitan Altoona recorded 
were $94 above the U. S. average and $74 above retail sales of $122,455,000 and Effective Buy- 
average for the state of Pennsylvania. And ing Income of $161,638,000 in 1950. Here’s a 
Sales Management’s November 10th study major sales target which national advertisers 
verifies the same story by ranking Altoona profitably cultivate with the 95.1% city zone 
“Superior” in food sales. In addition, Altoona coverage of the Altoona Mirror. 


Altoona Mirror. 


ALTOONA'S ONLY EVENING NEWSPAPER 


95.1°/, Coverage of All Homes in the Altoona City Zone 
Richard E. Beeler, Advertising Mgr. 


We've Got the SALES .. . 
and CIRCULATION, TOO! 


Sunbury’s retail sales . . . $24,380,000 . . . are almost $10 Million above the “quota” for a city its size 


.. a big 67% above par. 


The city’s stores sell 44% more food... 56% more general merchandise . . . 167% more furniture- 
household products . .. 127% more automotive products... and 71% more drugs than are required 


for an average city of its population. Sunbury is bursting its seams with retail activity. 


Sunbury is the “city” in this area... no comparable shopping center in all Northumberland or 


neighboring counties. It is one of Pennsylvania’s key retail hubs .. . and with circulation to parallel 


advertisers’ big potentials. 


1 
. rT ” 1 
© BURSTING ITS SEAMS WITH RETAIL ACTIVITY 
The Daily Item... with circulation larger | ss esi: Meidtillae. & 
: —. , , : Total Group Sunbury Os. 1 
than the city’s population . .. carries your | Population ... 15,800 223 ; 
2 . as | Retail Sales ....... $24,380,000 213 $1,543 $921 1 
advertising to Sunbury families and thou- {| Genl. Mdse. 2,715,000 155 172 110 | 
. ac ; ” ! Furniture-Hshlid. 2,156,000 7 136 5I y 
sands of families in the surrounding area ' Drug . 643.000 180 4\ 241 
= a : . 1 Automotive 6,937,000 186 493 193 | 

who add the big “extra” to Sunbury’s sales. 1 


SUNBURY DAILY ITEM 


SUNBURY, PA. 
Represented by The Julius Mathews Special Agency, Inc. 


NOVEMBER 10, 1951 a 


IN JOHNSON CITY, Tennessee we have a good market— 
It is served by the Press-Chronicle, a good newspaper .. . 
that offers you an Automatic Merchandising plan that guar- 
antees you the best opportunity to sell your product in Upper 
East Tennessee. 


JOHNSON CITY" PRESS-CHRONICLE 


Represented Nationally by MID-SOUTH DAILIES 


PENNSYLVANIA SOUTH CAROLINA (cont.) 
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Honesdale ’ r 5 Johnson City 
Waynesburg t 2 : GS Kingsport 
Doylestown 3 ‘ § : : Bristol 
SOOO. kv ci acsndes : 5 56 S 7 Clarksville 
Morristown 
Murfreesboro 
RHODE ISLAND Cleveland 
) Dyersburg 
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Columbia 
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Cranston Shelbveill 
Woonsocket > — 
Warwick aris 
ee Greeneville 
East Providence ; 
N Maryville 
Newport 
: Lebanon 
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Westerly 
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SOUTH CAROLINA Covington 
Columbia 
Charleston 
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San Antonio 
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Southwest Virginia's 
Pioneer Radio Station 


WDBJ 


coverage, according to the 1949 BMB: 


FOR ROANOKE AND 
OUTHWEST VIRGINIA 


The million people in WDBJ’s coverage area will earn 
nearly a billion dollars this year. Here’s WDBJ’s family 


Day — 110,590 families in 36 counties 


PADS SL _ Night — 85,830 families in 31 counties 
;= £% 
O\ oon hn and 3 to7 days weekly 
| Day — 90,320 families Night — 66,230 families 

} cumeeeD . 
ee a ony fy gw a p BJ Established 1924 

UR CATT 7 : 

Sythe bem CBS Since 1929 
| / ° 
is me AM—5000 WATTS—960 Ke. 
FM—41,000 WATTS—94.9 Mc. 
TEXAS (cont.) TEXAS (cont.) 
POP. POP. 
i/sl P R F GHD A I IF Ic i/sl P R F GH OD A! IF IC 

Midland ......eeeeceees az2eaoeaeRrRtaqairiigtenant a Bw Terrell ..cccccccccccecs 11.7 58 84 86 51 52 71 67 58 49 71 
PMI carccvcencsscsces 22.0 30 30 37 20 31 24 25 35 62 62 Highland Park ....+-++++- 15 3 8306 * a * © HM 2 8 
Denton ...cccccccceccces 21.7 31 42 44 38 41 27 31 39 83 76 Gainesville ......eeeeees 11.4 60 50 62 48 * 39 42 52 37 39 
Orange ..cccccccccccces 21.4 32 39 244 3 20 32 06*lh6h438 CSS CS Waxahachie .....+eeeee. 11.3 61 54 55 62 48 52 54 60 69 68 
Brownwood «wee ween eeee 20.5 33 43 40 30 * 25 32 34 48 45 Lamesa ..ccccccccccces 10.9 62 49 54 46 58 * * 56 57 59 
Sherman ..cccccccccsees oS BBA BAA A BK EF McKinney ..cccccccccce 10.6 63 61 56 45 46 63 46 72 87 8&2 
McAllen ...sesseeeeene 20.3 35 36 49 23 23 31 33 44 79 86 IES sdsiectnsendcien 9.9 64 44 * * 34 40 19 51 42 18 
CHINE 5 caeseevncens 19.4 36 37 31 24 38 37 35 40 67 60 ESCA 9.9 64 67 70 76 36 * 71 76 68 81 
Bryan .cccccccccccccccs 18.3 37 31 30 32 * 47 22 48 8&8 & Beeville ...eceecccecees 95 6 726 535 * * 10 Gi 47 B 
ee ee ee ee 13.2 3 32 235 * 3 19 26 2D 23 MU Bay City ...ccccccccees 9.5 66 59 63 75 * 46 43 61 55 42 
DEMEON) o ccccesereccees 76 DBOagagzrtsaxwss #@ SD Raymondville .....+++ee. 93 6 77 6 70 * * * 6 34 Si 
Big Spring ...ecscccsees 17.6 39 2 39 * *© * 24 42 61 57 Taylor ..ccccccccccccee 9.2 69 63 65 54 47 50 59 73 66 64 
Kingsville 1... cccccceeee 17.2 41°55 42 * * 55 53 41 25 49 Sulphur Springs ......+- 9.1 70 74 91 47 50 49 66 88 92 92 
Texas City .....cccccces 168 42 47 43 49 30 38 49 31 35 13 Uvalde ...ccccccccccces 88 71 78 80 78 * 60 48 62 4 35 
POMPE ccccvesccsescees 67465 06GB * Be GBC SB WHT A SB Jacksonville .....eeeeeeee 8.7 72.65 58 53 37 44 64 80 73 73 
AE: secssepenieiaceinan 16.6 44 48 47 41 * 42 45 68 93 94 IE osoxsenvasvers 85 73 73 88 37 45 65 60 81 80 72 
WON: sxqanisncvimrnts 16.3 45 27 34 28 * * * 38 39 36 BEd iesoetaccetinnse 8.4 74 57 59 64 42 43 * 55 19 22 
WIR a sickecsseninieires 15.4 46 40 45 34 26 33 * 65 94-93 Weatherford .....sesee0s 8.2 75 76 82 60 59 68 * 85 89 84 
HOUNUND. 2050 e000 000s 14.9 47 38 46 25 35 36 36 50 81 74 Pecos ..ccccccccccecese SZ EB BaH tft tc aa Se Be 
| err. Lerner 144 48 70 75 35 63 56 62 47 44 61 Mineral Wells .......+-- 7.9 77 92 77 72 * 64 56 78 74 52 
PRAINVIEW cccccccccocces 14.2 49 25 41 22 * 21 20 63 91 8&9 Kerrville ...scccceeceee 78 wea mt &t SO *¢t GD a 
DUO eirccesesvecw 13.9 50 46 51 26 * 28 41 45 50 44 Childress ....cccccseeee 7.7 79 71 64 * 67 69 57 77 54 48 
OG ED xe cad geaeeineaic 13.5 51 89 67 61 55 72 74 70 75 90 Weslaco ....ccccscccees 7.6 80 80 90 56 53 58 65 86 60 77 
re 13.0 52 51 50 43 * 48 58 53 71 67 Conroe ....ceeecccecees waMaeEaeesms* * §$nRD 
VEFNON wccccccsvccces cis 12.9 53 45 53 * 54 * * 49 58 47 Marlin ...ecccceccceces 7.1 82 81 85 58 64 59 69 90 84 78 
ONE co ciredinsinses 12.6 54 53 48 44 40 45 52 57 82 80 aes 7.0 83 90 78 57 * * 75 84 72 63 
EOE cclawcaoscescs 12.5 55 62 66 39 49 54 50 54 46 65 Henderson .....+seeeees 6.9 84 52 83 42 39 53 39 75 45 32 
ee. 12.4 56 58 72 * 60 51 44 46 33 40 Littlefield .....seeseeee 6.7 85 79 71 73 57 61 68 82 63 55 
WACOQUDENES: 66 Sacsesicgs mA HTH BW BS * S&S BG DB Breckenridge ........... 6.7 86 85 81 66 61 67 63 89 76 69 
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$51,000,000 
Is SUPERIOR Money 
... especially in Cash Registers 


Barre is the fast-moving trade center for 
Vermont’s third largest market . . . with 
$51,170,000 retail sales. 

This city scores eight out of nine superior 
f oints in the state... is 62% above average in 


retail sales . 


} 


IVEMBER 


10, 


1951 


.71% in food...72% in 
ceneral merchandise . 


.. 35% in furniture- 


bh ousehold-radio... 107% in automotive. 


Barre ranks fourth in size in Vermont wei 
but third in total, per family and per capita 


income .. 


. while Washington County leads 


all counties in the state in family buying 
power—$1,119 above the state average. 

The Barre market... a rich package of 
Vermont’s sales and income... is covered by 


VERMONT'S LARGEST EVENING DAILY 


BARRE TIMES 


BARRE, VT. 


Represented by The Julius Mathews Special Agency, Inc. 
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Burlington, PLUS 


BY EVERY MEASURE STANDS UP AS A 


VOFMONE ror cetcis om nine citerent counts MARKET 


check story on page 95 of this issue. 


Burlington Free Press 
BURLINGTON, VERMONT 


Small, Brewer, Kent Inc. Representing — New York — Chicago Boston — San Francisco 


TEXAS (cont.) VIRGINIA (cont.) 
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Mount Pleasant , Portsmouth 
Monahans ‘ Alexandria 
Brownfield ‘ Lynchburg 

El Campo . Newport News 
Rosenberg ‘ ) Petersburg 
Gonzales ‘ 2 ‘ Danville 
Charlottesville 
Staunton 
Martinsville 
Bristol 
Winchester 
Waynesboro 
Suffolk 
Fredericksburg 
Harrisonburg 
Pulaski 

Front Royal 
Covington 
South Beston 
Hampton: 
Virginia Beach 
Wytheville 
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VERMONT 
Burlington 


WASHINGTON 
Seattle 


Spokane 
St. Albans 


Montpelier 
Bennington 


Bellingham 
St. Johnsbury 


Everett 
Vancouver 
Bremerton 
Walla Walla 
VIRGINIA Richland 
Richmond . Longview 
Norfolk ; Aberdeen 6 12 
Roanoke ; * Withheld to avoid disclosure. 
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Cover the Prosperous Heart 
of Industrial America 

trom Wheeling, West Virginia, 
With This One Station, 


WHEELING, W. VA. One Cost, One Billing 


50,000 WATTS — 1170 KCS— CBS 


Represented by JOHN BLAIR & CO.—Nat'] Sales Offices: 488 MADISON AVE., NEW YOR< 


s 


SALES MANAGEMEN/ 


SEATTLE! 


.. WHERE SHIPPING AND BUSINESS HAVE HIT STAGGERING PEAKS 


Teeming activity on Seattle’s waterfront, in its airplane factories, industrial 
plants and lumber mills is being reflected in soaring retail sales. The con- 
flict in Korea and defense production brought Seattle’s shipping up to its 
peak of World War II. 


Give the busy Seattle market top priority in your advertising schedule. You 
reach this important market through The Seattle Times. 


rue SEATTLE TIMES 


Represented by O'MARA & ORMSBEE * New York * Detroit * Chicago + Los Angeles * San Francisco 


VEMBER 10, I951 


GREEN BAY, WIS., MARKET Superior in 7 Ways! 


one ssets 
Z paver™ ewrew 


iJ . 
_ guteil 


708 
Gorin’ 


dent 


Contact General 
Advertising Department 


% Retail Sales $76,057,000 
... $12,343,000 
%& Furn. - House - Radio .. $5,922,000 

$1,859,000 


$14,811,000 


% General Merchandise 


% Per Capita Buying Income $1,468,000 
*% Per Family Buying Income $5,095,000 


GREEN BAY PRESS-GAZETTE 


WASHINGTON (cont.) 


Wenatchee 
Pullman 
Port Angeles .. 


Kennewick 
Puyallup 
Centralia 
Ellensburg 


Chehalis 
Mount Vernon 


WEST VIRGINIA 


Huntington 
Charleston 
Wheeling 
Clarksburg 
Parkersburg 
Fairmont 
Morgantown 
Weirton 
Bluefield 


South Charleston 
Martinsburg 
Elkins 


RETAIL SALES .. 


Food 
Drug 
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WEST VIRGINIA (cont.) 


Williamson 
Princeton 


Oakhill 
Montgomery 


WISCONSIN 


Milwaukee 
Madison 
Racine 
Kenosha 


Green GAY .cccicceoe 


La Crosse 
West Allis 
Sheboygan 


Superior 
Appleton 
Wauwatosa 
Wausau 

Fond du Lac 
Beloit 
Manitowcc 
Janesville 
Waukesha 
Stevens Point 
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.. . .$72,421,000 
$17,354,000 
$ 1,636,000 


1280 
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WNAM-FM STORECASTS 
to 
KRAMBO SUPERMARTS 
From Green Bay to 
Fon du Lac 


9 AM to 5:30 PM Daily 


(Details on request) 


The TRI CITIES Station 


WNAM 


NEENAH, WISCONSIN 


EFF. BUYING INCOME . .$94,883,000 
Per Capita 
Per Family 


(Sales Management 1951) 


1,000 watts LBS affiliate 


SALES MANAGEMEDT 
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DAILIES 


CHATHAM—The Daily News 
GALT—The Evening Reporter 
GUELPH—The Daily Mercury 
KIRKLAND LAKE—The Northern Daily News TIMMINS—The Daily Press 
MOOSE JAW—The Daily Times Herald 
OSHAWA—The Times-Gazette 

PORT ARTHUR—The News Chronicle 


Every City A PLUS MARKET! 


Average 36% Higher Sales Potential than Dominion* 


PRINCE ALBERT—The Daily Herald 
QUEBEC—The Chronicle Telegraph 
SARNIA—The Canadian Observer 


WELLAND-PORT COLBORNE—The Evening 
Tribune 
WOODSTOCK—The Sentinel Review 


*SALES MANAGEMENT Quality of Market Index, 5/10/51 


Toronto—Bank of Nova Scotia Bld. 
Montreal—225-226 University Tower 


U. S. Representative—Ralph R. Mulligan 
New York—Chicago—Detroit 


WISCONSIN (cont.) 


POP. 

1/1/51 
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ee ee 14.4 
Wisconsin Rapids ....... 13.7 
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a errs 8.3 
Reape sree ae rer arey ars 7.4 
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WISCONSIN (cont.) 


POP. 
1/1/51 
CNS ke tins ddan evens rH | 
Rise LANE 2c ccccccecce 7.0 
Stargeon Gay «.ccccsces 7.0 
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Burlington ..cccccscccce 48 
Richland Center .......- 4.7 
1660.3 
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I OR ee 24.2 
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COEF c.ccvcccscseevense 3.9 
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GROUP 1:—Cities With Over 1,000,000 in Population 


CANADA—Rankings of Cities With Over $20 Million of Retail Sales by Population Size Groups 


esate EFFECTIVE BUYING INCOME— 
TION RETAIL SALES — 1950 TD ESTIMATES 1950 @y7] ESTIMATES 
EST. TOTAL Food General Furn.-House. Drug Automotive Net | Per Per 
CITIES 1/1/51 SALES | Mdse. Radio , Dollars | Family | Capita 
. _ _ — = me wane — Se See ee ‘ a — 
| | | | 
2 in 2 Thou- |2_| Thou- je Thou- {co Thou- jc Thou- {2 Thou- Jo in le | in le jn 
3, Thou- se sands of 3e| sands of |2%| sands of | S| sands of | 3 &| sands of se sands of 36) Thou- | 3%! Dol-|3%/ Dol- 
6c! sands loc Dollars or Dollars Oe | Dollars oe Dollars ioc Dollars fofed Dollars 6é| sands |\oe lars 5a lars 
Montreal, P. Q...... 1 1,190.1] 1) 1,072,878! ad 304,263) 1) 167,697) 4 42,503, 1! 22,111| 1) 108,780) 1) 1,048, 48,478 13,09 1 881 
—|— ~~ || 
GROUP TOTALS 1,190.1 1,072,878| 304, 263 167,697, | 42,5931 22,111 108,780] ..| 1,048,478) ..|.....| 881 
GROUP 9: —Cities With Wesssitatiions een 500 000— 1 1 000, 000 
Toronto, Ont. | 1 735.0) Ws 1,016,665, 1) 173,730, 1| 237,973] 1) =: | 26,969) £4 118,792| 1 1,015,035) 14, 601 . ue 381 
GROUP TOTALS......... 735.0] ..| 1,016,665) ..| 173,730, ..| 237,973| ..| 43,155] ..| 26,969| 118,792 1,015, 035 | ar 
GROUP 3: —~Ciltes With Population einen 250,000 and 500,000 
Vancouver, B. C. 1 390.0] 1| 506,534) 1| 93,363 r’ 85,305) 1) 17,396) 1) 9, 966, 1| 103,842) 1, 473, -460| _. ou Wt, 214 
GROUP TOTALS. | 390,0 506 ,534| 93,363 85,305). | 17,396 | 9,966 .. 103,842 ¥ 473,460) 11,214 
GR 
SOUP 4: —Cities With Population Between 100,000 and 250,000 
W rnipeg, Man. 1) 237.9] 1) 385,900) 1) 43,616, 1, 124,343, 4| 7,678) 1) 8,653! | 1| 67,337] 1| 289,787) 8|3,427| 6|1,082 
He milton, Ont. 2 207.1] 2) 211,963, 2) 42,063, 5 26,697) 1) (11,994) 2) 5,855, 2 34,781] 2, 250,289) 34, 202| 41,252 
Quebec, P. Q..... 3, 201.9] 6 155,472, 3) 40,847/ 7 20,376, 3| 7,764) 8| 2,451, 6 21,114) 5) 167,57) 44, 058, 8, 830 
Ottawa, Ont... 4 195.9] 4) 178,870 4 36,462, 3 28,653 6,  6,577| 4| 3,400, 4) 22,075] 3| 265, 836, 1/5,202) 1/1,387 
Evmonton, Alta... _ 5 143.9] 3|  182,448' 7 25,663 2| 36,814 8) —5,592| 52,8771 7| 18,504) 4| 170,953|  613,850/ 51,188 
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of Canada's Buying Income 


is concentrated 


ies WEEKEND 


PICTURE MAGAZINE 


New York: 


O'Mara & Ormsbee, 

Graybar Building, 

420 Lexington Ave., 
Telephone: MUrray Hill 5-1060 


Montreal: 


Weekend Picture Magazine, 
231 St. James St. W., 
Telephone: MArquette 6241 


Chicago: 


The John E. Lutz Co., 
Tribune Tower, 

435 N. Michigan Ave., 
Telephone: SUperior 7-4680 


Toronto: 


Weekend Picture Magazine, 
W. D. Taylor, Adv. Mgr., 
147 University Ave., 
Telephone: WAverley 4833 


WEEKEND PICTURE MAGA- 
ZINE, an entirely new idea in Can- 
ada, is a color gravure supplement 
published as part of the week-end 
editions of 16 great Canadian news- 
papers. Practically 80% of its cir- 
culation is concentrated in the areas 
that boast 50% of Canada’s buying 
income... being read by better than 
1 out of every 2 English-speaking 
families in these areas. 


CIRCULATION OVER 950, 000 Cian S952 


an. 5 


GROUP 4: -~ With h Population — 100,000 — 250 0,000—(Continved) 


POPULA- 
TION 


CITIES 


Windsor, Ont... 6) 
Calgary, Alta.. 7 
Halifax, N. S. 8 


GROUP TOTALS sila -| 1,324.2 


London, __ SSE 1 95.7 
Verdun, P. Q. 2 77.9 
SN Miso sinwannceenscevaen 3 66.1 
St. John, N. B. 4 65.0 
Victoria, B. C. 5 61.4 
Saskatoon, Sask... 6 53.1 
Trois Rivieres, P. Q... 7 51.0 

GROUP TOTALS.......... 470.2 


GROUP 5:—Cities With Population Between or 000 and 100,000 


RETAIL SALES — 1950 @Y2) ESTIMATES 1950 JSAM ESTIMATES 

TOTAL Food General | Furn.-House. | Drug Automotive Net Per | Per 

SALES Mdse. Radie Dollars Family Capita 
* ye = 4 

| | | e ° Py 

= Thou- {cs Thou- |a_} Thou- Thou- jc | Thou- |2_| Thou- Je in e in |e in 
3%! sands of |2%| sands of |3 | sands of | =| sands of |3 Z| sands of| 3 =| sands of }3%| Thou- 3 =| Dol- 3 | Do! 
Ge Dollars Ge Dollars Ge | Dollars |G| Dollars Ge Dollars |S! Dollars |}Ge| sands Ge lars || lar 
a ae - - — a Pe Be een pee pes io ca 

8] 125,986 5} 29,222) a| 10,859) 2| 9,966, 3) 3,834) 5| 21,592] 6. 164,595] 2/4,676,  2/1,3 
5| 172,879) 6/ 29,125 6 26,544) 5 6,618 7 2,604 3° 22,7411 7 147,560, 514,010; 3/1,3° 

7 (132,678 8 23,244 4 28,102 7 «46,191 6 2,809 8 11,194] 8 89,942) 73,513) 7| 8 
1,546, 196 270,242 302,388) 62,380 32,483' .. 219,338] ..\ 1,525,539 lt,1 
3} 100,700 1) 21,127] 3] 9,506] 1) 6,845) 3) 2,316] 2) 16,220) 1) 115,701) 3/4,177| _3)1,2¢ 
6} 50,959/ 2) 18,873) 7) 2,459 ..| * 7 107; 5 6,665] 4 75,641) 5)3,637) 8 7 
2 112,751 5 13,537 «128,951, 5 = 2,081 § = 1,492, 3) 14,484) 285,137} 24,300) 2)1,28 
5 54,957 4 13,885 5 6,295 3 3,746 1) 2,571) 6 5,542] 6! 62,390) 7)3,195| 6) 8 
1) 113,491 318,171 2) «17,815, 24,1902) 2,488) 131,772] | 64,900, 6|3,261) 4/1, 05 
4 61,854 6 10,564 4 9.1277 4 2,513 4 1,934 4 6,768] 3) 76,942) 114,779, 111,44 

7 31,677, «7, «7,826, +6 4,660 +6 =—-'1,628, 6 559 7, 4,287] 7 

526,389 | 


103 ,983 


21,003 ..| 11,467 


market! 


EFFECTIVE BUYING INCOME— 


SALES MANAGEMENT 


a *« QS S@ SS SSS SS SSS SESS SEBS SESS See eee ee ot | tt tt ttl ies | 


“TOP DOG’’ In GREATER VANCOUVER 


% August 1951 —Penn-McLeod Research of 
| 1000 homes shows that Greater Vancouver 
y (0) * - prefers CKNW by 25% over the second 


station “X’’, 


IN 100-MILE RADIUS 
August 1951—Elliott-Haynes area listening 
5 50% y* study shows CKNW 50% ahead of 2nd 
y O s : station “X”. 


B.C.'s MOST-LISTENED-TO STATION 


CKNW — NEW WESTMINSTER, B.C. 


ee ee eee ee 


PFes®eee ee ee eee ee 888 Se ee esses eee eeeeee2" 
[rb tT TTT teteee ee ee ria rei ed 


GROUP 6:—Cities With Population Between 25,000 and 50,000 


POPULA EFFECTIVE BUYING INCOME— 
TION RETAIL SALES — 1950 @Y2D estimates 1950 @y7p ESTIMATES 
— 
EST. TOTAL } Food | General Furn.-House. | Drug Automotive Net Per Per 
CITIES 1/1/51 SALES | Mdse. Radio , | Dollars Family Capita 
bia —— aa | —- r 
a.|_ Jo.| tae |o.| thew le_| the |e.| Troe |e| tee le.| Tee le] i jel te jen] in 
3 | Thou- |2%) sands of 3 =| sands of | 3 | sands of |3 | sands of |3 | sands of|3 | sandsof}s=| Thou- |3 =| Dol-| 3 =| Dol- 
| sands Se Dollars || Dollars Ge Dollars |¢5c2| Dollars |¢5c| Dollars || Dollars || sands |cc| lars |\Gcc| lars 
Sherbrooke, P. Q................ 1} 48.6] 10/ 39,599) 5| 10,327} 9] 3,575] ..| * 4| 1,051] 3; 8,150] 6| 40,338] 14/3,670| 17) 830 
GE, GE So siicceccccecas 2} 47.1) 2) = 84,428) 1) «11,642 5| 4,738} 3) 2,921) 5 813} 4) 8,100} 1 69,016} 3/4,611) 3)1,253 
CRN, GUE... 0. vcccvccescess 3 44.4) 7) 43,585) 9 9,360| 6 4,514) 2) 3,277; 12 640) 7) 6,522] 3 46,842) 11/3,660) 13/1,055 
EE ipisenncrnceedtavcawacd 4) 42.3 18) 23,331; 12 8,625) 18 800} 13) 561; 18 469) 18) 3,468} 15 30,456} 18/3,240) 18) 720 
St. Catharines, Ont............... 5 38.5} = 1) 5607 3} 10,823) 2 5,272; 1) 4,715, 1 1,259} 2) 9,062; 2 47,355, 64,154) 5)|1,230 
a errr eee 6} 38.4) 6! 44,375) 4| 10,389) 12 3,251 4 2,794; 10 661 5) 7,868) 5 41,011) 13|3,597| 12)1,068 
DO ios vceecctnssivess 7 37.9} 12) 37,090) 11 8,831) 13 3,056) 6 1,996) 7) 748) 6) 6,623} 4 44,684) 7|4,026) 6/1,179 
Fort WOM, GME... ce escccsce 8) 37.2] 9) 40,022) 7 9,839) 3) 5,151) 12) 1,126) 15) 628 8| 6,331 8 40,250) 5/4,193) 91,082 
Peterborough, Ont................ 9} 36.9] 13, 35,547, 14| 7,832] 10, 3,355, ..| * | 9| 672] 13, 5,301] 7} 40,205 9|3,875) + 8|1,082 
8 ee 10 35.3 8) 40,762) 10) 9,183) 11) 3,349} 9] 7,399 2 1,114) 10) 6,199} 10 38,124)  8|3,930) 10/1,080 
New Westminster, B.C........... 11} 34.5) 5] 45,3291 2) «11,5441 17 ‘1,298 5) 2,411, 6} 808} 1) 11,283] 11) 37,985] 17|3,485] 71,101 
eer ee 12) 34.0 11 37,792) 13) 8,215) 7; 4,491 7} 1,860] 11) 660) 11) 6,060} 17 28,356) 16/3,501) 16) 834 
) Sault Ste. Marie, Ont............ 13) 32.4) 15) 33,789 8) 9,469! 14 2,496 11) 1,281; 13) 637 17 4,273} 9 40,144, 4/4,611) 4)1,239 
; Port Motes, GME... 5... 0c eceeee: 14) 31.9] 14) 34,916, 17, 5,739, 4) 4,949) ..| * =| «14, 634) 8) 6,253 14) 34,197) 16/3,842 11)1,072 
— Moncton, N. B............ Pea 15| 30.0) 3 48 675) 16) 6, 145| 1} 18,229) ..} ° 3) 1,095) 15 4,860 18) 26,880) 15/3,537| 15) 896 
DHT. . s. cee ccnveeevens 16, 28.4] 16 27,875, 15| 6,742} 16| 1,758, 8 1,699] 16, 533] 14) 5,041] 16, 29,422) 12/3,632| 14|1,038 
Timmins, Ont............. --| 17) 28.1] 4) 45,637, 6] 10,208) 15) 1,955) 10) 1,287) 8 += 701} 12) 5,928} 13) 36,052) 2/4,872)  2/1,283 
= MooseJaw, Sask..................) 18) 25.8] 17, 26,751| 18! 6,519) 8) 3,827 * | 17, 626] 16] 4,731) 12) 37,616) | 1/4,885) | 1/1,458 
on eo" ae ee pies pees 
GROUP TOTALS......... sal 51.71 Me _715,551 eel 160,442) ..| 76, 064! ia 27,327 wi 13,659! ie 116, 064| mt 699, 023! peed | {1,073 
- * Withheld to avoid disclosure. 
* 
at 
| YOUR GREATEST “SINGLE NEWSPAPER MARKET” IN CANADA 
335 
307 
a , SEVEN RICH SOUTHWESTERN ONTARIO COUNTIES 
" CENTRED BY The city of London, the hub of a lush trading circle with 512,752 customers. A city with ‘ 
| top ranking effective buying income of $115,701,000; top ranking furniture, household and radio sales 
of $6,845,000 and No. 1 ranking in food sales of $21,127,000. 
. SERVED BY One of the best daily newspapers in Canada. No other single newspaper can claim the same 
28 coverage of a like compact market anywhere in the Dominion. Latest monthly average circulation 82,109 
“ (September 1951). 
4 j 
: — Che London Free Press f 
. 5 Source: A.B.C, Trading Area 
6 | Uesterm Ontarlos Foremost Mearpaper and Sales Management, Inc. 
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POPULA- 
TION 


CITIES 


EST. 
1/1/51 


Sarnia, Ont. 

Niagara Falls, Ont... .. 
Lethbridge, Alta...... 
Chatham, Ont. 

Brandon, Man. 
Belleville, Ont. 

St. Thomas, Ont. 
Welland, Ont... a 
Medicine Hat, Alta... 
Truro, N. S. 


GROUP TOTALS 


GRAND TOTALS—ALL CITIES. . 


“Withheld ‘to ‘avoid disclosure. 


5,662, 270 


RETAIL SALES — 1950 BY 1) ESTIMATES 


Food General 
Mdse. Radio 


| 


Thou- |v 


Thou- |2 Thou- {cs 


"Grea 
| Rank 


2,221| 
3,171) 
4,727 
3,393 
- 


2,123 
1,514 
1,663 
1,849 
1,487! 


| hit. Drug 


sands of es sands of | Se sands of | |2e| sands of 
Dollars Se _Dollars Ge | Dollars Ge Dollars | 


EFFECTIVE /E BUYING INCOM - 


1950 @y7D ESTIMATE 


Net | Per 
Dollars Family 


Automotive 


Thou- 
sands of 
| Dollars 


Group 
Rank 
8s 


— 
—s 
a 


4,013 
7,419 
5,821 
7,153 
6,625 
4,935 
3,757 
6,178 
3,452 
4,029] 10 


™N 
Ccwnen Owen 


— 


11,081; 10/2, ‘995 


| 
| 


22,148) 


54,510) 


970,370 


1,160,535 26, 310) 


5,514. 53,382] . 


| 122, 169 


_ 


232,123) 


| |3|8B88B8883 


-_ 
_ 
— 
o 


805 ,936 


| 


9 points: Montreal, Toronto, Vancouver, Calgary, Halifax, Saska- 
toon, Trois Rivieres, Timmins, Guelph, Truro. 


8 points: Ottawa, Victoria, St. Catherines, Kingston, Moose Jaw, 


Welland. 


Superior Points For Canadian Cities 


Hat. 


7 points: Windsor, New Westminster, Niagara Falls, Belleville. 


6 points: Winnipeg, Hamilton, Regina, Oshawa, Sault Ste. Marie, 
Port Arthur, Moncton, Chatham, St. Thomas, Medicine 


They Are Not "Secret," 
But Try to Get These Data 


(continued from page 30) 


to hardship by its regulations. There 
are published rules for asking to be 
exempt and published statements on 
what “hardship” is. An agency often 
can’t handle all of its cases. In addi- 
tion to its published definition of 
“hardship,” it uses a secret one de- 
scribing the kind of plea to be 
granted on the spot. 

The Antitrust Division, like every 
enforcement agency, can’t cover every 
complaint. Only a fraction of the vio- 
lations it uncovers are prosecuted. 
How big must a violation be to make 
it worth while to go to court or be- 
fore the Grand Jury? Once more, 
this will remain a staff secret And, 
of course, the Division can’t announce 
each preliminary investigation. 

These “internal criteria,” as they’ re 
called, abound. They often directly 
touch the public, so that there are 
strong arguments for publishing them. 
Then, however, they'd become useless 
and new tests would have to be draft- 
ed. The mere existence of such tests 
is not even slightly objectionable. 
Indeed, they are often created be- 
cause it dawns on somebody that 
the enforcement officials otherwise 
would enjoy, or be burdened with, 
too much personal discretion. A con- 
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gressman might ask: “By what rule 
did you treat my constituent this way, 
when so-and-so, whose case looks the 
same, got a better deal?” It’s good 
to have a rule handy to cite to him 
and, after it’s been worked out, it’s 
safer, as well as easier, to follow it. 
To publish it is something else. 

NPA gives out abundant statistics 
on how it distributes materials. It 
doesn’t publish them all. There are 
official records on how much steel, 
copper and aluminum go to big in- 
dustries, such as railroads. If you 
wanted the amount granted for the 
repair, say, of barrooms, you’d have 
a hard time finding out. Why, if the 
whole industry gets that much, is my 
allotment, when I’m X percent of the 
industry, so small? Why should bar- 
rooms get so much in comparison, for 
instance, with snack-bars? The busi- 
ness papers seek these figures, which 
come out spasmodically. Whenever it 
happens, officials tell you, there’s a 
storm after. Sometimes, a kind of 
truce between the press and the ofh- 
cial, who after all is a prime news 
source as well as friend, keeps the 
figure confidential. ‘‘Please, don’t ask 
me that.” 

When President Truman §an- 
nounced the security regulations, he 
spoke strongly for publishing what 
wasn’t covered. But the White House 
doesn’t—never did. Since the time 


of George Washington, it’s been a 
tacit rule that nobody quotes the 
President, except by arrangement. 
For months, the President’s budget, 
and all of the bickering among agen- 
cies that goes into compiling it, is 
secret. When the President gets a 
iy he asks each interested agency 
or advice on what to do with it, but 
yeti publish the advice, especially 
when he doesn’t take it. He doesn’t 
disclose the scores of plans always on 
his desk for decision. Nor does he 
say in advance what legislation he’s 
been asked to recommend. 
Government is mainly secret and 
perhaps has to be. Because it’s gov- 
ernment, there are powerful objec- 
tions to secrecy, which can shield 
ineptitude, favoritism, corruption, 
even tyranny. The secret domain isn't 
completely dark. There are enough 
disclosures for an outsider to guess 
the sort of thing that isn’t disclosed ; 
he also can verify his surmises. Ex 
cept for some government information 
specialists, the existence of secrets ‘s 
itself completely open. They’re net 
directly affected by the Presidents 
security rules. What the newspaper- 
men fear is that as they tussle to 
uncover what agencies want to keep 
in shadow, the rules will stop them. 
Officials may no longer leak things. 
Whether regulations are so used, wil 
in itself be an unofficial secret 


SALES MANAGEMENT 


di h 
=|| Leading the Nation... 
1, 
} 1, 188 
1,085 
ha The South is well into an era of great prosperity. Southern 
1,348 
"v Markets are reflecting the wealth of its people. Of 64 Metropolitan 
803 
- areas in the South, 53 are registering retail sales gains in excess of 
= the national average. 
_ The manufactured products of the South are bringing this vast 
wealth into the region until a few years ago considered strictly 
- agricultural. Today Southern industry overshadows agriculture in 
arie, 
icine some states as much as five to one. 
=~ To sell these products more than $300,000,000 is being spent 
i a annually in national advertising, Southern Advertising & Publishing, 
1€ 
a now in its 26th year of successful publication, covers the people 
- who spend this money. Do you want to sell them? 
5 a 
icy 
we The story is that simple .. . 
lly 
n't 
on 
he eS 7 
e's 
" Other Abernethy Publications 
wee 
" © Commercial Fertilizer © Southern Pulp & Paper Manufacturer 
Pi¢ 
a © Southern Food Processor 
n't ra © Southern Printer 
ch (Combined with Southern Canner and Packer) 
ESS 
oF © Southern Garment Manufacturer * New South Baker 
on © Southern Jeweler ¢ Southern Stationer and Office Outfitter 
¢ 
t “ 
isi Publishi 
° Southern Advertising and Publishing 
1 75 Third Street, N.W. Atlanta, Georgia 


NOVEMBER 1951 


10, 


eunt I ry Reidsville 
North Wilkesboro | WIN STON-S Al LEM 
aS T ae a 
NORTH CAROLINA 
’\{lexitgte 


wm. Res,” 
‘se febury\_ 


Greens 
igh Point 


DEALERS GAPED, GRINNED AND LISTENED when route salesmen for Tuttle 


came a-calling in formal clothes, complete with white tie and silk hat. 


Showmanship Fires Dealer 
Only ONE Station P 


DOMINATES 
This 
Rich, Growing 
15-COUNTY 
MARKET 


Interest in Cottage Cheese 


Route salesmen in top hats and tails ... and the appoint- 
ment of 2,500 honorary dealer "vice-presidents" set 
tongues a-wag on the Coast... and Tuttle Cheese Co. 
sales begin to climb in this highly competitive industry. 


WITH 
1950 NET EFFECTIVE 
BUYING INCOME OF 


$77 1,969,000 


*Sales Management, 1951 
Survey of Buying Power 


WINSTON-SALEM 


® ai 
NBC Affiliate weancer. neeo co 


162 


A promotional campaign designed 
to freshen dealer interest in a com- 
petitive food product and to win mer- 
chandising push at point-of-purchase 
is paying off for Tuttle Cheese Co., 
Oakland, Calif. 

According to Ralph Price, Tuttle 
manager, a second objective, in addi- 
tion to immediate increase in sales, 
was to develop some leverage for the 
opening of new accounts. 

Tuttle distributes cottage cheese, 
hard cheese, and several other food 
products throughout most of North- 
ern California and Nevada. In its 
territory it is a major factor in the 
cheese field. Having attained a rela- 
tively strong market position with 
routine methods, the tompany be- 


lieved that extra effort, with steppe 
up advertising, should produce divi 
dends. 

The new merchandising progr: 
is concentrated on cottage cheese. 
There are good reasons: It’s a prod 
uct all grocers carry and one tha 
nearly all consumers buy, particular 
ly during summer months—when t 
program started. It can be promot 
for each member of the family a 
thus is a natural for the encourag= 
ment of increased sales. It -combir 
well with other foods and doesrt 
need cooking or much time to prepa’ 
it with a wide variety of tasty re 
pes. Above all, it’s a favorite on the 
Pacific Coast. Californians make v9 
the greatest per capita market fer 
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ossy has a 
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A healthy cow exhales about two gallons 


‘of water per day; and a herd of a hundred, 


almost 6,000 gallons a month...In a tight 
barn, in cold weather, the trapped moisture 
makes doors and windows swell, walls and 


rafters get mouldy; the building rots and 


‘sags, hay spoils, disease increases, and milk 


production falls. 


So the smart dairy farmer air-conditions his barn 

.and SuccressFUL FARMING in a recent issue tells 
him how to do it, at an operating expense of S1 per 
cOoW pel vear. 

Architect, builder, ventilating engineer, trafhe 
and maintenance expert... as well as manufacturer 
of grain, meat, milk, and eggs... the smart farmer 
finds that SuccessrUL FARMING is indispensable to 


his business —and his family. 


Farming is manufacturing ... with problems of 
plant and production, layout, equipment efficiency, 
mechanization, manpower, management... getting 
greater output of crops and livestock, at lower unit 
costs, with higher profits. 


Keeping pace with her husband's progress, the 


1951 


Mrs. Manufacturer wants the best in modern livit 


12 
5 

.is the home decorator and designer, selecting 
draperies and floor covering, new furniture and 
furnishings, tv, labor saving electric appliances... 


is a major prospect fon quality merchandise. 


Best market for manufacturers are the nation’s 
best farmers and their families... best reached by 
SUCCESSFUL FARMING, with more than a million 
circulation concentrated in the fifteen agricultural 
Heart states...with the best brains, land, livestock, 
and plant, highest investment in buildings and 
machinery, largest yields and incomes. The average 
SF subscriber's yearly earnings easily exceed the U.S. 
farm average by 50%. 

Advertising in general media misses much of the 
nation’s best farm audience ...needs SuccEssrUL 
FARMING to balance your national advertising effort. 
With potent penetration, high readership, broad 
influence based on almost a half century of service, 
SUCCESSFUL FARMING is your greatest advertising 


opportunity today. Ask any SF office for full facts. 


MEREDITH PUBLISHING COMPANY, 
Des Moines, also New York, Chicago, 
Cleveland, Detroit, Atlanta, 


San Francisco, Los Angeles. 


When Big Jobs Have To Be Done 
THEY Do Them 


here is only one reason why a city produces more than its share of 


. by John Q. 


Citizen, his family, relatives, friends, acquaintances. They do the big 


retail sales—plus spending by average people . . 


jobs that have to be done in this country—elect the Government .. . 
fill the draft quotas . . . keep business booming. They are the power 


that rings the cash register. 


Frankly .. 


language... 


. the Localnews Daily is the only medium that talks their 


deals primarily with the daily news they want most and 
live by. 

No other medium has a better “in” . reaches more average people. 
Remember . . . more than 76% of the country lives in communities 


under 250M population. 


“LOCALNEWS DAILIES—basic advertising medium” 


The Julius Mathews 
Special Agency, Inc. 


NEWSPAPER REPRESENTATIVES 


NEW YORK * 
BOSTON « 


CHICAGO e 
DETROIT * 


PHILADELPHIA 
PITTSBURGH * SYRACUSE 


cottage cheese in all 48 states, con- 
suming about 10 pounds per person 
annually. 

Against these favorable factors the 
company had to consider some diff- 
culties: Cottage cheese is very com- 
petitive. It sells in a price—often 
cut-price— market in Californis. 
Salesmen and dealer incentive induc: 
ments were indicated . . . but, in th 
ordinary sense, they could not be en 
ployed. Driver-salesmen in this field 
are unionized and there are barriers 
in the way of many types of incen 
tives. But quite apart from that, M: 
Price points out that rulings of the 
Wage Stabilization Board would pro 
hibit an incentive program for either 
drivers or dealers. California’s Bu 
reau of Milk Control, operating 
under the State Department of Agri 
culture, has in its milk control law 
many restrictions covering retail 
sales of cottage cheese. 


Singing Jingles for V-P's 


Tuttle initially solved the dealer 
incentive problem by making the re 
tailer the focus of its merchandising 
interest, and by making him a “vice 
president” in the company. As of 
now Tuttle Cheese Co. has 2,500 
vice-presidents [honorary] in charge 
of retail sales. Each one is the proud 
possessor of a blue, gold and ivory 
certificate attesting to the fact: 
“Know all Men by These Presents 
[name of retailer] has hereby been 
recommended and appointed Honor 
ary Vice-President in the Tuttle’s 
Cottage Cheese Co.” [Signed] “R. 
E. Price, Manager.” How cleverly 
this was handled, is shown by a quick 
look at the advertising, merchandis 
ing and dealer tie-in program. 

Advertising, which broke July 31 
to run for a six-month period, in 
cludes television spots, newspapers 
and outdoor posters. The theme is 
“The Three Vice-Presidents” .. . one 
in charge of Freshness, one in charg« 
of Flavor, one in charge of Creami- 
ness. The trio is personified by genial 
looking gentlemen, silk-hatted, flower 
in-buttonhole, to pop up in a variety) 
of characteristic poses on television 
in newspaper copy, on 208 outdoo: 
poster boards and, in exuberant colo: 
in retailer point-of-purchase advertis 
ing. Each v-p has his singing jingles 
on his own specialty (freshness 
flavor, creaminess). The vice-presi- 
dent theme goes a step further with 
vice-president recipes. For example: 
Tuttle’s Vice-President Salad. Busi- 
ness paper copy carries the same 
theme. Here’s how it was timed: 

July 31: Kick-off banquet in hono: 
of the advertising and merchandising 
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Yes 


r For the 12 months ending June 30, 1951, the Color-Roto 
‘, “Pictorial” of The Toledo Sunday Blade was in the top 12 
% of the 48 U.S. Sunday newspaper Roto magazines. 


Here’s Why 


The “Pictorial” is a colorful, well-printed, LOCALLY-EDITED 
MAGAZINE—built around local features and pictures. No 
. other Sunday supplement covers the Billion-Dollar Toledo 
i market. 


And Sunday Blade Circulation Is Up 


| On Sunday, October 14 (the last Sunday for which fig- 
ures are available) it was 162,794, up 20% over two 
years ago. 


TOLEDO SUNDAY BLADE 


4 REPRESENTED BY MOLONEY, REGAN & SCHMITT, INC. 
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Make your account our next success story! 
Write, wire, phone: 


BALTIMORE 
Advertising since 19/2 


4 
| 


sad 777 oF 


‘THE MODERN BLACKBOARD 


:. Sabon / 


~~ 

A unique, self-operated 
projector that throws the 
projected images over the 
speaker's shoulder permit- 
ting him to face his audi- 
ence at all times... uses 
34% x 4 film slides or 
coated acetate for dramatic 
visual presentations. 


For 
Teachers 
Lecturers 

Demonstrators 


Training 
Instructors 


For use in Schools, Churches, Offices, Clubs, 
Homes, Hospitals, Training Centers 


. 
THE SPEAKER always FACES THE AUDIENCE 


The price of Screen Scriber is $61.00. For more complete details. 
illustrated folder and name of nearest dealer, write to Dept. 42, 


BARDWELL & McALISTER, Inc. 


BURBANK, CALIFORNIA 


campaign, attended by all field men 
and driver-salesmen. On_ display 
were all campaign props. Four 
Tuttle TV spots were shown on a 
movie screen. Sales personnel were 
told about the merchandising pro- 
gram and its aims. 

The same evening Tuttle TV spots 
were shown on two major stations, 
KRON and KPIX. Publicity stories 
were also released. 

August 1: Route salesmen started 
their part in the program. This in- 
cluded some startling props. To be- 
gin with, each man drove his truck 
that day attired in tails, starched 
shirt, white tie and silk hat. The 
men had no trouble getting the atten- 
tion of the retailers they set out to 
see. To each retailer chosen for the 
honor, they delivered, with due for- 
mality, the certificate appointing him 
a Tuttle vice-president. 

Cracks such as “What do I get 
out of it?’ “When do I draw my 
pay?” “What’s my dividend?” etc., 
provided the perfect opening for the 
salesmen or supervisor to tell his sales 
story and describe the advertising 
campaign back of it. With the cer- 
tificate, the Tuttle representative de- 
livered a broadside describing the ad- 
vertising program. Opened out, the 
reverse side of the broadside gave 
retailers a four-color point-of-pur- 
chase display piece. 

The dealer’s employes were en- 
listed in the program. Each employe 
was awarded a lapel button in the 
shape of the vice-president’s top hat, 
delivered at the same time as the 

owner’s or manager’s v-p certificate. 
Simultaneously, company supervisors 
put up Tuttle window streamers. 


Promotion Timetable 


August 6: After a week of daily 
TV commercial spots, the Oakland 
Tribune mailed a promotional letter 
and 1,200 reprints of the first Tuttle 
newspaper advertisement to all East- 
bay food stores. 

August 7: The San Francisco 
News mailed a promotional letter 
and 250 reprints of the first Tuttle 
newspaper advertisement to key out- 
lets in San Francisco. 

August 8: A four-column, full- 
page, two-color advertisement ran in 
the Oakland Tribune, featuring the 
Vice-President Salad. TV spots con- 
tinued daily. 

August 10: The Vice-President 
Salad advertisement ran in The San 
Francisco News. 

August 13: The San Francisco 
Call-Bulletin mailed a promotional 


letter and 1,750 reprints of the 
Tuttle advertisement to all San 
Francisco food stores. The Dealer 


Call-Bulletin carried a publicity story 
for dealers. Ann Welcome rar a 
cottage cheese story in the Cull. 
Bulletin offering a Tuttle rec'pe 


booklet. Outdoor poster showings 
were launched. 
September 6 through 11: ‘The 


100% outdoor posters went up—38 
24-sheets in Oakland, 66 in San 
Francisco, the total of 104 of the 
first showings to continue for 30 
days. 

TV spots and newspaper advertis- 
ing are scheduled to run through to 
the end of December, with the second 
100% outdoor showing going up in 
the Bay Area from November {1 
through 16. Advertising is in charge 
of the Emil Reinhardt Advertising 
Agency, Oakland. 

Meanwhile, back to normal garb, 
but still enthusiastic, the driver- 
salesmen continue their work with 
dealers, stressing display. Mr. Price 
says the merchandising program with 
its vice-president theme has put the 
men on a closer and friendlier foot- 
ing with their customers. The ad- 
vertising program gives them some- 
thing to talk about; it provides an 
easier approach. It all adds up to 
increased confidence in selling—often 
half the battle. 


Not a Stunt 


Awarding vice-president  certifi- 
cates to Tuttle dealers may appear to 
be a stunt. It certainly got attention 
and won good will, but it was much 
more than a stunt. In spite of the 
overtones of humor carried into the 
advertising, it was, and is, a serious 
move to make Tuttle dealers aware 
that they are a part of the Tuttle 
Cheese Co. and that, as Mr. Price 
puts it, “the dealer’s success is our 
success.” 

The promotional letters with re- 
prints of advertising, as the above 
time schedule shows, were mailed out 
to selected dealers in one instance 
and to all dealers in other mailings. 
This covered both customers of the 
company and prospects. “Thus,” Mr 
Price adds, “we're giving dealers who 
do not handle Tuttle products in- 
formation about our company and 


what we are doing to stimulate 
sales.” 

Tuttle management is pleased 
with the dealer acceptance. One 


month after the start of the drive 
cottage cheese sales shot up 15%. 
Since such merchandising drives are 
cumulative in their effect and the full 
force of co-ordinated efforts are rare- 
ly felt at the beginning, the company 
expects the measurable and the in- 
tangible results alike to build up 
steadily. 
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like California without the 


You're foiled in California if you miss 
its inland Billion Dollar Valley. That 
market accounts for nearly 1/2 of Cali- 
fornia’s total gross farm income... nearly 
1/5 of its total retail sales.* 

But there’s no point in attempting 
Valley coverage with San Francisco or 
Los Angeles papers. Those coast papers 
don’t penetrate California's independent 
inland, any more than Philadelphia papers 
penetrate independent Pittsburgh. 

You cover the Valley only when you 
use the solid /ocal papers—the three 
McClatchy papers. Each one reaches 9 
out of 10 families in its ABC city zone 
... half of all families in its ABC trading 
area. Together, they cover the entire Val- 
ley as does no other newspaper combina- 
tion. 


*Sales Management’s 1951 Copyrighted Survey 


THE SACRAMENTO BEE THE MODESTO BEE THE FRESNO BEE 
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National Representatives... O'MARA & ORMSBEE, INC. 


New York © Los Angeles * Detroit * Chicago * San Francisco 


S\) sy" 
rue (oom Oy 
NEWSPAPERS 


FOR COMPLETE COVERAGE 


Quad-Cities 


ILLINOIS 
| - 


— Only these newspapers provide home deliv- ~ 


ered circulation throughout the Quad-Cities 
THE NEW 


MORNING DEMOCRAT 


THE EVENING 


DAILY TIMES 


THE SUNDAY 


DEMOCRAT and TIMES 


OVER 11,000 


INCREASE IN CIRCULATION 


SINCE OCT. 2, 1951 
*Copr. 1951 Sales Management 


HEADQUARTERS DAVENPORT, IOWA 
Serving the Quad-Cities of 
Davenport, lowa; Rock Island, 
Moline and East Moline, Illinois 
Represented nationally by Jonn & Kelley, Inc. 


if 


Luscious 


osiciows FRUIT GAKE! 


FREE! Win The Admiration and 
SAMPLE TO Warm Regard of Your Cus- 
RATED FIRMS tomers At Xmas with our 

fascinating tangy ‘Olde 
Fashioned Brandy & Rum” fruitcake—jampacked 
with meaty, crunchy nuts, bright glace cherries, 
zestful choice citron, juicy tropical dates, spicy 
select currants, tingling pineapple—has won 
awards! Will warm the hearts of your customers 
—see for yourself how this gift builds sales! 
Write today for free sample and discounts—on 
your firm's letterhead, please. Hurry, Xmas is 
coming! 


G'VOT OF PARIS © %W; one St wes 
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Glidden's President Dwight P. 


Local 148's President George Anger puts in his good word at another outlet. 


_Glidden’s Brass Hats 
Demonstrate at Retail 


lt was no surprise to retail salespeople in 1,500 Glidden 


paint outlets when company executives walked behind their 


counters and spent the day staging Spred Satin demonstra- 


tions for all comers. Even the union joined this year's crew. 


If retail salespeople don’t demon- 
strate or don’t know how to demon- 
strate Glidden’s Spred Satin paint, 
it won't be because company brass 
and union brass haven’t tried to show 
them. 

For the second year, The Glidden 
Company’s president, Dwight P. 


Joyce, has left his Cleveland hea 
quarters to go behind the retailer 
sales counter, take off his coat an 
give personal demonstrations to a! 
customers on the qualities of hi 
paints. 

President Joyce’ was joined ot 
October 13 by A. D. Duncan, vice 
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ee 


president in charge of Glidden’s 
pain nd varnish division, five other 
vice-presidents, the company secre- 
tary. nine regional directors, 20 di- 


yisional sales managers, and approxi- 


mate 1,000 other executives and 
emp. oves. 

Labor union chiefs in Glidden 
plants volunteered, too, for these 


unique behind-the-counter demonstra- 
tion George Anger, president, 
Cleveland Local 148 of the United 
Gas. Coke and Chemical Workers of 
American CIO, led the union dem- 
onstrators. 

In all, 


prospects in 47 American 


and Canadian cities had the oppor- 
tunity to see and hear the story of 
Spred Satin, which is Glidden’s latex 


emulsion paint. 
What Brass Did 


Gjlidden and union brass worked 
one day in more than 1,500 stores. 
They demonstrated the ease of ap- 
plication of Spred Satin by brushing 
it onto sheets of newspaper. One 
stroke of the brush completely hid 
the print. This showed the covering 
quality of the paint. Giving it 15 to 
20 minutes to dry, they showed how 
it could be washed with a dampened 
cloth. On other sheets of newspaper 
on which a coat of Spred Satin had 
been permitted to cure, the demon- 
strators made marks with a crayon, 
lipstick and lead pencil, and washed 
the marks off with soap and water. 


Then they crumpled the sheet of 
Spred-Satin-coated paper in_ their 
hands and smoothed it out. Cracks 


did not appear in the coating. This 
was a demonstration of its durability. 

To attract customers to the stores 
where demonstrations were held, ad- 


vertisements were placed in_ local 
newspapers the day before. Hand- 
bills were circulated from door to 


door in some areas. 
\s a special inducement to pros- 


pective customers, the stores gave 
away a special four-ounce package of 
Glid-N Cleaner, the company’s liquid 
det rgent — enough for five days’ 


washing in an average family— 
te ach person attending the demon- 
strations, 
lans for the demonstrations were 
ov ined at the annual sales meeting 
ot -he Paint and Varnish Division in 
C’-veland in August, when division 
als announced their intensive fall 
rtising program. The program 
ided double-page spreads in one 
issie each of The Saturday Evening 
P« t, Collier's, Look, Better Homes 


a Gardens, Country Gentleman, 
P .gressive Farmer, Sunset, and 
! day’s Woman in August and 
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BEATING THE DRUMS 


MARKET DEVELOPMENT PLAN | 


AN IDEAL 
TEST MARKET! 


ROANOKE |:%.. 


SAWYER * FERGUSON * WALKER CO. WALKER CO. National Representatives 


NEW weekly ADVANCE BULLETIN 
to top food stores in entire 
17-county Roanoke market. 
This advance schedule of grocery lin- 
age, plus personal calls to retailers, 
distributors, divisional headquarters, 
assures greater returns from nationai 
advertising through increased dealer 
tie-ins! 


IF YOURS IS A FOOD STORE PRODUCT... 


WRITE for further details to 


SAWYER-FERGUSON-WALKER Co., 60 East 42nd Street, N. Y. 17 


TIMES AND WORLD-NEWS 
ROANOKE VIRGINIA 


why not let the Banker open that door? 


Do you hanker to sell the 
banker? Business Research 
Institute has just finished what is 
undoubtedly the most compre- 
hensive study ever made of 
what publications bankers read 
and prefer. The validity of pro- 
cedure will please the toughest 
research man. The vital data 


BANKING, Journal of the American Bankers Association, 


uncovered will delight the most 
hardboiled advertising bvuyer. 
The results will reaffirm: to 
every BANKING advertiser 
that he is spending his money 
where it will do him the rtost 
good. Write today for your 
copy of “BANKINGQ’s 1951 
SURVEY.” i 


12 E. 36th St., New York, N. Y. 
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LONG BEACH, CALIFORNIA 


North American's F-86 Sabres 


THE AIRCRAFT INDUSTRY 
IS JUST ONE REASON WHY 


Southern California is the world’s airplane capitol, an 
industry in which Long Beach is an unchallenged leader. 
Douglas, North American and Hughes all have large 
plants in the immediate area. 


Airplane manufacturing is just one industry in the 
rapidly growing Long Beach market... a market of 
over 500,000 (A.B.C.) people! 


Your advertising in the PRESS-TELEGRAM goes 
to over 2 out of 3 Long Beach families. No other medium 
can claim or give such complete coverage. 


LONG BEACH, AN IDEAL TEST MARKET — Relatively easy 
control of important economic factors in this segregated area 


will assure sound results that can be used with confidence 
elsewhere. 


MORE THAN 2 OUT OF 3 READ THE 


Press-Celegram 


IN LONG BEACH, CALIFORNIA 


National Representatives: Cresmer & Woodward, Inc. 


September. These reached 19,000,000 
readers. Advertisements have ap. 
peared in newspapers from coat to 
coast. 

The campaign program alse in. 
cluded 13 weekly demonstrations 
over the Kate Smith television pro. 
gram of the National Broadcasting 
Company, as well as a variety of 
signs and sales aids for dealers. 

Mr. Duncan pointed out at the 
sales meeting that Spred Satin has 
been “enormously successful,” but 
“while we have a large backlog of 
orders and the sale of this new type 
of paint for building interiors has 
been phenomenal, we are bound to 
face growing competition. Since our 
company first put Spred Satin -on the 
market three years ago, other manv- 
facturers have started the promotion 
of paint for building interiors similar 
to it. This calls for more intensive 
promotion. 

“Although the qualities of new 
latex emulsion paint have been wide- 
ly advertised and extolled by word 
of mouth on the part of many satis- 
fied users during the last three years, 
a large proportion of the population 
still has not heard of it. Our objec- 
tive is to make it well known in 
every household in the nation.” 


See to Believe 


Mr. Duncan is not satisfied that 
dealers use the usual methods of sell- 
ing Spred Satin over the counter as 
they would conventional coatings. 
“It has many qualities that make it 
distinctly different from conventional 
types of paint,” he says. “We can 
tell about these qualities in a most 
graphic manner in magazine and 
newspaper advertising and over tele- 
vision, but the public will not fully 
appreciate them unless they are dem- 
onstrated in the most realistic man- 
ner we can develop. 

“That is one of the purposes of 
the demonstrations by Glidden ex- 
ecutives. Another important purpose 
is to encourage dealers and store sales 
personnel to make such demonst:a- 
tions themselves. Because Spred 
Satin is so different from conven- 
tional paints, it is necessary to im- 
press this upon the public mind. If 
dealers do this, they will soon appve- 
ciate the rewards in the form of :n- 
creased sales and increased profit:.” 

Executive demonstrations were 
staged by Glidden executives wh:°n 
Spred Satin was originally <.- 
nounced. Because of their effective- 
ness, the company’s Paint and Var7- 
ish Division has decided to maxe 
them an annual event for the int:> 
duction of new products. 
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DIRECT FROM THIS NEW 1952 


WHOLESALE CATALOG 


Make 'em here ... toke ‘em home 


WRITE 
FOR 
CATALOG 


OVER 250 

PAGES OF 

NATIONALLY 
KNOWN 


wide- @ DIAMONDS’ @ ELECTRICAL APPLIANCES 


= Sales Stitch-in-Time SJEWELRY © PEN SETS 


@ SILVERWARE @ LEATHER GOODS 


‘nsive 


tee © MANY OTHER GIFT LINES 
bjec- & Getting the customer to see the product as it is displayed in the WALDRON g [0 
n in _ store is one thing; getting her to try it on the spot is another. °F Int. 
Here’s what Domestic Sewing Machine Co. is doing to give its ma- 1211 CHESTNUT STREET 
hines a personal introduction to housewives. PHILADELPHIA 7, PENNA. 
When Mrs. Caller asks for free Blotter Boots offered in Domestic 
sewing Machine Company’s TV, radio and magazine advertising 
ain soon to be presented, dealers will sit her down at a Domestic ma- 
sell hine, hand her terry cloth makings and let her create her own. 
er as Assuming everyone is interested in something free, Domestic hopes 
‘ings. -he Blotter Boot approach will remind dealers of a potential sale and 
ke it ntroduce Domestic machines to a wider segment of the buying 
ional ublic. ‘To make sure its 350 distributors and salesmen knew how to 
can ake the booties themselves, Domestic held a mass speed contest, 
most below), found average running time slightly over five minutes. 
fe . Domestic is asking its dealers to arrange for bootie-demonstration 
fully space at county fairs this fall, in addition to regular in-store demon- 
Sots strations. 
man 
s of 
ex 
-pose 
sales 
stra 
pred 
ven- 
n- 
|. If 
yp e- 
f ine 
its.” 
wv 
vhen 
ene 
ae 
na xe Owners and operators of 
iti Station WHAS and Station WHAS TV 
364.123 DAILY © 293,426 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM CO. 
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The Greatest Easel Ever Built 


Designed for use with the large paper 
writing pad—which we stock. Also ideal 
for great big charts, small charts and flip- 
over charts. Folds up in a jiffy. 


Manufactured exclusively by 


ORAVISUAL COMPANY, INC. 


68 Jackson Street Stamford, Conn. 
WRITE FOR DESCRIPTIVE CIRCULAR 


Redwood City * 


A “Superior” 


California market 


Population 
1940 — 12,453 
1950 — 25,342 


Increase 104% 


The Redwood City Tribune. A 
"Superior" California daily 
newspaper. 
Circulation (net paid) 
1940 — 3,513 
1951 — 12,208 


Increase 247% 


The Tribune reaches 4 out of 
5 families in this rich, expand- 
ing market (complete market 
data in this of Sales 
Management.} 


issue 


Represented Nationally by 
West-Holliday 


ty Seat, San Mateo 
s south of San Franc 


_ Can Tests in Four Markets Tell 


How All Major Markets Will Buy? 


(continued from page 39) 


7. Newspaper and radio station 
coverage are adequate. 

Two of the markets have three or 
four times the population of the 
others. The Census last year gave 
Columbus 381,300 city and 510,600 
market population, and San Diego 
had 328,500 and 547,700. On the 
other hand, Winston-Salem showed 
88,200 city and 147,500 market, and 
Portland, 77,900 and 170,100. Com- 
bined city population of the four was 
875,900 and combined market popu- 
lation, 1,375,900. 

In two of the markets Pepsodent 
Division salesmen personally intro- 
duced Chlorodent to the drug trade. 
In the other two, a dozen packages 
in self-display cartons were mailed to 
every drug store. 


100°. Drug Distribution 


“Our men did not put the heat on 
retailers,’ | Lipscomb emphasizes. 
“But we did offer one in a dozen 
free with initial order. In the ‘mail’ 
cities druggists were told that unless 
they liked the product, they wouldn’t 
be billed for the original dozen.” 

As it proved, the problem was not 
one of returns but of keeping the 
trade stocked. 

In all four markets 100% drug 
store distribution was obtained be- 
fore announcement advertising broke. 
(And several weeks before, Market 
Research already had found the den- 
tifrice habits, in brands and types of 
a representative sample of the people 
in these markets.) The advertising 
was accompanied by news. stories 
from Lever’s Public Relations De- 
partment, under J. E. Drew. 

Sales, Advertising, Public Rela- 
tions and Market Research combined 
from the start to get people talking 
and doing things about Chlorodent. 

Newspapers scheduled were the 
Evening and Sunday Dispatch in Co- 
lumbus; Morning Union and Eve- 
ning Tribune in San Diego; Morn- 
ing Press-Herald, Evening Express 
and Sunday Telegram in Portland, 
and the AMlorning Journal and Eve- 
ning Sentinel in Winston-Salem. 

Lever estimated the city zone pop- 
ulation of the four markets together 
at 1,018,666. Circulation of these 
eight papers was 991,903. 

One-minute and 20-second spots 
were used intensively on WBNS, 
WCOL and WHKC in Columbus; 
KCBQ, KFSD and KGB, San 
Diego; WCSH and WGAN, Port- 


land, and WSJS and WTB, 
Winston-Salem. Television spots ran 
regularly on KFMB-TYV, San Diego, 
and WBNS-TV, Columbus. 

Fifty-five per cent of the four. 
market space-and-time dollars over 
the six-month period went to nevws- 
papers, 45% to radio and TV. 

Point-of-purchase also has played 
an important part in the progran:. 

First materials offered retailers 
were window streamers and the one- 
dozen counter merchandiser. Use of 
the window material ranged from 
60% of drug stores in Portland to 
45% in Columbus. At least 90% of 
all types of stores—variety, depart- 
ment stores, super markets and others 
were added—used the counter mer- 
chandiser. 

Last June “A” and “B” drug 
stores in the four cities were offered 
a display featuring a live plant. 
Within two weeks 75% of these 
druggists were featuring it. 

Newspaper ads ranged from full- 
page displays down to three-inch 
readers, under such captions as 
“Stop mouth odor...” and “Bleed- 
ing gums cleared up in a week.” 


Theme Color: Green 


An increasingly important factor 
in display ads has been color — of 
course, green. William Resor, vice- 
president of J. Walter Thompson 
Co., supervising the account, believes 
that this is the first newspaper cam- 
paign in which color not only is an 
integral part but a basic theme. 

Headline in the opening ad in the 
73-market campaign—first proved in 
the four markets—is 


New green toothpaste with 


miracle chlorophyll 
gives you a Clean Fresh Mouth 


not for minutes... but 


ALL DAY LONG! 


The words underscored are in 
green. So is Chlorodent on the tue, 
and the green paste being squeezed 
from it on a brush. In a box in =he 
corner stands a green plant and a 
description of chlorophyll as “the 
magic green substance wh ch 
transforms the sun’s energy into l!'e- 
giving nourishment.” 

Color ads will run in 60% of rie 
newspapers scheduled for the =; 3- 
market campaign. In fact, JWT Co. 
has found that 80% of the circu 2- 
tion of all daily newspapers in t1¢ 
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0 O | (are you getti 


Marketing a product is an intricate 
srocess. Every step from product 
design, through manufacturing, 
packaging, distribution and adver- 
tising is planned carefully until, 
ingo, the cash register rings. Then, 
vho wins at the point-of-sale—you 
x your competitor? 

Yes, the point-of-sale is the final 
pay-off and that’s why advertising 
it the point-of-sale is the vital link 
in your marketing program. 


rdboard Displays 
« Mystik Self-Stik Displays 
* Mystik Can and Bottle Holders 


nated Displays 
E ono Truck Signs 
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¢ Cloth and Kanvet Banners and Pennants 


Do you want better advertising at 
the point-of-sale? That’s our busi- 
ness—our main business—and we 
can give you point-of-sale ideas that 
pay off. 

We can handle the job complete 
—for a year around program, a cam- 
paign or a single display— ideas, 
art, production, distribution. What 
can we do for you? Chicago Show 
Printing Co., 2660 N. Kildare, Chi- 
cago; 400 Madison, New York; 
Offices in all principal cities. 


* Stanzall Outdoor Signs 
© Mystik Self-Stik Labels 
* Booklets and Folders 


ng in on the pay-off ?) 


Huvertising at the POINT-OF-SALE 


Convenient 


At Hotel Cleve- 

land you'll be 

convenient to any- 

FY where you'll want 

to go in Cleve- 

land. Hotel Cleveland is directly 

connected to Union Passenger 

Terminal, garage, Terminal office 
buildings. 


Eomfortable 


Quiet, sleep- 
inviting rooms 
—all with ra- 
dio, many with 
television. Spirited, colorful new 
decorations in rooms and lobbies. 


cShiendly 


There’s a cordial, 
hearty welcome... . 
gracious, attentive 
service to greet all 
who enter the 


friendly doors of Hotel Cleveland. 


HOTEL 
CLEVELAND 


&j leveland, Qhis 


162 largest markets now offers run- 
of-paper color. 

Radio and TV spots also stress 
green. 

At the start, last spring, some 
Leverites wondered about the accept- 
ance of the green paste, which tints 
the toothbrush. To make sure, them- 
selves — despite all Bob Graustein’s 
consumer-reaction and habit studies 
—several members of the large brass 
of Lever and JWT went out into 
the test markets and pushed door- 
bells. They were pleased at the ex- 
tent to which consumers “talked 
green”... and thought of green in 
terms of cleanliness and coolness. 


Research Studies Repeaters 


As noted, Market Research studied 
dentifrice usage habits last February 
before the product was put on sale. 

In May, Graustein’s interviewers 
went back to the same consumers to 
learn the percentage who were using 
Chlorodent. And in June they re- 
turned to the same people to find the 
ratio of rebuying. 

‘“‘We were so amazed at the repeat 
percentage,’ Graustein says, ‘“‘that 
we went back again to recheck them.” 

By July, two-thirds of original 
buyers—all from drug stores—had 
used up their first tube. The repeat 
pattern was determined by finding 
out how many bought a second tube. 
It was half again as great as what 
would have been regarded as satis- 
factory. Those consumers who were 
then on their second or third tubes 
were just as enthusiastic as they had 
been five months before. And those 
still on their first tube seemed equally 
pleased with it. 

“We could then be pretty sure 
that a large proportion of the Ameri- 
can people would buy, and keep on 
buying, Chlorodent.” 

Among the continuing panel of 
5,000 drug store customer families— 
the liked-most factors were: 

1. Taste or flavor, and 

2. “It leaves my mouth feeling 
good.” 

Of 687 families in an early sam- 
ple, 97% rated the cleansing power 
good to excellent; 92% liked the 
flavor; 90%, the amount of foam. 

Chlorodent has been received fav- 
orably among all income and educa- 
tion groups, and among different 
races. 

Graustein believes children like it 
(Could you get your little Johnny 
to brush his teeth last night?) even 
more than grown-ups. But as yet he 
hasn’t enough data to support this. 

Have the panel families been “‘con- 
ditioned” in favor of Chlorodent ? 


He does not know. Market Re. 
search, however, has gone back to 
learn how non-panel purchasers fee] 
about the product. And a new panel 
in the four markets will consist of 
people who bought Chloroden: ip 
super markets, department stores and 
other “non-drug”’ stores. 

Both panels will continue to guide 


and feed the national operation, 
Among other things, testimonials 
from veteran users 


in the original 
markets have been put to wor in 
the 73-market campaign. 

With all their findings, the Pepso- 
dent people still face the “facts” with 
some cynicism. They study and re. 
study and then move forward care- 
fully to make sure that the bonanza 
does not boomerang. 

Even so, the ‘‘facts” are compell- 
ing. The rate of progress in the four 
markets pushed up the date for first 
wide distribution from January, 
1952, to October, 1951. (Perhaps 
the possibility that other new-type 
dentifrices might be moving in also 
was a factor!) As a result of the 
four-market findings, national sales 
objectives and advertising budgets 
have been raised. 

Sales targets are still being raised. 
In the first 10 days after the sales- 
men in 73 markets told their custom- 
ers about Chlorodent, Charlie Lips- 
comb says, ‘“‘we’ve had to double sales 
estimates for these markets.” 

Although Chlorodent advertising 
carries the line, “made by the makers 
of Pepsodent,” the new brand will 
not ride in on the older’s coat tails. 
Advertising for both will be separate 
and, definitely, competitive. 


Target: 168 Major Markets 


Lipscomb admits that Chlorodent 
has gained in the test markets at the 
expense of all major brands. Still he 
expects Pepsodent to “increase ‘ts 
share of industry volume.” 

After sales and advertising are 
well under way in all 168 major 
markets, Chlorodent will start using 
magazines, national newspaper sup- 
plements and network TV. 

But newspapers, radio and point- 
of-purchase in the 168 markets stl 
will be the backbone of the programm. 

The markets are 162 suggested >y 
JWT, which recently did a book'et 
about them called “The Cream of 
Your Market,” plus a_half-doz-n 
added by Lever. JWT found thit 
the 162 markets have 56.7% of te 
nation’s population, but do 63.6°6 
of all retail sales, 71% of drug ard 
proprietary sales, and 79% of den‘i- 
frice sales. 

The 260 newspapers being sche - 
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tape 


vere found to provide, sepa- 
and together, at least 40% 
ve of all families in all coun- 
mbraced by these markets. 
lers in other markets will be 
d by mail. 

hough ‘business paper advertis- 
on’t break until January, the 
about Chlorodent and chloro- 
has got around. 

tailers and wholesalers across 
untry, for instance, are begin- 
‘o hear from Pepsodent Division 
en some of the things they 
| at the New York sales meet- 
from a sound slidefilm called 
ration Miracle.” 

week or two before that meet- 
four salesmen—Lou Eckles in 
nbus, David Morris in Wins- 
alem, Paul Mundie in San 


eco and Russ Stewart in Portland 


juired a temporary extra chore. 
drove around to representative 
rs and wholesalers, followed in 
ther car by men with camera and 
recorder. 


‘Advertising is your means of 
public approach. If you make a 
product good enough even though 
you live in the depths of the for- 
est, the public will make a path 
to your door. But if you want the 
public to be in sufficient numbers, 
you would better not rely on a 
path. You would better construct 
a highway. Advertising is that 
highway." 


—William Randolph Hearst 


He asked the retailer how Chloro- 
was doing . and then said 
Pepsodent Division was all set 
1 sales meeting, and could he 
what the retailer said about it? 
ch interview, it was emphasized, 
‘ntirely unrehearsed. In all four 
the men got only one turndown. 
1 a playback of “Operation 
cle” I took some notes: 
irtland retail druggist: “Sales of 
rodent second to none.” 
rious Winston-Salem druggists: 
0 of buyers have repeated ;” 
now. our No. 1 toothpaste.” 
Walgreen manager: “It’s our 
ng dental paste today.” 
Columbus, the drug department 
iger of big Lazarus department 
said it has “moved ahead of 
rate.” The manager of a Big 
supermarket complained that 
rtising for it had run 15 days 
ore we were covered’ with stocks. 
n he was wiring reorders.) 
Columbus wholesaler, Kauff- 
VEMBER 


10, 1951 


BRAND NEW 1951 FORDS, 


PLYMOUTHS, CHEVROLETS 
FLEETS OF 10 10 1000 CARS FOR IMMEDIATE DELIVERY 


INCLUDING GAS @ OIL 


Includes License Plates; Replacement in Case of Fire, Theft 
or Serious Damage; New Cars Every 12 Months. 
“General Auto’ rental plans cost less than salesman’s 
mileage allowance or company owned cars. A special plan 
con be developed to meet any need 
Now Serving RCA, DuPont 

U. S. Hoffman Machinery Co., Koppers Coke, 

and many other national firms 


HIGHEST PRICES 


Write, Wire 
or Phone 


PAID FOR YOUR PRESENT CARS 


RENTAL CO. 


COAST-TO-COAST 


@ Livingston 8-5000 


N. BROAD ST., PHILA. 


— 


~ 


“i 
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YOURE RIGHT WITH RISING 


A letterhead on Rising Line Marque 
always tells much more than the 
message it carries. 

Combined with quality art. typog- 
raphy and printing, this distinctive and 
versatile paper can do a real selling job 


Rising Line Marque 


@ Exclusive design patterned after Italian 
handmade paper 

®@ 2 weights 

@ Excellent printing surface for die-stamp- 
ing, lithography, gravure or letterpress 

@ White and 3 pastel colors 

@ Envelopes in 6 sizes @ 25% Rag 


for your company. Call your printer to- 
day. Ask him to prove it with samples 
—to give you an estimate on your letter- 
head requirements. 

In the meantime, check these six fea- 
tures of Rising Line Marque: 


WHEN YOU WANT TO KNOW 
-++GO TO AN EXPERT! 
oe °® 
Rising Papers 


ASK YOUR PRINTER 
--»- HE. KNOWS PAPER 


Rising Paper Company, Housatonic, Mass. 
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| man, Lattimer Co., gave his five. 
month figures: Pepsodent, 930 doz- 
en; Chlorodent, 851 dozen. 

San Diego retailers reported re. 
peat business from 75 to 90% 

Dealers in several cities found 
Chlorodent already “bigger lan 
Amm-i-dent” was at the time of the 
ammoniated peak, in late 1949 

Competitors, of course, don’t 
tend to go down before the green 


. eh = i fl 13 Bo gy wave. In the test markets big com. 


petitors paid retailers 50 cents a name 


i ry © for their Chlorodent buyers. (Her- 
More Coke..More Coal Chemicals | bert G. Drake, JWT’s account a 


| ecutive on Chlorodent, followed 


e. : 
and soon More a, iron them around, buying the same names.) 
gq A check of 


newspapers showed 
that Chlorodent hardly had got go- 


for Southeastern Industries | ing in these markets before Colgate 
Served from Birmingham by | seemed to think them worth extn 


effort . . . and added 1,000-line week- 
SLOSS - SHEFFIELD STEEL & IRON COMPANY | = other advertising. And then 


day insertions to its Sunday supple. 
reports it found a growing 
scarcity ot good radio spots. Was Col- 
| ° ~ 
| gate trying to preempt them? 
ig expansion programs involving expenditure of many | Against such inconveniences the 
millions are the order of the day with the Birmingham dis- | we toothpaste has pushed along. 
trict’s major industries that serve the Southeast. Mainspring bas nd from their streamlined mar- 
of these large-scale developments is the burgeoning pros- | oi ansig  eigg in these four 
perity and accelerating progress of the surrounding South- markets, Charlie Lipscomb and _his 
aster arket are: | crowd hope to find still better ways 
eastern market area. | . : si , 
! . ve | to win the nation to Chlorodent. 
In the words of Claude S. Lawson, president of Sloss- 
Sheffield Steel & Iron Company, which recently announced 
extensive plant additions and improvements: 


dynamic. Industries that serve the Southeast from the centrally 
situated Birmingham district have been levered by this progress 
into large expansion programs. Take our own Company, for in- 
stance. So rapidly has the demand for iron increased in the South- 
eastern trade area that we are making the largest investment in 
new facilities in our Company’s recent history. We are building a 
new battery of coke ovens to serve our own furnaces and the boom- 
ing foundry trade ... opening new coal and ore mines... enlarging | 
and diversifying our production of coal chemicals and further 
modernizing our plants and equipment. This will result in more 
coal and coke, more coal chemicals and by-product gas and mer- | 
chant iron. We are keeping pace with the Southeast’s progress and 
readying our industry to serve its future needs.” ~ 


} 

“The Southeast’s economic progress this past decade has been | 
| 

| 

| 

| 


+ * * * * * * * 


Many types of industry in the strate- 
gically located Birmingham district are 
growing with the Southeast. Many are | 
moving in. The Committee of 100 or | 
any of the undersigned members of the 
Executive Committee will welcome the | 
opportunity to give you confidential and 
specific data regarding the advantages 
of the Birmingham district for your 
plant, office or warehouse. | 
| 
| 


Yankee Peddler Awards were 


R mM ; N G H A M | presented to this couple by the Sales 
OMMITTEE OF 100 | Managers’ Club of Boston at its 


1914 Sixth Ave.. N.. Birmingham, Ala. “Sales Festival” October 16. i he 
Executive Committee | winners: Mary Hartline, star ot 
Gordon Persons Bensté Comer y Clarence B. Hanson, Jr Cloude S. Lawson O. W. Schanbacher | Canada Drvy’s “Super Circus”’ (Al Co 
Governo Chairman of the Board Publishe resident Dect ’ 
State of Alobe Avondale Mills Sap Sieaiegiiann we Sloss. Sheffield il | TV) program, and Johnny, long ‘he 
Brodf, Ieor ! Steel & Iron C bis aaa | 1 °4° a a 
Brodtord € Colcord William P. Engel W. H. Hoover ets i Loeb | personal trademark for Philip Mor- 
4 Iron Ce Engel Companies or Chairman of the we ad . oa ° ? 

Woodward | Engel Compomes era Raita ch of the Boord A.V. Wiebe! | ris. The third winner: Boston’s own 
John S$. Coleman W. W. French, Jr Cin a Aen Alabama Power Co e : 3 
President President 0 See J. C. Persons vouiden | Jack Lacy, president, Jack Lucy 
Birmingham Trust Moore Handley Mervyn H. Sterne President Tennessee Coa x ° ” : = 
Natrona! Bonk Hardware Co Sterne, Agee & leach First Notional Bonk tron & Roitroad Co Institute. 
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¢ ar the Facts On : 
~ |THE NEW YORK GROCERY MARKET 


it ex- 


hase the Newspaper of the Retail Grocers in the New York 
mes Market, has just completed a statistical analysis of the 


~— Grocor- New York Metropolitan Grocery Market—that is yours 


ol gate for the asking. 


extra 

week. . It is an invaluable asset to manufacturers of products sold 
ye in the grocery store who want better distribution or in- 
wing creased sales in this greatest concentration of purchasing 
3 Col: power in the world. 


; the 


mar- 
- four annually are broken down by counties and mu- 
d his 


Sec nicipalities, together with the number of retail 

“te $2 300 000 000 grocery outlets, families, average sales per 
I I I store, etc. 

) WV) Sales Supplementing this market data is an analysis 
CORY of GROCER-GRAPHIC’S coordinated cir- 


culation, the 


15. 000 Jop Grocars who Write GROCER-GRAPHIC to reserve your 
, 


copy for you—it will be mailed as soon as it is 


* off the press. We repeat—it’s yours for the ask- 
Dominate the Yanrket " , . 


ing. 
> 
THE NEWSPAPER OF THE RETAIL : GROCERS IN THE NEW YORK MARKET 

were : 
5 les BILL 

. BROTHER 
t its 386 FOURTH AVENUE /jitio\ NEW YORK 16, N. Y. 

he 
r of 
\EC- PACIFIC COAST OFFICE 
x -he NEW ENGLAND OFFICE MID-WEST OFFICE Richard Railton Co. 
MI or- 376 Boylston Street 333 No. Michigan Avenue Monadnock Building 
own Boston 16, Mass. Chicago |, Ill. San Francisco 5, Cal. 
L icy 
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MEDIA... AGENCIES... SERVICES 


Distribution and Exposure 
Must Balance Advertising 


“Some $23 billion—a new record 
—will be invested this year for plant 
expansion.” 

E. B. Weiss, director of merchan- 
dising, Grey Advertising Agency, 
Inc., speaking before the Merchan- 
dising Clinic of the American Asso- 
ciation of Advertising Agencies, dur- 
ing its Eastern Annual Conference 
held in New York City, October 
30-31, noted this fact and went on 
to say that advertising and merchan- 
dising men will be faced with the 
problem of moving a new torrent of 
civilian merchandise. 

“Is that torrent,” he said, “to be 
backed up by compelling it to go 
through the narrow neck of an ar- 
chaic distribution concept?” 


He then went on to make the fol- 
lowing points: 

1. The national advertising of 
mass-consumed lines can produce the 
highest sales volume only when it is 
accompanied by national distribution. 

2. In many merchandise cate- 
geries, distribution that could be 
classed as ‘‘national” 10 years ago, is 
not truly national today. 

3. National distribution, within 
sound profit limits, exposes a line 
through true sales-making display to 
the optimum number of shoppers 
who might conceivably buy it. 

4+. In general, the more broadly 
and frequently a line is bought by 
the public, the more broadly distribu- 
tion should expose it to the public. 

5. To refrain from broadening dis- 
tribution for fear of “trade reprisals” 
would invite the much more serious 


OPEN HOUSE TOUR for media representatives held by VanSant, Dugdale & Co., Inc.: 
The agency played host to more than 300 guests in its new building at 15 East Fayette 
Street, Baltimore. Shown here are (left to right) Wilbur VanSant, president of the 
agency; Merril V. Reed, vice-president, SALES MANAGEMENT; Robert E. Daiger 
and Harry Brian, vice-presidents of the agency. Media folk were both local and national. 


EDWIN S. FRIENDLY, JR., is appointed 
national director of television sales for 
American Broadcasting Co. He was for- 
merly eastern sales manager of ABC's TV. 


possibility of ‘“‘shoppers’ reprisals. 
' 6. Exposure of a line in advertis- 
ing must be accompanied by at /east 
an equal exposure via distribution. 

7. Given today’s retailing  situa- 
tion, most lines no longer get sufh- 
cient exposure via distribution when 
sold through just one type of outlet. 

8. Refusing a line to a type of re- 
tailer because that type didn’t handle 
the line before compels the retailer 
to take on a competitor’s line, or 
have the line made with the retailer’s 
own name on it, or both. 

Mr. Weiss concluded: “A trolley- 
car distribution in a ram-jet propul- 
sion age results in: (A) opening the 
door to competition; (B)_ blocking 
the achievement of sales potentials; 
(C) diluting the returns from the 
advertising investment; (D) prevent- 
ing the advertising budget from being 
increased. 


“What Kinds of People 
Read What Kinds of Ads" 


A series of pilot studies aimed at 
analyzing the nature of the daily 
newspaper’s audience has been uncer- 
taken by the Bureau of Advertising. 
A.N.P.A., in cooperation with sev- 
eral individual newspapers. 

Some tentative findings of the first 
efforts in this direction were presented 
by Allen B. Sikes, service manager 
of the Bureau, in a talk before the 
Eighth Annual Advertising Con er- 
ence of Ohio State University. 

The research technique, Mr. § es 
said, follows that used in the !2- 
year-old Continuing Study of Nevvs- 
paper Reading, and the field w ork 
is being done by Publications ‘*e- 
search Service, which also han: ‘es 
the Continuing Study research. How- 
ever, the new project, he added, :r- 
ries the readership investigations 1 to 
new fields of qualitative study “ot 
attempted in the C.S.N.R. surveys. 
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Not just during 


the Holiday Season 


iley- 
pul- 
the 
King 
als; 
the 
ent- 
eing 
but all through the year, help them to remember you. 
Give memo books to your customers—distribute them at 
at meetings, conventions and your trade shows. Let your sales- 
Jaily men give them out on their calls or insert them along with 
ler your mail, 
ae With your ad gold-stamped on the cover and additional 
ivertising copy printed on the inside of the cover, these 
rst memo books give you a low cost positive sales-aid that con- 
_ antly helps them to remember you. 
e nese books available in various colors and grains of genuine 
r ather and imitation leather. Let us know how many you 
n use and we'll send you a sample and give you full cost 
a formation by return mail. | 
vi \ 
rk | 


IDVERTISING CORPORATION OF AMERICA 
TWO PARK AVENUE e- NEW YORK 16 


Factory ¢« Easthampton, Massachusetts 
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VICE-PRESIDENTS newly appointed at Cowles Magazines, Inc., are: (left to right) 
John Reiss, advertising director of Quick; Fred Bauer, advertising manager of Look's 
Chicago office; Don Perkins, advertising director of Look which he had joined in 1937. 


The 140 Continuing Study surveys 
completed to date, he said, have 
shown, among other things, the high 
page-by-page readership that newspa- 
pers get and the kinds of layout and 
copy techniques that get the greatest 
attention. 

However, he said, the C.S.N.R. 
has had a necessary limitation. While 
it shows readership by a cross-section 
of the public, it does not dig into 
the characteristics of the people who 
read and use the ads. 

In each of the qualitative studies, 
he revealed, 600 men and 600 women 
are interviewed, as against 225 of 
each sex in the C.S.N.R. surveys. 
Questionnaires include the age, sex 
and occupation questions used in the 
C.S.N.R. studies. In addition, they 
ask about ages of all members of the 
family, shopping habits, auto owner- 
ship, movie attendance, frozen foods 
use, and other matters which might 
serve as keys to interest in various 
ads and products. 

Some sample findings were re- 
ported by Mr. Sikes to show how 
individual interests and family char- 
acteristics might affect ad readership. 
One piece of copy measured was an 
all-text ad on a deodorant, with the 
headline, “Call Me Tonight,” in 
large type. Among women it got 
almost twice as high readership in 
the 18-29 age group as in the other 
two groups (30-44 and 45 and over) 
together—an indication, perhaps, that 
the ad was well-aimed at the group 
most likely to buy the product. 

Some of the most telling findings 
were in the field of food advertising. 
In one survey, carried out just before 
Independence Day, the question was 
asked whether the family planned a 
Fourth of July picnic. Picnickers 
showed about 50° more interest in 
a supermarket’s fried chicken ad 
than non-picnickers. The same result 
was achieved by a national ad on a 
frozen lemonade mix. 

Virtually all the retail and food 
advertisers in that issue, Mr. Sikes 
pointed out, featured the holiday in 
their copy. Department stores, as 
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well, featured such items as outdoor 
grills, picnic jugs, portable radios, 
etc. Very few national advertisers, 
however, took advantage of the holi- 
day opportunities. 

In regarding the ultimate purpose 
of the research, Mr. Sikes summed 
up: 

“All kinds of people read the news- 
paper—all age groups, all occupation 
groups, all income groups. That’s 
what makes the newspaper a uni- 
versal everyday reading habit with 
American families. 

“But no two people read a news- 
paper exactly alike. The more an ad- 
vertisement targets those within the 
total circulation area who may be 
most interested in the product, or 
who may most easily be persuaded 
to buy, the more important is its 
direct sales influence. It may well be 
that some ads—general in their ap- 
proach and attempting to reach every- 
one—wind up by missing a strong 
sell on the best customers.” 

The edges of this “new tool” have 
not been “sharply ground” as yet, 
Mr. Sikes said, the research being 
still in a purely exploratory stage. 
It is expected that five studies will 
have been completed by the end of 
1951, he added, at which time the 
Bureau of Advertising probably will 
have a clearer picture of the possibili- 
ties. 

In order to make them as useful 
as possible to advertisers, he said, the 
Bureau plans to classify the findings 
on IBM cards when sufficient reli- 
able information has been developed. 


Jet, Negro Weekly 
Makes Its Debut 


Jet, a Quick-size weekly pocket 
news and picture magazine for Ne- 
groes, made its debut November 1. 
John H. Johnson, founder of the 
nine-year-old Johnson Publishing 
Co., hopes to duplicate his success 
with Edony, a picture monthly selling 
nearly 500,000 copies, Tan Confes- 
sion, a romance publication with 


300,000 monthly circulation, and 
Negro Digest, his first magazine. 
with current circulation of 100.000, 
While the initial issue of Je? car. 
ries no advertising, Johnson soon wil! 
solicit business on the basis of a euar-. 
anteed circulation of 200,000. 


NBC's TV Set Estimates 
Serving 2,100 Persons 


Counting installed TV sets across 
the country and issuing a monthl; 
report on totals, city-by-city, |s a 
service to advertisers, agencies and 
to the entire television industry that 
the National Broadcasting Co. has 
been undertaking since March, 1948, 
This report on each of the nation’s 
64 TV markets is compiled by the 
NBC-TV Sales Planning and Re. 
search Department from estimates 
obtained from each market. 

The market-by-market — estimates 
are designed to represent the number 
of sets covered by each NBC affiliate 
on a network basis. Insofar as pos- 
sible, sets are credited to only one 
station. 

The count for each market rep- 
resents all TV sets, including those 
in public places and secondary sets 
in the home, but makes no allowance 
for the small number which have been 
junked. On a national basis, it is 
estimated from available data that 
less than 1% of all sets are in public 
places, less than 2% of all sets are 
secondary receivers in IT'V homes and 
about % of 1% have been junked. 

It should be noted that the NBC 
report is based on total sets installed 
rather than on TV homes. The dif- 


ference is still relatively small at this 


IN THE AIR, like sleigh bells and Christ- 
mas carols, the “Errant Angels of RC/" 
again hover over Yule night scene. Tris 
is their fourth annual appearance in d s- 
plays created by Einson-Freeman, Co., In-. 
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IBM Cards used for this survey 
are available to YOU 
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Use them for fast, Ululomauc territory analysis 


By using only those cards conforming to your 
particular sales territories, you can conveniently 
apply the SALES MANAGEMENT Survey of 
Buying Power to your own market areas. 
Through MARKET STATISTICS, INC., the 
IBM Service Bureau will prepare these analyses 
for you quickly. Or if you have an installation 
of IBM equipment, you can prepare them auto- 
matically right in your own office. 


More than 100 leading manufacturers and dis- 
tributors have adopted this new approach to 
setting scientific sales quotas. 


MARKET STATISTICS, INC. 


It is only necessary to determine what factors 
(or combination of factors) published in the 
Survey would reflect consumer demand for your 
product. If you have any questions on this point, 
you may without obligation consult with the staff 
of MARKET STATISTICS, INC. for complete 
details, For further information on how to use 
the Survey of Buying Power on IBM cards, write 
or phone Dr. Jay M. Gould, MARKET 
STATISTICS, INC., 432 Fourth Avenue, New 
York 16, N. Y. (Telephone Mu. 4-3559) 


“ 
sath 


| re 


RESEARCH CONSULTANTS TO SALES MANAGEMENT 
432 Fourth Ave., New York 16, N. Y. Mu-4-3559 


VEMBER 10, 1951 


GEORGE W. HARVEY is named general 
manager of WFLA AM-FM, owned and 
operated by The Tribune Co., Tampa, Fla. 


CUT SALES COSTS UP TO 


HOW LEADING as ur To DO” 


They Use 


TUFIDE 


THE TUFFEST | 
BUSINESS CASES | 


OF ALL! 

Tested & Proved By __ } 
Allis-Chalmers Co. 650,000 users prove that | 
Telechron Co. TUFIDE cases last longer 

| 
job ony Egy . . . need replacement less | 
General Motors frequently .. 
Sprague-Warner Co. 
nd many others 


TUFIDE Outlasts 
Leather 5 tol ss 


UNCONDITIONALLY 
GUARANTEED FOR 
5 YEARS! 


TUFIDE business cases 
withstand roughest use. 
Slam ’em... wham ’em.. 

wet ’em. They'll bounce back 
smiling! Amazing TUFIDE 
looks like leather . . . feels like 
leather ... yet ACTUALLY 
OUTWEARS LEATHER 5 
TO 1, as proved by independ- 
ent laboratory tests. That’s 
why TUFIDE-and only 
TUFIDE— is unconditional- 
ly guaranteed 5 full years! 
See TUFIDE business cases 
at your dealer today. Special 
cases designed to order. 


. cut business 
case costs as much as half! 


Priced From 


$600 


Get Free Facts 


MAIL NOW! 
ia ae ae ls And Up 

| Stebec Products pep. 4-27 

1401 W. Jackson Bivd., Chicago 7, Ill. | 

Send me FREE facts on TUFIDE Business | | 
| Cases, without obligation. || | 
| Name | 
: Address 
| City Zone State | | 
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stage and will likely continue to be so 
for several vears. 

Estimates for each market are 
based on set sales to dealers as re- 
ported by distributors. The figures 
are normally adjusted to allow time 
for retail purchase and _ installation. 

In most markets, the survey ot 
distributors is made regularly by the 
NBC affiliate. In some multi-station 


cities, the data are gathered by a 
joint-station committee or an elec- 
trical association. Set figures in a 


few markets are compiled by the 
market research department of a col- 
lege or university. 

Insofar as the report itself is con- 
cerned, estimates are compiled as of 
the first of each month and the re- 
port is published on or about the 
25th of the same month. NBC makes 
the data available on a_ no-charge 
basis to advertisers, agencies, publica 
tions, research companies and other 
interested individuals. The report is 
currently distributed to 2,100 per- 
sons. 

The October 1 report shows a 
total of 14,003,500 installed TV sets 
in the country. The leading cities in 
sets-installed are: New York City, 
2.550.000; Los Angeles, 1,025,000; 
Chicago. 995,000; Philadelphia, 903,- 
O00; Boston, 787,000. 


Ad Council to Recruit 
Women for Armed Services 


A campaign to enlist 72,000 quali- 
fied women for the Armed Services 
has been undertaken by the Adver- 
tising Council at the request of the 
Department of Defense. Women are 
asked to volunteer to help meet the 
nation’s military requirements which 
call for increasing the present num- 
ber of service women to 112,000 by 
July 1, 1952. 

Through the facilities of the Coun- 
cil, an advertising agency will create 
the advertising materials gratis while 
advertisers and advertising media will 
sponsor the advertisements without 
charge. 

Volunteer coordinator of the cam- 
paign is Elizabeth Huntington Rice, 
advertising manager of The Warner 
Brothers Co., Bridgeport, Conn 
Miss Rice, who served with the 
WAC from December, 1942, to 
August, 1946, is the first woman to 
be named a coordinator of a Council 
campaign since the war. 

C. J. LaRoche & Co., Inc., is the 
volunteer advertising agency with 
Richard T. Frick, account executive, 
heading the task force. 

The Department of Defense will 
launch an intensive, nationwide re- 
information program 


cruiting and 


during the week of Novembe: 11, 
using all existing public information 
and recruiting facilities of the Army, 
Navy, Air Force, and Marines 

Commenting on the Council’: su, 
port of the campaign, Anna M, 
Rosenberg, Assistant Secretar: of 
Defense, stated: ‘““The impact o: this 
assistance of advertisers will prove 
extremely valuable in helping is to 
reach our objectives.” 


NARTB's Code to Assure 
Better TV Programming 


American television broadcasters, 
in the culmination of efforts begun 
six months ago, have taken positive 
action to assure the nation’s tele. 
vision viewers of better programming 
in the future. This action occurred 
in Chicago where 80 representatives 
of television stations within the mem- 
bership of the National Association 
ot Radio and Television Broadcasters 
unanimously endorsed the proposed 
code of television program standards 
formulated by the NARTB. 

With only a few minor changes 
the proposed code was unanimously 
endorsed by NARTB’s | television 
membership. The code now will be 
presented to the NARTB Television 
Board for promulgation. The Board 
will consider the code at its next 
meeting in Washington, D. C., on 
December 3. 

Following the balloting, in which 
there were no dissenting votes, Har- 
old E. Fellows, president of the As- 
sociation, said, in part: “This code 

obviously was written for the 
American people and not for the 
people who own and operate tele- 
vision Stations. This being true, it 
cannot fail in its purpose . .. to give 
better TV to moré and more Ameri- 
can viewers. 

The question of a television pro- 
gramming code was first considered 
by the NARTB at its annual con- 
vention in Chicago in April, 1951. 


DWIGHT W. NORRIS is named dir: .- 
tor of development for Newsweek ad 
will be responsible for direction of - |! 
public relations activities of the magazin®. 
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COMMENT 


LAWYERS LOVE 'EM 


Ever tried to read—and understand—the fine print in 
any one of your insurance policies? Chances are you’ve 
bogged down in the morass of words, given up in dis- 
gust and chucked the policy into the file. 


Lawyers love those multi-syllable words and_ those 
sentences composed of clause after clause. In fact, they 
say (from their point of view) they are downright 
necessary. 


Now along comes Robert Gunning to address a few 

words to the life insurance people on the words they use 
to describe the product they place in the hands of their 
buyers. He’s the same Mr. Gunning who has had the 
nerve to show newspaper and magazine editors how to 
write so more readers could understand them in less read- 
ing time. 
Says Mr. Gunning: “Insurance companies, it seems to 
me, are overlooking one of the best programs of advertis- 
ing and promotion now available to them. And some com- 
pany is likely to get a jump on all the others by adopting 
it. The program consists of a single step: drawing up a 
policy that can be read and easily understood by the 
average prospect.” 


While Mr. Gunning flays insurance company attorneys 
for their insistence on gobbledygook, he doesn’t spare 
insurance sales executives. They have a selling job to do. 
“Once the legal departments of insurance companies are 
shown the importance of cutting the fog out of the word- 
ing of policies, they will be able to do this without under- 
mining their legality.” That’s a job for insurance com- 
pany sales chiefs. 


While Mr. Gunning wags his finger at life insurance 
policies, in this instance, his comments have a moral for all 
of us. We should examine all of the literature which we 
place in the hands of our customers to see if we're still so 
concerned about “us” that we neglect to make the propo- 
sition easy for “you,” the buyer, to understand. 


LONESOME LADY 


We suggest a reading of an article in the October issue 
of Good Housekeeping. It’s called “I’m a Traveling 
Man’s Wife” and its author is a lady by the name of 
Mould. We quote just one paragraph: 


‘“... Let me give you a thumbnail sketch of the position 
of thousands of women all over the country whose hus- 
bands are home only weekends—and often not then. We 
are both wives and widows. For five or six days of the 
week, we are widows. Then comes the glorious resurrec- 
tion, and for one or two days, we become wives. Then— 
presto!—we are widows again. If you have never played 
such a dual role, let me tell you that it takes some fancy 
trapeze work. And in most cases, it isn’t done with the 
greatest of ease... .” 


Mrs. Mould goes on to describe the loneliness she suf- 
tered during the early vears of her married life. How she 
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particularly hated the depressing business of eating din- 
ner alone. How she finally faced the fact that she couldn't 
be dependent on friends. And, finally, what happened 
when she tackled the problem head-on and developed 
philosophy and a routine which overcame her frustration 
and her sense of insecurity. She did overcome both. 


It’s vital that the sales manager who is directing a sale 
force understands fully just how critical a human problem 
this wife-widow business is, and how deeply it can and 
does affect the morale and productivity of his men. Only 
recently have we come to recognize that a company doesn’t 
really hire a man, but a man-and-wife team. We are only 
beginning to learn how to communicate with the sales 
man’s wife: to talk to her about the business and her rela- 
tionship to it; to show her how to help her husband earn 
promotions; to reveal to her the true dignity of selling, 
and its economic importance. 


Within the past six months, for example, we've seen 
what might well be the very first ‘Manual for Salesmen’s 
Wives,” custom-built by an industrial psychologist for a 
nationally-known company, and done because the sales 
manager had the wit to realize how badly it was needed. 


Where there is one wife like Mrs. Mould who was able 
to fight out her own battle successfully, there must be five 
hundred who are not adjusted to the widow-wife schizo- 
phrenia, and who are therefore—at least to some extent— 
working against their salesmen-husbands rather than with 
them in career-building. The salesman’s boss—the sales 
manager—can, if he will, find practical ways to help. 


Whether you have ever consciously thought about it or 
not, the salesman’s wife is on your payroll. Is she, so far 
as your company is concerned, the “forgotten woman? 


OPERATION ENTERPRISE 


Seven American “revolutionaries” are now in Europe 
on a speech-making tour. While they’ve been invited by 
their hosts in Leeds (England), Stockholm, Helsinki, 
Copenhagen, Brussels, Paris, Madrid and London, they 
are paying their own expenses. Further, they are not out 
carpet-bagging business for their own firms. In fact, 
they've volunteered to go to Europe to show European 
sales executives how Americans sell in America. The 
idea: to help Europeans earn dollar credits by se'ling 
their goods here. 
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This repeat of the National-Sales-Executive-spons« red 
tour of typical, small business, American sales execu! ‘ves 
comes at a propitious time. With the aid of Mars all 
Plan funds, most European countries have pretty \vell 
licked their “productivity” problems. Increasingly, t eit 
problem will be to find both export and domestic markets. 
While the American team will relate evervday instances 
of American sales techniques, it’s likely that the Ameri 
can philosophy of creating desires among domestic u<ers 
for more goods will not be lost on European businessmen. 


SALES MANAGEMENT 


